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What is the 


HOLMES &© EDWARDS 


Collection? 


It is the most beautiful group of patterns in 
silverplate ...each design individual, unique... 
the finest of its kind. e Show the Holmes & Edwards 
Collection to every woman who asks for silverplate— 
ies and make more sales, quicker sales, and greater profit. 


ALL PATTERNS MADE IN U.S. A. © copyriGHT 1952, THE INTERNATIONAL SILVER CO., HOLMES & EDWARDS DIVISION, MERIDEN, CONN, pcg 
= 
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Reserved for 





“Romance” 

See this brilliant 
new pattern 
on this page 


next month. 
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BROKEN EXPANSION BANDS ? 


















All makes — all models 
EXPERTLY REPAIRED 


48 HOUR SERVICE 


Average charge 75 cents 


A. SAUER & COMPANY ‘eannscins 
KON-ITE BUILDING, CINCINNATI 2, OHIO 
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Remodeling? This issue of JC-K is 
keyed to store modernization with 
special section (Pages 83-89) de. 
voted to articles by authorities in 
each of the several phases of this 
subject. Backing this up are actual 
‘case histories'' of jewelry store re- 
modelings. 
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ue unmistakable touch of Marce’s 





talent in distinguished jewelry design 


is evident in a new group of diamond- 


studded watch cases, executed with 
the craftsmanship that has so long 
been identified by the WBO mark. 






































WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTAY 


33 WEST 60th STREET Wwyne™ YORK 23. N.Y. 
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Symbol of Quality 
in Fine Watch Cases 








FOR FEBRUARY, 1952 , 











If you can add... 


IRMA—17 jewels. 
Natural or white gold- 
filled case. 18K gold 
numerals on silver dial. 
With silk cord... $60.50 


With bracelet... $66.50 ie 


you dont need this ad 


two new 


SELLABLE 


‘This is written for those jewelers who don’t add . . . those who look 
but don’t see. 


If they did, thev’d see there’s only one watch which has all the 
things they want rolled up in one! 


Start with a fine watch. 
ADD The cleanest kind of distribution you can get 
ADD A broad line with top styling 


ADD Quality manufacture and dependable 
, ; I 
performance 


ADD Public acceptance — public preference 


ADD The biggest watch value you can give your 


HAMILTONS customers 


FRANKLIN—17 jewels. 
Natural gold-filled case. 
18K gold numerals and 
squares on silver dial. 
With strap... $64.00 
With bracelet... $71.50 


4 


PLUS a full, fair profit for your- 


self—a_ profit that’s all yours! 








There’s no answer but 
, 


The watch America wants— 


Y) 


And the smart jeweler wants to sell. 


LANCASTER, PENNA. 
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KARLAN & BLEIC Nog 


reatorsand Lesgners of Perec Mg hth YS 
88 WEST FOURTH STREET NEW YORK 14. ¥ 
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STOCK... 
SHOW... 
and you’re 
sure fo 
SELL 
the 








Advance reactions indicate that here’s one of the hardest-hitting 


men’s set designs to come down the pike in many a moon...A 
masterpiece of masculinity . . . genuine onyx stone in a setting of 
gold-filled opulence . . . Available also in sterling and with a variety 
of other stones . . . Jam-packed with sales appeal, 

KHAN is eager to prove it. . . for you. 














R. F. SIMMONS 


COMPANY, Attleboro, Mass. 


It’s always smart buying to be first with a 
*‘natural’’, so... order now by name “‘KHAN”’ 
or by Stock No. MS 2554. 


MAKERS OF QUALITY GOLD FILLED JEWELRY * SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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No matter what style you are 
developing, there is a Baker Seamless 
Wedding Ring Blank to fill your needs. 
You will not have to modify the design 
to conform to the blank but can carry 
it out as you want it to be, so great is 
the variety of shapes, sizes, widths and 


heights. 


Then there 1s our assortment of rims 
to give even greater flexibility and 
versatility to these rings. 


We manufacture only the blanks, 
making them of jewelry palladium 


and gold. 
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ASK YOUR 


MATERIAL SALESMAN FOR 










WITH 
GENUINE 


BULOVA 


STANDARDIZED 





ARRAY 





Now your material salesman can check ‘your 





Genuine Bulova Parts Cabinets and provide 
the major replacements you need right at 


your bench ! 


Order Genuine Bulove Parts 
Through Your Authorized Distributor 


Always Insist On 


GENUINE BULOVA PARTS oe CABINETS 


BU OVA WATCH COMPANY, INC.— Material Sales Sidon Veter Stream, L. I., New York 
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ELEGANT STYLING DISTINGUISHES 


BRISTOL DIAMOND RINGS , 
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The old adage “Variety is the Spice of Life” aptly Lr re 


t+ 
* 
, rr, 


describes the extensive Bristol Line of quality Dia- Mee Ee PES 4; 
mond Wedding and Engagement Rings and 14K ti 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
a requirement... and of course, 
Pf INNS “economy priced”. 
Gs Py, Lb 
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SEAMLESS GOLD WEDDING RINGS 











RINGS ENLARGED 
TO SHOW DETAIL 


A new selection of Extra Wide Diamond 
Wedding Rings, featuring dainty floral de- 

= 4a signs and modern motifs, set with 6 to 42 
San diamonds all around. Supplied in Gold 
hing and Platinum. With diamonds all around 


Retail Priced from $60.00 up. 





DIAMOND_RINGS 


ee 


BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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H#21P Sterling Silver filigree cross, hand- 
engraved, with 24” Sterling chain. 


R101/5 Man and Woman’s Rosary Set. With 
Lady’s rosary (all metal beads), Man’s rosary 
(jet black beads), St. Christopher medal, Scap- 
viar badge, ‘Little Manual” Prayer Book, and 
Black carrying case .. . all boxed as shown. 


_ added to 
the extensive Catamore 
line, these new 
religious items can be 
your greatest year ‘round 
sales builders. The 
Rosary Set, for instance, 
makes an ideal gift 
suggestion; the engraved 
cross, baby rosary and 
medals, each reflecting 
the beauty and charm 
of all Catamore 
religious jewelry, give 
you steady profits 
in repeat sales to 
satisfied customers. 
Through your 


wholesaler. 


THE CATAMORE 


231 PINE STREET, PROVIDENCE 3, ®. 4. 
NEW YORK -*CHICAGO+:$AN FRANCISCO 


A. 1116S Sterling Silver Slide Medal 
B. 1117S Sterling Silver Slide Medal 
C. 1227S Sterling Silver Slide Medal 
D. 1234 Sterling Silver St. Christopher Medal, 


R48X Child’s Sterling Silver rosary, Ster- 
ling beads, blue enamelled cross and 
center. 


COMPANY % 
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Seamless Wedding Rings at 
Lowest Pennyweight (dwt) Prices 





argest Producer 
of Seamless Gold — 


ings will be Stamper 
with GOLDEN CIRCLE, 
our registered trade 
mark, on request. 


STYLE 
WORKMANSHIP 





PROMPT DELIVERY 
FROM STOCK 


‘ 
Series H 


Pot. No. 156712 





ll Vincent St., Newark 5, N. J. 
Phone: MArket 2-4287 


Write for catalog sheet on new Premesco **Fit-Rite’ Solid Shanks. 
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You don’t have to be q 


“All windows,” says James E. Smith, of Rickys Jewelers, and in-store LIFE displays were used. We were satisfied 
Klamath Falls, Ore., ‘were devoted to this LIFE promotion — with results and know LIFE will continue to sell for us!” 





“Our LIFE windows,” says Harry Curtis, owner of “On Friday morning,” writes Thelma W. Pratt, 
Curtis Jewelers in Santa Monica, California, “brought owner of Chime Jewelers, Bellflower, Calif., ‘“‘we look 
customers into my store . . . and interior LIFE tie-ins through LIFE for ads of the products we sell, and 
helped sell those products advertised in LIFE!” make window displays with the ads and products!” 
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big jeweler to sell with 





Leading jewelers—large and small—are taking advan- 
tage of LIFE’s tremendous circulation by staging “Ad- 
vertised-in-LIFE” promotions. 


Why? 


Because 23,950,000 Americans read LIFE every week. 
And in the course of 13 issues—LIFE is read by over 
half the nation !* 


Are you helping LIFE sell for you with “‘Advertised- 
in-LIFE” promotions 72 your windows and on your 
counters? Results prove time and again that using 
LIFE continuously in jewelry stores pays off in greater 
sales, bigger profits. 


aaa saa x OK <— 
See eee 
sass taaasc ata 


Feature these products advertised in LIFE during February: 


Artcarved Diamond and Wedding Rings Keepsake Diamond Rings 


Ansco 

B-B Pens 

Community Silverplate 
De Beers Diamonds 
G-E Clocks 
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ence of LIFE, by Alfred Politz Research, 
Inc. A LIFE reader is any person who 
has read one or more of 13 issues. 


Eastman Kodak ° 
Ronson Lighters 


Royal Typewriter 
Seth Thomas Watches 
Wadsworth Watches 






First in circulation 
First in readership 
First with retailers 


9 Rockefeller Plaza, New York 20, N. Y. 
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- LP New Helbros Watches are Earmarked Exclusively 
as Helbros Watches created for the Damon Runyon 
: Memorial Fund. They are specially boxed, specially 





ALISTS, COLUMNISTS. ©) 0). 0) 








14 THE JEWELERS’ CIRCULAR-KEYSTONE 











Deal With Us 


and 


Be Secure 


_ FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


ay a bY SETTINGS and SHANKS 
NOI in PALLADUM and GOLD 
























REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. e Phone JUDSON 2-3095 e New York 19, N. Y. 
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17S’ STUNMING... 
ULL TAKE (7/ 


she chang bani in es coulda! t resist _ 
“show case” shopping. The neck- 

lace took her eye—and the money 

she got for the old silver, 

brought the price within 

reach. Another case of a 

new sale that came to a 

jeweler because he 

buys old silver. 





Old silver buying is profitable 2 ways — silver prices are 
high, highest in 30 years — it brings people into your 
store and gives you the chance to interest them 

in new articles. Buy old gold and platinum too. 

But this is important. Make sure of getting the most 

from your purchases by sending them to 

Handy & Harman — fabricators and refiners of precious 
metals since 1867. Our reputation is your guarantee 

of a full value return every time. Try us with your next lot. 


HANDY & HARMAN 


NEW YORK: 1/5 WEST 46th STREET, NEW YORK 19,N. Y. 

82 FULTON STREET, NEW YORK 38, N.Y. 
PROVIDENCE: 425 RICHMOND STREET, PROVIDENCE 3, R. fl. 
CHICAGO: 55 EAST WASHINGTON STREET, CHICAGO 2, ILL. 

LOS ANGELES: 3625 MEDFORD STREET, LOS ANGELES 63, CALIF. 
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Yamond (fon (6019) 


Retail, F.T.l. VALUE-PRICED $9.95 


- Now for the first time...a diamond-faceted 
full expansion band that’s fashioned to catch 
the light in hundreds of highly-polished 
facets! The “expensive jewelry’ look, the low 
price, make this J-B expansion band the value 
leader for 52! Available in yellow or white. 


Champion (7002) 


Retail, F.T.|. VALUE-PRICED $10.95 


Here's a ridged band with a different look 
... for the Champion is made with concave 
links for an unusual effect that is both lux- 
urious and tailored. The EXTRA gold in J-B 
bands does EXTRA DUTY here... pro- 
tecting the ridges from rub-off. It’s a J-B 
extra... but at NO EXTRA CHARGE! 
Available in yellow only. 
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Cloytatia (6084) 


Retail, F.T.1. VALUE-PRICED $8.50 


As lush, as extravagantly beautiful as the Queen of the 
Nile’s favorite jewelry ... this fabulous expansion watch 
bracelet is a masterpiece of faceting and design. Its 
raised three-dimensional effect, its heavier lug give it 
the massive look that so many well-dressed women 
prefer. J-B End-O-Matic Ends. Available in yellow only. 
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Le Htogale Pie wo 


Retail, F.T.1. VALUE-PRICED $7.50 


bs cht co lun de wg st A ei el ete a Se ak me = = ¢ =? Met This smart combination band has center expansion sec- 


Retail, F.1.1. VALUE-PRICED $7.50 


4 | Adiagonal design that keeps all its smart beauty even 


when fully expanded. Designed to appeal to your many 
customers who prefer a wider band. J-B End-O-Matic 
Ends. Available in yellow only. 


Dixie Rose with tailored end (6064) 


Retail, F.T.|. VALUE-PRICED $8.50 
Available in yellow or white 


Shimmering spheres with the look of rich ca- 
bochon gems. Beth bandsare full expansion. 


tion, with richly sculptured links at ends. Constructed, 
like all J-B bands, to give many years of customer 
satisfaction. 


With patented, adjustable J-B Prest-O-Slide buckle. 
(3371) Retail, F.T.1. VALUE-PRICED $5.95 


Both bands available in yellow or white. 
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Retail, F.T.|. VALUE-PRICED $8.50 
Available in yellow, pink or white 


JACOBY-BENDER, INC. 
161 Avenue of the Americas - New York 13, New York 





Golden Mio (6075) 


Retail, F.1.1. VALUE-PRICED $7.50 


il, F.T.1. VALUE-PRICED $7.50 — C4 | WY 4 f\ (6076) with carved top 


bination band has center expansion sec- / ‘A Py | Retail, F.T.l. VALUE-PRICED $7.50 

y sculptured links at ends. Constructed, \“ a he. 

to give ‘Many yours of ‘customer : = | “wy Designed for the woman who appreciates quiet 
, ‘ij elegance...two versions of the daintiest 


adjustable J-B Prest-O-Slide buckle. telescope-expansion band you can show your 


customers! The band’s graceful character is 
enhanced by beveled edges. Unique construc- 
tion allows maximum expansion. Outer shell 


gold filled. Available in yellow or white. 


Cry a a ee! 


A GOLDEN WISP IN A 
SIZE FOR EVERY WRIST! 


This beautiful display (J-B No. 261) 


| Dowie $oese (6069) Pies i | shows the sweet-and-lovely Golden Wisp 


with End-O-M; tic End to best advantage. And it’s yours FREE 

ate when you purchase the six bands — one 

‘eg . : 7 rot fg each.of short, regular and long, with plain 
yellow, pink or white be Be | i and carved tops. 





; ae = ORDER FROM YOUR 
COBY-BENDER, INC. i SE WHOLESALER TODAY! 





Siink + ied erk 12, 1ew York 


Clazance 
IN THE MASCULINE MANNER! 


Never before watch bands with such bold, distinctive styling, such per- 
fection of workmanship . .. at such low prices! And, as a sales-clinching extra, 
all these J-B watch bands contain MORE GOLD FOR MORE WEAR! Each 
band features a top shell of precious 1/15-12 Kt. gold instead of the customary 
1/20-12 or 10 Kt... . proof again that J-B means “Jewelers Best”... the watch 
bands that are Best for You in ’52! 





Hhoyal Lpeiumps 6 (6018) 


~ Retail, F.T.L. aude $9.50 


A watch band with a new “twist"! Royal 4 4 f f f f f f f f 
Triumph’s twisted design keeps its conti- Ff y VY, 


nuity even when band is expanded to its é Pi P Py } PY] P/ 


fullest! A choice selection for men of con- 


servative taste: Available in yellow only. | Golo Cr ole 


Retail, F.T.1. $9.50 | 
Available in yellow, pink or white 











Slated to be 1952's 
most-talked-about watch band! 


olen Goble (6017 


Retail, F.T.1: VALUE-PRICED $13.50 





SSsssea5=2=: 
Broad as the watch itself . . . this new three- = < = = = | = = = ~ = = 
dimensional expansion band designed for a: =. = = , = = = ¥ 
the man who wants the ultimate in high as = ae = = ee 


style! Previously available only as a “cus- 
tom” watch band for the most expensive 
watches, this impressive men’s bracelet 
band is now priced by J-B at volume level. 
Bring up your “ring up’ — by trading up 
to the J-B Golden Gable. Available in yel- 
low only. 


Available in yellow or 
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Retail, F.T.1. $6.50 
Available in yellow, pink of 


"Thar's gold 
in them 


> | m— FF , | it 
Extra Gold to protect the top ridges at the point of wear. ) i " ’ — ‘ thar hills ere 


J-B's continuing policy of making every expansion band with a 
heavier overlay of gold is a particularly important selling point 
when you sell a watch band with a raised surface. MORE GOLD 
means quality “wear” it counts... gives every J-B watch band 
longer-lasting beauty. 
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olden Crrck (6009) 
Retail, F.T.1. $9.50 
Available in yellow, pink or white 
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GOOD AS MONEY IN THE BANK... 
J-B YEAR-IN, YEAR-OUT SELLERS 


These J-B “basics” are a jeweler's “gilt-edged” 
stock... certain to turn over again and again, cer- 
tain to make steady profits month after month. 
You need every one of these popular styles — 
check your stock of each number today! 
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Retail, F.T.1. $11.95 


Available in yellow, pink or white 


ee -£55999559999599995 95 


Sh bbbbbbdbbhdha 4 kbd ; : 4 ~! 
Le. Keyl Lride ws 


ciel, (6067) 


with End-O-Matic End Retail, F.T.1. $8.50 


(6068) with straight end for nurses or sports watches 
Retail, F.T.1. $8.50 


Both bands available in yellow or white 


Retail, F.T.I. $6.50 P = Prez 2S oS: , Pa mon 
es = i ioe sal gt —~ Ka _ 1 


Available in yellow, pink or white 





Le Sioyale Hide (6065) 


Retail, F.T.1. $7.50 
Available in yellow, pink or white 


JACOBY-BENDER, INC. 


161 Avenue of the Americas, New York 13, New York 
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Deltah’s Souvenir Pin Offer will be featured in full-color pages and other 
large space units in America’s leading magazines month after month... 


JEWELERS 


tie-in with your window displays and newspaper ads (mats free on request) 
PEARLS 


























New I7Jewel ELGINS tom’33™ 
to speed up your sales 


Last year Elgin Banner Buys stimulated 
sales during your “‘slow season’’—so they’re 
back for ’52! 


Your customers get Elgin quality watches, 
same low prices. Seventeen beautiful styles, 
all 17-jewel movements, with the heart that 
never breaks—the guaranteed DuraPower 
Mainspring. 








You get a stimulating promotion when you 
need it. 2-page color ads in March issues of 
LIFE and SATURDAY EVENING Post. News- 
paper ads, television support, plus free pro- 
motion materials. Stock up on Banner Buys 
early, order now... get set to profit plenty! 


MARCH Ist TO EASTER 


For what’s new in the watch business, watch 


Elgin National Watch Company « Elgin, Illinois 
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Display 
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WORLD’S LARGEST MANUFACTURER OF PIERCED EARRINGS 
256 Liberty Street, Bloomfield, New Jersey 











Oletane} anestcmsuelaten: largest collections of 


robe teetesele exquisitely assembled into an 


a 
From 1 Carat to 50 Carats you will find color, a4 
a ¥3 


exciting array of diamond jewelry. : 2 


‘ ‘ * 
far-tala a telematlandemsslac an veleeansslect: exacting - 
requirements — yet ata! tO defy Weert erasteleer 


Now as never before, you can enjoy our complete diamond 


facilities as a valuable adjunct to your business. 


C om plete selection shipped on memorandum 


IMPORTERS * CUTTERS * ALL WORK DONE ON PREMISES 
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DIAMONDS AND DIAMOND JEWELRY 
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Set No. 2561-4837 
Fan and Sphere Motif 


Gift wr 





Set No. 6302-4932 
Simulated Opals 
and Leaves 


She knows that any costume . . . for business, 


play or evening wear .. . becomes more lovely 
with the addition of Van Dell gold filled 


jewelry that has the look that lasts. Set No. 2539-4844 


Assorted Colored Stones 
and Rhinestones 
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AMERICA’S FINEST GOLD FILLED JEWELRY . — 
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irreproachable 


quality, wwe 


add the gracious 


styling that outlives the years. 


It’s 
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been that way since 1910. 
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Manufacturers of Gold and Platinum Watch Cases 
h 


Y. GPom KR 





THE JEWELERS’ CIRCULAR-KEYSTONE 





os 


ot distinction 


NEW, DIFFERENT 
... DEFINITELY IN DEMAND 





K & P “GRAND ILLUSION” 
MOUNTINGS ARE CHOSEN 
BECAUSE THEY MAGNIFY 
THE SIZE OF THE 
DIAMONDS 


Nushner & PINS. Inc. 


ee ae ee Oe ee © ee en MOUNTINGS 


15 WEST 47th STREETe NEW YORK 19 


<< KNOWN FOR QUALITY 


FOR FEBRUARY, 1952 





6037SP 


COMBINING THE “SUCCESS 
FEATURES” OF 


/ 


Vda 


The varied and trend-expressing Creations of Seidman have 
that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 

to the reputation and profit of many of America’s most 
successful jewelers ... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N.Y. 
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A fashionable array of the world’s finest jewelry 


designed with an eye towards styling . . 
and priced to meet the needs of everyone. 
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Neweataddationa to the 
CROSS fiw. 


y Pos . aS ye % 
li ilver* 
sila . Sterling Silver 
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“Wafer-thin” 














Clips or pins to purse or gar- 
ment ...a rapid sales build- 
er... getting more popular 
every day. Made ina 


Here’s the new CROSS Pencil / 
Reel combination in sterling 
silver with a super-thin, 

dainty reel that’s hand-engraved. 










































variety of rich, hand-engraved *Sterling pencil and reel 
14K GOLD designs with true sales appeal. chemically treated to prevent 
ONLY $9-5° etait tarnishing. 
CRO NO F.ET. RETAILS FOR 


HD, $4-90 pus TAX 






The finest writing 
instrument ever made. 

Thin, exquisite, perfection 
itself. Something to show | 2 : , Sift 
your most discriminating 3 : : - 2 Pie 
customers. A lifetime gift , * . 
with an unconditional ‘ ie ee 
guarantee. ee 
RETAILS FOR 


$50.00 


F.E.T. INC. 


NEW LADIES’ COMPANION SET 
Combining the $2.00 (retail) 


sterling silver pencil —and 


dainty sterling purse knife — CRO % 
attractively gift packaged at 


$5-95 prerait Plus Tax 


pwn The famous CROSS Century, 


real al SETS an always popular gold filled, thin pocket knife 

or the CROSS Century and a handsome gold filled tie slide. 
A gift combo that answers the wishes of many 

customers. Engraved initials for a few cents extra. 


RETAILS FOR *1Q-°° pius tax 
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FOR FEBRUARY, 1952 
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WE SPECIALIZE IN GOLD & PLATINUM CHAIN 


SUPERIOR REPRESENTATIVES: 


WESTERN: MID WESTERN: SOUTHERN: EASTERN: 
HUBERT A. WOOD 3. IRACYT MILTON F. FERRIS V. J. WOHLFERTH 
649 So. Olive St. 55 East Washington St. 2817 Stanford St. 665 Fifth Ave. 
Los Angeles, Calif. Chicago, Ill. Dallas 5, Texas I chvan (old ae 


THE JEWELERS’ CIRCULAR-KEYSTONE 








essions 


SELF-STARTING ELECTRIC 


SHADOEOX? ee P 










CLOCK SET — 
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No. 497W Sessions Wall Clock with excess cord recess has 
two separate 53%” square shadow boxes; white styrene 

| on fe ~ plastic, aluminum dial with midnight blue panel, modernistic 
ec i — numerals in ivy green, plastic crystal. Retails $6.95* 











HERE'S THE LATEST clock sensation... BETTER HOME AND GARDENS 


and the sales are rolling in to prove it! ... and (3) It’s displayed in the grand- 


Sessions “Shadobox”’ is a clock set est point-of-sale job that ever stopped 


3 





that smart buyers everywhere spotted 
as a winner for three very sound rea- 
sons: (1) It’s got the sure-fire feminine 
“‘decoration”’ appeal. . . (2) It’s backed 
by 4-color, full page national ads in 


SATURDAY EVENING POST and 


a customer in her tracks! And Brother! 
Is that adding up! 

So grab the sales while they're hot! 
Stock “‘Shadobox” amply, display it 
prominently, promote it through your 


sales force! 












Ask your jobber for this arresting, sales-pulling display, free with your original order 


of 4 Sessions “Shadobox” Clock sets. Includes realistic wall mountings with fill-ins. 
Get it now! 





Siesty wot EVEN aA PuR-R-R" 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago The Merchandise Mart Plaza; In San Francisco: Western 
Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q 
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745 avvrarsto HS *Approximate retail price subject to Federal Excise Tox. 
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“So many of my customers select jewelry by styling and appearance alone, 


overlooking the chain that is used.” 





“Well, I’ve always liked chain jewelry. It goes with anything I wear.” 





“Chain is versatile . . . with clothing styles and with basic types of jewelry too — necklaces, 





lockets, bracelets, key chains, tie clips, rosaries — everything. 





Almost everyone you see is wearing or carrying a machine chain product.” 


“That’s true. Jewelry must use a lot of chain each year.” 


That’s right, Mrs. Jones, millions of feet. A relatively small group of 
American manufacturers have been producing machine-made chain 





commercially for over 50 years. We can all take pride in their enor- 
mous contributions to modern jewelry design and production. Inspect 
a length of jewelry chain closely and you'll begin to realize the vast 
skill and experience required to develop machines capable of producing 


Owledge 
Sales 


such a complex item ... automatically! 


s 
Ereater your 





/ MACHINE CHAIN MANUFACTURERS ASSOCIATION 


PROVIDENCE 5, RHODE ISLAND 


This advertisement presented in the interest of the jewelry industry. 
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Velvet Voice @ Clock-Radio 


With the New and Exclusive Arvin “Magnetenna”’ 


e A stand-out in clean-lined, @ Five tubes including rectifier 
fine-style beauty @ Exclusive ‘““Magnetenna’’—the 

@ World-famous Telechron clock built-in ferrite core rod-type 
movement antenna for finest reception from 

@ Telechron Automatic Timer stations near or far 

@ Handy outlet for small electrical @ Automatic volume control 
appliances @ Magna-Bass amplifier 

@ Arvin Radio superhet AC/DC @ Heavy duty permanent magnet 
circuit (clock in AC 60 cycle only) type 5-inch speaker 


Radio and Television Division 


Arvin Industries, Inec., Columbus, Indiana 


All prices subject to change in accordance with OPS regylations 
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LATHIN 
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LATHIN WATCH COMPANY 
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NEW YORK 19, N. 
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he easiest, 
simplest 
and most 
HOE 
way tO 
merchandise 
watch 


bands! 


vegan ange Mmepenescoees 











ALIVY countaaee 


275 individual parts, each one: 
balanced and fitted, go into e 


accuracy 

This is “‘P 

why BRETTON Bands withstand 
service year after year...why 
with confidence, knowing tha 
satisfied customer for you! 


a 











he easiest. 


SIMpies! 


and most 


profitable 


way to 


merchandise 


watch 


bands! 


HERE 1S ALL YOU NEED TO HAVE 


A Complole Profitable) 






























These handsome, plush-lined, plastic trays enhance ee 
the beauty of the sparkling new BRETTON designs— 
make them so much easier to sell. Made to fit 
easily in your display counter shelves, they also 
have easel backs to change them into wonderfully 
effective displays. A BRETTON tray is yours free 
with every ten bands. 








OR CHOOSE ANY ONE OF THESE . 
b, Pena, iy 
wr sa 

“se 


3 WAYS fo Display 


A. Designed for your counter, or window, this 
attractive selling display is given to you free 
with six BRETTON ladies’ bands. 





B. This related display is free with either three 
BRETTON ladies’, or three BRETTON men’s a 
bands. , 
C. This ingenious presentation gift box opens into 
a self-contained display. This is still another 


way you can choose to sell your BRETTON 
Bands. 





More than ever before, BRETTON Bands are priced for faster 
turnover and greater retail profit! And these display ideas have 
been beautifully designed and correlated with just that in mind! 
They'll help you to sell more BRETTON Bands with the least possible 
selling effort on your part. You'll be proud to use any—or all of 
them—on your counters or in your windows. 










BRETTON Bands are sold through leading wholesalers only. 
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Again — we are serving 

the Armed Forces by devoting our 

specialized skill and part of our production facilities 
to the making of precision defense materiel 

... items that meet the highest 

quality standards in the world. 








more 


TOUS 


watches 






No more ““Delayed-Sales’’! 





Now! A “‘long and short” assortment 























of the Bretton Bands that come 


bands with the finest watehes! 


No longer do you have to send band 
back for re-sizing. The exat 
BRETTON styles designed to» 
with every famous wate 
model are now available 
in “longs and shorts’.A 
chart listing wate 
models and an individu! 
BRETTON plastic tray pe 
sonalized with the wal 
name, mean quicker, final sal 

for you. No matter what watches yo 
feature, your wholesaler will be happy” 
work out your band stock requirements withyo 


than all 


other 


makes 


combined 


" NOTE: The assortments shown are not necessarily the actual bands for each brand. 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20 hag 
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TUDOR PLATE SPECIAL SPRING OFFER. Your customers save $9.70 and receive 8 Iced 
Drink Spoons, 8 Iced Beverage Glasses and Anti-Tarnish Chest with the 62-Piece Service 
for 8—a total value of $59.65 .. . for only $49.95. Display shown comes with each set. 








COMMUNITY SERVING PIECES. These 
useful pieces again available—packed in 
handsome gift boxes with acetate covers 
to retail as follows: 










DUNCAN PHYFE TABLE CHEST. Back again 
by popular request... the Duncan Phyfe 


Table Chest (a $60 consumer value) is Large Serving or Salad Spoon . $2.85 each 
included with the 103-Piece Service for Pierced Round Server...... 2.85 each 
12 to retail at $175.00. Pierced Pastry Server....... 3.50 each 
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COMMUNITY BABY SPOON WITH BENT 
HANDLE. Again availablein Evening Star,* 
Coronation® and Lady Hamilton* pat- 
terns to retail at $1.25 each. 





For the first time since 1941 ... a 26- 
Piece Service for 6 in Community! In 
an attractive substantially built anti-tar- 
nish chest to retail at $42.75. Also avail- 
able with 34-Piece Service for 8 at $55.75. 





Again available in the Fantasy* Pattern 
in Tudor* Plate . . . Bent Handle Baby 
Spoon—$.75, 3-Piece Child Set—$2.75, 
2-Piece Baby Set—$1.25. Also available 
in the Bridal Wreath* Pattern. 





Community 2-Piece Steak Set packed 
in a de luxe gift box with acetate cover 
to retail at $10.00. 
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TRADE MARKS REG. 


that will make 


your profits GROW! 


e 4a 4a 
Feature these high-value extras as well as 


all 4 Community patterns! They'll bring in those 


extra sales that mean better business for you! 


The time is right—for attractive promotional merchandise 


with both price and quality appeal! 


These spring-season specials offer your customers just 
that! The Tudor* Plate Iced Drink offer is unique and 
doubly attractive with warm weather ahead! The hand- 
some Community Duncan Phyfe Table Chest is wonder- 
ful for those who desire the most complete and correct 
of services. Baby items, the 26-piece service in Commu- 
nity and the serving pieces are all popular items which 
will repay you well if you feature them in windows and 


inside your store! 


Use these specials to attract customers—and sales— 


all through the spring and summer. 
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Like This at So Low a Price | 
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Plus 
Fed. Tax 


You can't miss with this 
| A eS new Medana watch sen- 

ES = \ Bee Z 7 sation. Jewelers who have 
: 3 Zip seen the “Adorable” say it's the 
we NEE SE hottest thing yet for boosting watch sales. 
a _fA7 And no wonder! It's got eye-catching styling in white 
Advertising rhodium finish . . . 7-jewel dust protected movement... 
Mats FREE ! plus a written guarantee of quality to assure its selling success. 
, : 
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NATIONALLY ADVERTISED and FULLY GUARANTEED FOR ONE YEAR 
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Powerful 4 column x 
10 inch and 2 column 
x 10 inch mots avail- 
able, without cost, 


wee LOUIS AISENSTEIN & BROS., Inc. New vor 16, 
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cyerli® 


4-K17 
COMPOTE 


$3.25 


each 


4-388 $9.00 


CANDLESTICKS 


q silver GIFT 


{-R9 — 
MAYONNAISE $3.75 
SET WITH LADLE set 


12 PIECE 


STERLING MAYONNAISE SET 
(414.” wide) WITH LADLE 


pair 4-R6P STERLING BON BON (6” wide) 
4-388 STERLING CANDLESTICKS 


(3” wide) 


4-K38 STERLING SALT AND PEPPER 


(44%4” high) 


4-K2K4 STERLING CIGARETTE 


URN 
(24%” high) AND 2 ASH TRAYS 


4-420C STERLING CHEESE SET 


4-40 


€ & >», 

§-K2K4 _— 
$3.75 
set 


CIGARETTE TRAYS 
AND URN SET 


STERLING AND 
CRYSTAL COASTERS OR ASH TRAYS se 


1-607 
TWO-PIECE $4.35 
GAME SET set 


Send order on Your Firm 
Order Form or Letterhead ... 
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(514” Platter; 6” Server) 
STERLING LOW COMPOTE 
(S'4” high) 


4-2B/6 STERLING COASTERS 
4-607 


4-K31 
4-136 


(Set of 6) (4” diameter) 


STERLING GAME SET 
(4” handles) 


STERLING BASKET (5” high) 


STERLING VASE (81,4” hi 
(All weighted bases) A high 


4-52/12 12-PIECE 
STERLING ASST. 
YOUR COST ............... 


tof 6 


}-K 3] 


BASKET 


4-R6P 


20], e-10), Bei), 


4-K17_ STERLING COMPOTE (534” high) $3.25 Eech 
4-R9 


3.75 Set 
3.45 Each 


3.00 Pair 
3.00 Pair 
3.75 Set 
3.00 Set 
3.75 Each 


3.60 Set 
4.35 Set 
3.35 Each 
3.30 Each 


41.55 


6 ob 2 Piatt ~aee 
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4-K-38 
SALT AND PEPPER $3.00 
SHAKERS pair 


—— 


i 4 “ 
O “ass 
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4-420C 
CHEESE AND $3.00 
CRACKER SET set 


COMPOTE 


4-40 $3.79 
each 


o = 


COHEN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N.Y. 


ATLANTA OFF 


23 BROAD ST., S.W., ATLANTA, GA. 


47 W. 23rd St., Bu ¥.¢ 





PRESENTS 
this NEW 


Sterling Silver 
Identification Bracelet 


EVERYBODY WANTS AN £éo ‘IDENT’ 


866K1350—STERLING SILVER 
IDENTIFICATION BRACELET 

Better plan to push sterling “Idents” now and 
throughout the year. This newest creation is 
sure to be a favorite with customers every- 
where. For Servicemen .. . Civilians . . . 

Young Folks . . . Old Folks. 
Extra Heavy Sterling Silver Name Plate 
Extra Heavy Rhodium Finish 
Double Safety Lock Clasp 
Easily Shortened or Lengthened 
Individually Gift Boxed 
Suggested Retail Price ........$17.95 
867K 1320—As above but with slightly smaller 
name plate. Suggested Retail Price . . . $17.50 


MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE © NEW YORK 1, N. YY. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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THE SECRET OF 





oe G CESS 


NATIONALLY ADMIRED 
NATIONALLY DESIRED 









ALWAYS IN 
PERFECT POSITION 


ALWAYS THE LAT 





SS 
This will not vcopen fill 


with FEATURE LOCK RINGS 





| 


rw STYLE AND FASHION 


ALWAYS BEAUTIFULLY 


PINTS A ae 


I Kohatolalol iM ameolohA-1ad0t-10 Mm comm oto 01010M 01010 Mma-lolel-14- 
in Uife, Look, Vogue, Charm, Seventeen, Pho- 
toplay, Modern Screen, N. Y. Times Magazine, 


i Ratio Grolati-kitiel als 


SOLD ONLY THRU AUTHORIZED DISTRIBUTORS 


Feature Ring Co., Inc. 
126 West 46th St.. New York 19, N. Y. 


Window and Counter Displays, 
Mats, Brochures, TV Films, Ra- 
dio Scripts, ‘‘Enchantment of 
Rings’’ Booklet, Stuffers, 
Flasher Displays. 











Brand New 
for °52! 
the Seth Thomas 


FIELDSTON 


A most compact striking clock — 
brilliantly styled to meet today’s trend to 
smaller-roomed homes. 


Cabinet is made from selected hardwoods 
with all the care and attention put into Seth 
Thomas* products since 1813. Glossy mahog- 
any finish is high-lighted by decorative design 
in tooled 16K gold leaf. Base is jet black. Dial 
in mat silverplate with applied numerals and 
distinctive hands of bright polished brass. 
Rich chords on double rods mark hours and 
half-hours. 


Fieldston is available in both self-starting 


electric and 8-day pendulum movements, to 
retail at $35f. Height 74”. Width 9%”. 
Depth 414”. Packed singly. 


And the Belwyn 6 Assortment 


A sales natural last Fall and bound to be a repeater 
this Spring. And, no wonder! Never before an 
alarm clock offering such exciting features and out- 
standing value. Featured this Spring in powerful 
advertising in the Lapies’ HoME JourNAL and 
BETTER HOMES & GARDENS. 


Order the Belwyn 6 assortment and receive the 
sales-building, permanent-type display stand FREE 
of extra charge. The full-profit Belwyn 6 assortment 
includes 6 clocks—one each in blond, maple, and 
mahogany finish, with plain dial, to retail at $8.90' 
and one each of the same finishes with luminous 
dial to retail at $9.90. 


Ask your Seth Thomas distributor’s salesman! 


4 ae ocks 


Thomaston, Conn., Division General Time Corp. 
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Handsome Banner Display 


You get this rich-looking, royal blue satin background 
display with golden lettering, cords, tassels, and fringe, 
plus easel-type price card—all Free of extra charge with 
your Fieldston purchase. A dignified yet compelling 
centerpiece for your late Winter and Spring windows 
...ties your store in with the national advertising on 
Fieldston, running in Spring issues of Lapres Home 
JourNAL and BETTER HoMEs & GARDENS. 
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*Reg. U. S. Pat. Off. 


(tPlus tax. Prices subject to change without notice) 
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the perfect gift—the perfect sales leader — 
the perfect business booster—for now through Spring! 


Marvella Glamour-Set, an ingenious, two-in-one, fast-selling jewelry promotion to stimulate staple 


pearl selling for you! 
It’s an exquisite clutch-type evening bag in 3 luxurious fabrics: gold-colored brocade, India 
print and golden lamé brocade. Inside it is completely lined with rich, shimmering satin and 


is fitted with two pockets containing a double-mirror and lovely satin change purse. 
And, inside, Glamour-Set has a magnificent necklace of MARVELLA’S most popular simulated 


pearls—the combination at an unbelievably low retail price: 
Retail Price 


Glamour-Set with Single Strand 
a Necklace, sterling filigree clasp $10.95 (F.T.1.) 
.. first wi 
Double Strand Necklace, 


merchandising aids to make your 


jewelry department more profitable. rhinestone clasp - 16.25 (F.T. 1.) 
Marvella, 383 5th Ave., New York 16 Triple Strand Necklace, 
rhinestone clasp | 19.95 (F. T. I.) 


BE SURE TO ASK YOUR WHOLESALER TO SHOW YOU THE NEW MARVELLA GLAMOUR-SET 
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The “Standing Room Only” sign wasn’t needed for most products 


on jewelry counters last year. But there were exceptions. 
Omega watches, for instance. 


To understand why this supremely accurate timepiece 
still continues in short supply, you must know something about 
the way an Omega is made. For the watch you sell is but the sum 
total of the hours of meticulous workmanship... the strict super- 
vision of methods and materials through every step. . . the testing 


and re-testing of each tiny, delicate part that goes into an Omega. 


Never is there any compromise with quality. From 
specification sheet to finished product, Omega requires the con- 


summate skill of the watchmaker’s craft ...and gets it! 


But with this premium on precision, the output of 
Omega watches is necessarily limited... despite highly special- 
ized machinery developed by Omega itself to help accelerate 
production, and the steady expansion of its self-contained plants 


in Bienne and Geneva, Switzerland. 


All the time, the worldwide demand for Omega keeps 
climbing. And the customer who wants Omega will never be 


happy with any other. 


As a jeweler, you can be sure that Omega will always 


be a sellout in your store. But even more important, it offers that 





complete customer satisfaction and good will upon which a suc- 


WORLD RENOWNED SYMBOL 
OF ACCURACY cessful jewelry business is based. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 21 
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LEWIN, WILLIAMS & SAYLOR, Inc. PLACED MORE PAGES OF 
JEWELRY TRADE ADVERTISING* IN 1951 (THE 4th CONSEC- 
UTIVE YEAR), THAN ANY OTHER ADVERTISING AGENCY. 
THIS ACCOMPLISHMENT IS BASED ON ONE THING—RESULTS. 
THIS AGENCY’S SKILL, EXPERIENCE AND UNDERSTANDING 
OF THE PROBLEMS FACED BY MANUFACTURERS OF QUALITY 
JEWELRY SOLD GOODS—IN HIGH QUANTITIES. THE ABIL- 
ITIES WHICH MADE POSSIBLE THIS UNUSUAL RECORD MAY 
BE ABLE TO ASSIST YOUR OWN PLANS FOR THE FUTURE... 
WE INVITE DISCUSSION WITH MANUFACTURERS IN CLASSIFI- 
CATIONS NOT COMPETITIVE WITH OUR PRESENT CLIENTS. 
SALES-MINDED PRODUCERS OF JEWELRY OR RELATED PROD- 


UCTS MAY FIND DISCUSSION EXTREMELY PRODUCTIVE. 


LEWIN, WILLIAMS & SAYLor, INC. 


t Formerly A. W. LEWIN CO. Advertising 


* From Publishers’ compiled statements 40 East 49th Street. New York 17, N. Y. 


Branch: 11 Commerce Street, Newark 2, N. J. 


Member of American Association of Advertising Agencies 
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Wyler 


incaflex 


AUTOMATIC 
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of pioneering 
and experience 
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51 Wyler Dynawind. Fe. 64% / 
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Only self-winding watch with the flexible balance wheel 


WYLER WATCH AGENCY, INC. + 630 FIFTH AVENUE » NEW YORK 20, N. Y. 


*Remains waterproof as long as crystal is intact or watch is serviced by competent watch dealers using genuine Wyler parts. 
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presenting 


modern new version 


of their highly successful 


padette strap °° 


with streamlined 
V-sections that enhance 
the beauty of 

today’s watch cases 


“V-pad” also 

available in 
Sportette con- 
vertible style. 











don't trust 
your naked eye 
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Let Your Own LOUPE a 


prove the PERFECTION of f Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 











? 
o one! Paes ¢ 6 


Nee Ge - 


& ‘ ee ® 
; Sen, ves* e 


. 





| g ING. 


630 FIFTH AVENUE. NEW YORK 20. N. Y. « 
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ORDER FROM YOUR GRUEN 
MATERIAL DEALER TODAY! 




















Actual value of watch parts $99.45. Available at low price of CABINET FREE 
Build your repair business with this complete service for the GRUEN CABINET INCLUDES: 
many popular Gruen Watch models — and build good will 21 Balance Staffs servicing 66 21 Detents servicing 65 models 
that will pay off in come-back sales, too! none 38 Detent screws servicing 65 
17 Stems servicing 72 models models 
e296 Gruen Watch Parts including mainsprings, 16 Intermediate Bridges 32 Lower Bal. Cap Jewel 
crowns, hands and other material parts to service the servicing 40 models Seams centing & modes 
17 Winding Pini ici 19 Mainsprings servicing 64 
most popular Gruen models! Peon a sida models 
e Complete information charts on interchangeable 15 Clutch Pinions servicing 68 36 — — aenge 
: models eee 
parts supplied free of charge. 96 Click Springs servicing 6242 Pr Hands Oa Raila 
e Sturdy, 2-drawer steel cabinet, mahogany finish. models ee 
. : sat 14 Pr. Hands for Men’s Watch 
Standard size for convenient stacking—adopted by a a TS ahaa Apacer mers 
Watch Material Dealers Association of America. THE GRUEN WATCH COMPANY 
e Provision made to stock additional parts for Material Sales Division 
coming Gruen Watch models. Time Hill, Cincinnati 6, Ohio 
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Cee-Tee ear-loop earrings are avail- 
able in this handsome counter mer- 
chandising unit of six pairs as low as 
$45.00 Keystone. Your wholesaler can 


supply you. 


Ear-Loops 
Ride to Success 
on Feminine Approval 


Comfort and security — these two features of Cee-Tee 
gold-filled ear-loop earrings are the talk-of-the-town 
wherever women gather. The ladies approve emphatically. 
Optical wire loops can be adjusted to get perfect 
comfort, perfect security. New styles in Cee-Tee 


quality are hot! Through wholesalers only. 


On T.V. Cee-Tee lockets, crosses, earrings, brooches, pendants, 
and bracelets are shown on television in many areas. For information, 
write us direct. We will advise you if Cee-Tee announcements can be 


seen in your area. 


CHEEVER, TWEEDY & CO.,INC. Established 1880 North Attleboro, Mass. 
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WERE’S THE | WELCOME NEWS| YOU'VE BEEN WAITING FOR... 








This should prove the most exciting debut of the season! Because 


here you have the only lower price watch band group with all these 


big sales advantages: 


1. GUARANTEED ONE YEAR! Not only promised — but proved! No 
questions — no quibbling — if anything goes wrong FLEX-LET makes it good! 
Our bond is as good as our word: “Rarely a repair — never, but never, a 
repair charge!” 


2. BRAND PRESTIGE! This new group bears the FLEX-LET name — 
nationally advertised, nationally accepted, nationally respected! 


3. FINE CRAFTSMANSHIP! Characteristic of the FLEX-LET line of 
higher-priced watch bands! 


4. DISTINGUISHED DESIGNS! Beautiful without being bizarre — 
distinctive, yet with mass market appeal! 
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5. GENEROUS MARK-UP! You enjoy the same high percentage of 
profit as on all other FLEX-LET merchandise! 
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6. EXTRA VALUE FOR YOUR CUSTOMERS — EXTRA VOLUME 
FOR YOU! Here’s the low-priced merchandise that many of your cus- 
tomers are looking for — made to high quality standards that all of your 
customers want. It’s logical that these superb values come from a house 
where fine craftsmanship and top-grade engineering are established produc- 
tion habits. Once you see these watch bands you’ll know why they 

assure extra value for your customers, extra volume for you—NOW 


when you need it most! 
- 


Loli WATCH BANDS 








QUALITY AND 


CRAFTSMANSHIP 


IN THIS PRICE RANGE! 


Now for the first time— 

a “telescopic” type watch 
band, beautifully designed 
and of truly fine crafts- 
manship, at a price far 
below comparable watch 
bands in this fashionable 
style. Links engineered to be 
absolutely pinch-proof. We 
sincerely believe this is a 
really tremendous value! 


STYLE NO. 245 

La Belle, 

ladies’ expansion 
watch band, 1/20-10K 
gold-filled top 

and back. 

To retail at 











Exquisite modern design of 
classic simplicity, superb 
workmanship — appealing 
to luxury-loving women 

of all ages. Destined to be 
an instant best-seller ! 


STYLE NO. 202 

The Superb, 

ladies’ expansion watch 
band, 1/20-10K gold-filled 
with stainless steel back. 


To retail at $6.95 Tl. winil 


Spartan 4.95 


Smart styling and 

sturdy construction. 
Your answer to the 
demand for a really 

good men’s band at a 
timely, popular price! 
STYLE NO. 132 

The Spartan, 

men’s expansion 

watch band in stainless 
steel. Corrosion-resistant, 
practically indestructible. 
To retail at $4.95 


VERE WATCH BANDS 


RARELY A REPAIR...NEVER, BUT NEVER, A REPAIR CHARGE! 








in line with the new fashion trend 


FLEX-LET psn 


the integrating expansion watch band 








The only ladies’ expansion band specially designed to integrate watch and.band 
into one continuous circle of beauty. @ Unique close-fitting ends bring the sculptured gold design 
of this band right into watch... creating a brilliant fashion bracelet. @ Sure volume-builder 
in a growing vogue for truly zntegrated watch-and-band! 


STYLE NO. 271 THE ENHANCE, ladies’ expansion watch band, 
1/20-12K gold-filled with stainless steel back. Special gift and display box. 
For the first time a band of this type at so low a price! 7 0) 95 TL 


_” EXPANSION WATCH BANDS 
| IDENTIFICATION BRACELETS 
BEAU BRUMMEL MEN’S JEWELRY 


Now — more than ever | 
it pays you to feature a | 


FLEX-LET CORPORATION : 580 Fifth Avenue, New York 19 « Factory: East Providence, R. |. 








4 


Z 
the latest and loveliest 


RQ 
a 




















Jewelry 
In Sterling 


Again, Phyllis creates the smart- 
est, brightest “new look” in jewelry. 
It’s a captivating “Jewelled Sterl- 
ing” look...and a grandly expensive 
look that’s entirely unique in 
jewelry so moderately priced. 
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Combine this stunning beauty of 
Phyllis Jewelry with the eye-arrest- 
ing splendor of the Phyllis package 
and you have a winning combina- 
tion that needs only to be shown, to 
be sold. Put in a display of Phyllis 
and see. 
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Order your new Phyllis stock \ s\ tay 
from your wholesaler, now. e 





Phyllis for ‘52 offers an 
exciting variety of new 
styles in both Sterling and 
1/20-12 Kt. Gold Filled. 
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No. B-5022 


per set, $29.95* 
Suggested Retail 
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OS LEADERS. 


featured in the 
NEW ECONOMY 
LINE 


GOODMAN 






















DIAMOND SCOTTISH RITE RING 


No. 52250 $5 6° : 
KEYSTONE mg 


Yellow and white gold mounting 
featuring generous diamond... die 
struck, enameled shank. A ring that 
affords the jeweler a good profit. 


BLUE LODGE DIAMOND 


MASONIC RING DIAMOND EASTERN-STAR 


RING | 4 


No. 5226D : 
KEYSTONE | 
KEYSTONE 


Features a genuine cut cen- 
ter diamond complimented 
by surrounding hand enam- 
eled points inauthentic colors. 


Large diamond set in 
10k yellow and white 
qold mounting. Die 
struck, finely enameled 


shank. 
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Gline Jewelry 


INDIANAPOLIS, 4 IND. 


42 W. WASHINGTON ST., 


Diamonds illustrated enlarged to show detail. 
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the CROTON 


A PERIODIC DIGEST OF CROTON ADVERTISING AND MERCHANDISING NEWS 


HY THE AQUAMATIC 360° IS 


a ee ae ee 
TAS 
*« 


Forld’s most Advanced Self-Winding Watch 

Runs 30 hours on 3 hours’ wearing. Can be 

taken off overnight without running down! 

Cannot be over-wound, is always maintained 

at proper tension. $65.00 (includes tax) 
( 


HERE’S ALL YOU DO: 


\Vewest Fully Perfected Self- 
finding Movement. Complete 
movement with self-winding 
device. To remove complete 
velf-winding unit, simply take 
out three screws as shown. This 


leaves... 


4 sturdy precision-made move- 
ment which is repaired as easily 


as any ordinary movement. 


THE Setr- WINDING UNIT. A com- 
plete unit in itself that can 
either be repaired by the watch- 
maker or replaced completely 


within three minutes. 


BOOKLET GIVES KNOW-HOW 
ON NO-WINDING! 


~ See how the Aquamatic is put together — and how 
imply you can take it apart! Get full details on how 
easily the self-winding mechanism can be removed and 
serviced. Fill out coupon, to the right, and mail it in today 
for your copy of this free booklet! 
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TO SERVICE! 


, = is the finest self-winding watch you can 


sell — yet it’s the easiest watch in the world for you to 


service — the CROTON AQUAMATIC 360°! 
Tre revolutionary self-winding mechanism is a 


single, simply designed unit. Its hammer rotates full 
circle in either direction, winds with every move of the 
wearer's wrist. It stands up better because the hammer 
is self-contained . . . fully seated, sturdily meshed, with 


no single pin to wear and snap. 


Sire 360° is waterproof*, shock-resistant and 
anti-magnetic. No wonder it’s a cinch to sell — as well 


as to service! Do your customers and yourself a favor 


— promote the CROTON AQUAMATIC 360°! 


*Waterproofing remains as long as crys- 
tal is intact, case unopened. Only a 
jeweler should replace crystal or close 
case to maintain waterproof quadities. 


— 


CROTON WATCH CO., INC. 
48 West 48th St., New York 19, N. Y. 


“Toure 


{) 


We'd like to receive the new watchmaker’s booklet on 
Croton Aquamatic 360°! 
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CITY & STATE 
(If you need a larger supply. 








SENSATIONAL 
SALES SIZZLER 











SAVAMATIC | 


COIN-CONTROLLED 


SAVINGS BANK ALARM CLO 


WITH LUMINOUS DIA oe Ne a = 








Handsome and Accurate Alarm Clock 
Clever Savings Bank 

Terrific Novelty Appeal 

Sensational Traffic Item 

Brand New in the U.S. 

Coin-Controlled Jewelled Movement 
Radium Dial, Assorted Color 
Enamelled Cases 

Full Consumer Service Guarantee 


RETAIL AT $ i 50 


There’s never been anything like it...a handsome, coin-controlled 
30 hr. alarm clock that makes savings compulsory in the nicest 
possible way! You have to put a coin in every day to keep it going! 
It's one of those “naturals” that'll swamp your store with customers 
when properly promoted. Get it now . . . while it’s new, while it’s 
hot. FREE NEWSPAPER MAT! 












SOLD THROUGH AUTHORIZED DISTRIBUTORS OR WRITE FOR INFORMATION TO 


wilted «=~ T\ME CORPORATION 


665 FIFTH AVENUE NEW YORK, N. Y. 
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A feeling of space and time is captured by these beautiful Corocraft jewels 
Available in diamond-white stones, sapphire, emerald, rose, peridot 


At all leading stores, or write Coro, Inc., New York 1. 
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Cirp 
about $5* 


Neckiace 
about $7.50* 









Bracelet 


about $7.50* 











* prices pius tax 


€° 1952. Core tac... Design Pat, Pend. U.S. Pat. Of. 


AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELRY 


ne ee = aoe tg ie 


AS SEEN IN FULL- COLOR IN THE MARCH ISSUE OF HARPER'S BAZAAR 


Your profit-line for ’52 .. . Corocraft jewels consistently advertised —.seen by millions of 


women in America. Write or call Coro, Inc., New York 1, Dep't. HB 











Always Something Neu 

















| THAT/YOUR SETTER WILL APPRECIATE 





















A PERSUASIVE AND 
YIELDING WHITE GOLD OF 
EXCEPTIONAL QUALITY 


You need no longer 
895 struggle with needle 
points that are brittle 


889 and difficult to set. 
Globe has developed 

a beautiful white gold 
of excellent lustre that 
is soft and pliable. 


CS ee 
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CASTINGS OF SUPERB QUALITY 


ALWAYS AT A LOW COST, ALWAYS WITH PROMPT SERVICE, 
Ute), OFFERS YOU CASTINGS OF EXCEPTIONAL QUALITY 
ValGamia@akae HE RESPECT OF JEWELERS EVERYWHERE. THESE 
Ole Nant ee eeaseappmme OLD, BEAUTIFUL SHARP CASTINGS, PLUS 
Oe) IETS NGI Aen lene Nisei d@ eae) WHEN YOU BUY GLOBE CASTINGS. 


DO NOT ENCOURAGE PIRA‘ 


SOLD TO MANUFACTURERS AND WHOLESALERS EXCLUSIVELY 


GLOBE RING CO.Creators of Original Castings 


WILLOUGHBY STREET, BROOKLYN 1, NEW YORK 
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Spring theme, set 
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Two charm 


AS SEEN IN VOGUE, FEBRUARY 1952 


ennasahtegeebbeonsaananiaiine ELL 













= Illustrated is the 
= $350 set from this new series, 
enlarged to show detail 


the GRANAT Selection in Styles...Selection in Prices? 


You must have selection in both in order to get 

W - Db - L oO ® k your share of the diamond ring customers ...and 
in Bow=-Knot you have still another series of 

L 4 ® € Wed-Lok ensembles to add to such successes as: 
“Serenade,” “Mayfair,” “Elegant,”’ and “Lily of 

eee featuring the largest the Valley.” The Bow=Knot ensembles will retail 
selection uf thee lecking rings at $150, $200, $250, and $350 the set with match- 
ing groom's rings at $37.50 and $75.00 including 
in America Federal Tax ...available now for immediate de- 


livery along with window cards, ring trays and 


advertising mats. 








114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 


% 
TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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HERE’S WHAT YOU WILL FIND: 


A universal recognition and acceptance—the 
result of years of consistent, confidence- 
building, nation-wide advertising. 


BY 


A product, competitively priced in its qual- 


ity field. } 


Smartly styled to capture the broadest pos- 
sible market. 


BY 


What's in 
ahame? 


(Let’s loupe it and see) 





Substantially made and beautifully finished 
by top craftsmen. 


AY 


Held to a consistent high standard of quality. 


One price, one policy, with a full and. fair 


profit for all. 


Sold only through ethical dealers of highest 
integrity. 


Zo ae 







A complete and effective program of dealer 
merchandising helps. 


Se 


These factors make Orange Blossom a hard-hitting, sales- 
stimulating force. 


There are some desirable franchises available to alert, 
ethical dealers. 


ive 


TRAUB MANUFACTURING COMPANY 


1934 McGraw Ave., Detroit 8, Mich. 
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Attractive LUXURIE Folding Gift Boxes 
Save Money and Valuable Storage Space! 


BEAUTIFUL TOP QUALITY WHITE | STORAGE SPACE SAVER: 
ALLIGATOR LAMINATED STOCK 
OUTSIDE - WHITE LINED INSIDE! 


Handsome gift boxes are important in your business! 
Saving storage space is important! Saving money is 
important too! When you get all three important 
features—you have an outstanding BUY! 








LUXURIE folding gift box prices are surprisingly 
low! You can gain even further economies by amal- 
gamating sizes to obtain quantity prices. 


Gifts mean more in LUXURIE gift boxes! The 
LUXURIE line is designed for you! LUXURIE 
gift boxes can be imprinted in your favorite color 
with your own copy and your choice of stock cuts. 


Yes, it all adds up to this—LUXURIE folding gift , 
boxes are the best buy for the merchandiser who CO MPBERS 


wants to save valuable storage space and money! 





The small package on the right contains 
100 LUXURIE folding gift boxes. The large 
stack on the left contains the same number and the same size stand- 
ard set-up boxes! 








Illustrated are just a few of the big LUXURIE line of and style to satisfy every gift box need! Write for the hand 
folding gift boxes. The complete line includes a size, shape some illustrated catalog that gives you all size listings. 


THE MARYLAND PAPER BOX COMPANY 


LEADENHALL AND OSTEND STREETS e BALTIMORE 30, MARYLAND 


LUXURIE Folding Gift Box Dept. 1 | 
The Maryland Paper Box Company ee | 
Leadenhall and Ostend Streets 
Baltimore 30, Maryland 


Mail coupon 


for FREE 
SAMPLES 


and big NEW 





Gentlemen: 


[] Please send catalog, prices and printing information. 
[] Please send FREE sample boxes in the following sizes: 





é 





complete hy 4 Store Name ee Fv a Ee ee | 
catalog ee eee, Te ee ee ee | 
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See our display at the New York Gift Show-- February 25 to 29--Hotel Statler, Space 219 
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Announcement § 


DAVIDSON & SONS 


JEWELRY COMPANY, INC. 


Ummnownces 


THE ACQUISITION OF 


BASKIN BROS. 


TOOLS, DIES, MOLDS and MODELS 





olilo mm diLieelslilslUi- Me coMiiilolalhcolailg-M ist Mellel Ih aallal-Melalalater 


Mato(-Yamist-wcolstelikam °Y: 1°), Minelel-Wslela 


Mr. Herman Baskin, head of the 56 year old Baskin Bros., 
noted for its quality line of rings has selected Davidson & 
Sons Jewelry Co., Inc., manufacturing jewelers since 1894, 
as the firm most capable of continuing fo supply Baskin 
Bros. customers with the same high quality rings under the 
famed Dason trade mark. Baskin Bros. customers are invited 
to reorder under the original model numbers, direct from 
us. With this new expansion of our already extensive line, 
Davidson & Sons now have one of the most complete lines 
in America. Our representatives, now en route, will be in 
to see you soon. 


Jewelry manufacturers since 1894 


DAVIDSON & SONS cwaer co., inc. 


20 WEST 47th STREET, NEW YORK, N. Y. 


> 


FOR FEBRUARY, 1952 vl 

















fe Ne ro Ny in cc J | YEAR -’ROUND 
















New Setintone rayon Ribbonette . 
—fiat, crimped, and now in the new 
“brocade’’ finish—same on — 

both sides. More lustrous, softer, 
— be ey it curis. it makes more 
S of bows—quicker, ae at 

lower cost. 4, %, 2, %, i%in. | 

widths, 19 colors. | 


Gift wrapping station designs 
and floor plans to fit your needs. 





«- with profit 


The most popular 
counter roll papers, in 
widest range of designs 
efor all gift occasions. 


know-how included! 


EVERY ITEM YOU SELL may be gift. 







In-your-store | wrapped at a profit—and—you SELL 
bow- Preemie oe ae 3 
package styling . 
nstructan feruniorm MORE MERCHANDISE, as gifts, 
The long-established cotton results and profitable operation. 
Ribbonette.* Same finish 
both sides, and it curls. 


when you really feature gift-wrapping. 











Right THERE is a two-way profit others are 










getting and which you can get the year-’round, 





when you use the gift wrapping materials and the 











national experience of Chicago Printed String Company! 





all set to go, from bow-making to floor plans 


Everything you need is here—from the newest tying materials and the most popyilar papers right down 
* 
to a gift wrapping station tailored to your needs—all backed by the long-proven know-how of 
Chicago Printed String. Now’s the ti#e to start really big gift-wrapping profits coming your way. 


Mail coupon for big brochure, ‘‘Gift Wrapping Service”. . FREE. 





" NOW’S THE TIME 


_to start gift wrapping profits 
coming your way. Mail Coupon 
for big brochure, a ‘’Gift 
Wrapping Service,”’ including 
designs and floor plans 


. , - wt Ptr, Sty e 
4 “ rtp 
e ap ~ 
% Be 


# Reg. U.S. Pat. Off. sae 
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Slontthing Mau fe G2 


It’s | stopper for This sparkling display combines 
luxurious blue-green velvet and 
counter or window gleaming mirror to enhance the season’s 


loveliest watch attachments. 


eee 
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Your cost $16.50 ’ 
Ulwaya homtob&e You get 34.75 / 
Your profit $18.25 v 
When you sell a Hadley watch attachment you sell 
more than shimmering, delicate beauty that women 
love ... you sell them strength and sturdiness— 
the unseen ruggedness that makes it possible for 


you to tell your customer: Regardless of price, 


make or style, you cannot buy a better bracelet. 





Hadley unconditionally guarantees every Hadley THE HADLEY COMPANY 
PROVIDENCE RHODE ISLAND 
watch attachment for one year. 
* A Subsidiary of the Elgin National Watch Co. 
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WITH HAND-CHASED ...SEAMLESS 


STERLING SILVER 


NO. 31 
Everybody buys ’em—and ° , 7 
they’re especially popular with po rediheie 
the Junior Miss. Choose from | 


six patterns in gleaming Sterling 
silver — so rich-looking and incomparable Values 


beautifully detailed they'll walk — to retail at ———» each 
right out of the showcase. 


Order by Number * Wholesale Only 


J. D. 


CO. 305 E. 46th St., New York 17 
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WIDE ACCLAIM FOR “KNOW 
YOUR JEWELER’ PROMOTIONS 


trade enthused over success of 
new community-wide 
prestige idea 


During the week ol April 8, 1951, a 
brand new kind of jeweler promotion 
hit Hartford, Connecticut. It was the 
frst “Know Your Jeweler” campaign, 
coordinated by The Watchmakers of 
Switzerland. 

Hartford jewelers and local papers 
joined forces to pre duce a new kind ol 
newspaper supplement, devoted en- 
tirely to jewelers. City ofhcials gave 
their support, and each store arranged 
displays to dramatize the jewelers’ spe- 
cial services to the public. 


Widespread effects 

Results were doubly successful. Par- 
ticipating jewelers reported increased 
prestige and a higher level of profit- 
able store trafhc. And bv vear’s end. 
“know Your Jeweler” promotions had 
been adopted throughout the nation. 


How it all began 

“Know Your Jeweler” promotions were 
originated by The Watchmakers ol 
Switverland—in response to a pressing 
problem of Quality Jewelers: loss ol 
trade to non-jewelry outlets. Phe solu- 
tion called for added jeweler prestige, 
greater public understanding of his 
skills and services. 

First step, the now-famous “Jeweler” 
advertisement (reproduced on the next 
page), was run last March by The 
Watchmakers of Switzerland in LIFE 
and other national magazines. It was 
devoted wholly to promoting the Qual- 
ity Jeweler as a trusted family friend 
and adviser. 


ANRJA recognition 


Then, in August. with success of its 
lest promotions established, the prin- 
ciple behind the “Know Your Jeweler” 
campaign received the support of 
ANRJA members in the form of a 
resolution unanimously adopted in 
New York at its annual convention. 


Future promotions 


\nd now, to help Quality Jewelers 
everywhere profit by the local impact 
of this proven promotion formula, The 
Watchmakers of Switzerland invite in- 
quiries from committee chairmen of 
jeweler groups interested in organiz- 
ing a “Know Your Jeweler” promotion 
lor their communities. 

* * * 
Information will be forwarded to ac- 
credited groups. Simply write The 
Watchmakers of Switzerland Informa- 
ion Center, Dept. KY], 730 Fifth 
Avenue, New York 19, N. Y. 





What happens when 


QUALITY JEWELERS 


get together? 


Here’s how The Watchmakers of Switzerland 
help jeweler cooperation pay off! 
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Jewelers increase prestige when they get together behind a local 
“Know Your Jeweler” promotion. Exclusive newspaper supplements, 
devoted to jewelers. show the power that combined groups can exert. 
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Jewelers increase profits when they get together to promote their 
own skills and services. And “Know Your Jeweler” promotions, devel- 
oped by The Watchmakers of Switzerland, are the Quality Jeweler’s 
newest means of selling up tor greater profits. 


For more news about boosting your store’s 
sales and prestige, turn the page... 





The WATCHMAKERS OF SWITZERLAND 








You asked for it—now here’s your 


COMMAND PERFORMANCE | 


ie 





Pe a 


by The Watchmakers of Switzerlang 








‘ 
a 
Read the ad that made history —> 
5 - . at 
—and read why it’s running again this March! 
A reader for every family in your running “your” ad again next month! 
town! That’s how the figures average ‘Take a look at it, on the opposite page. 
out for this now-famous Watchmakers of | Note how it reflects your position of trust 
Switzerland ad—dedicated to the Quality and high professional standing in the 
Jewelers of the nation. community. 
It first appeared last March, in leading Like every ad in the great year-round ) 


Watchmakers of Switzerland campaign, 
It promotes you, the Quality Jeweler, and 


magazines. You and your fellow-jewelers 
reported such unusual customer interest 
that The Watchmakers of Switzerland are 


the fine watches you sell! 
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What's more, your store can be the pay-off point—in profits and prestige—tor ) 
this nationally-read Quality Jeweler ad. For The Watchmakers of Switzerland | 
now offer a brand new display promotion—absolutely FREE! | 





Simply turn the page for complete details on this new tie-in display. Its 
your gift from... 
, FEDER, 
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The WATCHMAKERS 
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e's a specialist in 
pleasant surprises 


A jeweler is really a very lucky man. 
In his profession, he plays a guiding part 
in so many happy moments. 

Think of the confidence you have in 
him. A new baby—and who helps to 
choose the silver cup? When Joe is pro- 
moted at the plant—who helps pick out 
the fine Swiss watch? 

Who advises lovers about the ring? 
The same man who knows what most 
kids want for graduation (a really good 
Swiss watch), what Dad wants for his 


> 
The WATCHMAKERS : 





Here’s YOUR ad—’ The Jeweler, from an original oil painting by Arthur Lidov. 
Your customers will see it all next month in LIFE, LOOK, FARM JOURNAL! 


birthday and Mother tor her anniversary. 
He’s the man who’s responsible for so 
many of the pleasant surprises in your 
life. He’s your trusted jeweler. 

No matter how large or small his 
store, he’s unique among the friendly 
merchants of your town—with his very 
special training, knowledge and ability. 
And he’s truly a friend of the family. 
For only an expert jeweler is qualified 
to counsel you when you shop tor your 
most cherished gifts. 

That’s why we—makers of the world’s 
finest watches for over 250 years—can 
give you no better advice than this: “For 
the gifts you'll give with pride, let your 
jeweler be your guide.” 


OF SWITZERLAND 
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FREE! 


to help boost your traffic, prestige and profits 


this NEW QUALITY JEWELER oisetay | 
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You're a specialist in pleasant surprises — that’s what this new 3-picce display tells your cus- 
tomers! It features the famous oil painting of “The Jeweler,” reproduced in a handsome paneled 


Aap ee 


frame and flanked by two matching side cards that complete the picture of you, the Quality Jeweler. 
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You can build an eye-catching window like this Use it, too, for a smart in-store attention-getter! 
—or use your Watchmakers of Switzerland display You'll soon be receiving your FREE order card in 
as the focal point of a step window layout. It’s the mail. Watch for it—send it off quickly! It’s the 
easy! And it means more traffic and sales for you! only way you can get your FREE window display! 


The WATCHMAKERS A OF SWITZERLAND 
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erling Silver, 
Solid Gold and Gold Filled metals, 


are made only with St 





















used in a Fidelis rosary are of fin- 





est cut and materials. Fidelis na- 


~ 


tional advertising appears ever 











month in leading Catholic maga- 





zines. Use our mat service to me 


this national advertising your local 








sales builder. Write Dept. F.. : 
F. WHITAKER CO. ~~ 
Sell the Gift Buyer ep . 
Fidelis ln 0 henualal 50 ALEPPO STREET, PROVIDENCE 9, R. I. : 









Presentation case. 
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eae UNIVERSAL 


the style. 
exclusiveness, 
dependability 
and quality 












of these new Kine? 


A smart, brotected, 
_ dependable, night reading, 
— 17 jeweled, gold-filled, 
otld-famous self-winder 
at $67.50, F.T.I. 
Ask for it! 














Universal 
Watches 
are making 





profitable 





sales for | 
distinguished 
Jewelers 





| A new 
The Henri Stern Watch Agency, Ine., 987 Fifth Ave., N.Y. 14 Karat 

ia smart, easily read, 
all-occasion watch— 


with world-famous 





every day. 
Write tor 
Agent 





17 jewel accuracy at . 
$7 1.50, F.T.I. Ask for it. 





details. 
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“tn Jewelers’ Circles, the country over, the word is going around: 
Don’t buy till you see the new “Happiness” Diamond Ring line! 
My 30 years experience selling diamonds reflects a realistic 
understanding of the jewelers’ problems. So whether it’s dia- 
mond ring buying, diamond ring merchandising, or diamond 
ring financing, my new organization has unlimited sources to 
cooperate with any jeweler, large or small, to help him plan a 
more profitable diamond business right now. Write or phone 


.. today ... we'll show you how you can benefit by making 


us your main diamond source. ” IRVING KLAMPERT 


MEYER WILK 





MURRAY KLAMPERT 















LEONARD HEINE 


MANUFACTURERS OF 
A f 4 
appiness 
OFFICE DIAMOND RINGS 
XY” £ 


38 West 48th Street 
FOR FEBRUARY, 1952 S 







NEW YORK 19, N. Y. 





FACTORY: 91-49 1228 S$7., LONG ISLAND 4, NEW FORE 













GENUINE MARCASITE JEWELRY 
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«V. 
STERLING SILVER 
RHODIUM FINISH 


HAND SET 
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GU S MANUFACTURING 


821-823 CARPENTER ST. 
PHILADELPH| A 47, 
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Ballerina 


— ANOTHER UNITED ORIGINAL 
i featured by 


A. COHEN @ SONS COR 


WHOLESALE DISTRIBUTORS 





. 


27 WEST 23rd ST. — NEW YORK 


oes 








e 
12'/," Long 

i “ied 10" High 
7 ees <r ae ; , 4!/ 2" Wide 
; #870 BALLERINA Self-starting Clock with Music 6 tee ete 
: Mahogany Finish 40 Lbs. per Carton 

The world-famous Music Hall dancers now have a real competitor in UNITED's new dancing "Ballerina" clock. 
f At the flick of the switch, the stage lights go on. A twist of the knob and our little Ballerina starts her graceful 
; ballet dance to the accompaniment of charming music from a motor-driven Swiss music box. 
: The triplicate mirror in the background provides an illusion of a stage full of Rockettes going through an intri- 
: cate precision ballet score. 


Because the motor is electrically driven, the music and dancing continues until you press the switch, which 
puts out the light and stops the dancing until you are ready for the next performance. 


UNITED CLOCK CORPORATION 
UNITED ames ename —_ CO., INC. 


379 DE KALB AVE. BROOKLYN 5, N. Y. 
Established 1905 
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Another leader by Harwood. 





Full expansion, massive yet delicate and 


feminine. Available in yellow or white. 


Ilustrations actual size 





Sold through leading 
wholesalers only. 


VITEA MANUFACTURING CO. Providence, R. I. 





~] 


0 THE JEWELERS’ CIRCULAR-KEYSTONE 





"1S TIEMSVH *AYOLIV4d GNYV $391440 T1V8UINIO 


smooumons == ONT ANVdWOO YINLNVW FHL 


iNOA 104° * * SSaUISNG 4a449q JO} °° * SseU 


"40> ‘sojabuy soy ‘saa0nss UES SSOM SLZ ‘A 'N ‘LO XNOUG “GY WILSIHDISWI 440 
"A °N ‘QE AO, MON “400415 YELP 159M 07 


ee: a ee | -Isng 4966iq 404° °° pauiquiod Moy-Mouy BuisaauiBua pun uoljoUIBouw! aAijbas> “UONOZIIIN WuNWIxDW 
syi 40} Buruunjd ayy apiaosd jim ‘ssaysonbppay sp Asoyony yuni6 siyy Buisn ,,/siseurBowy,, pauiosy jo 
YOIS YW “a10JOq JAA UDYY J9449q Auysnpul Asjamal auy yo spoau Anjdsip ayy aAsas [jIM Asauiysow jyualsiye 
pub usapow ysow ayy’ ** sy20/q AyI>d JjNy OMY 4BAO BuljMnuds ** * yuD]d pauo!pUod-41D ‘yoos6 siuy Ul 





_— 


el 


yas, " 3 ee ox - + Be pet © EES, nite = nae 
TAY a ONE MEA tie alee aanitte © Rt TA 
© stuf ee Revisit Ab te: PONE Faas frrteds od § A a Maas as aside iat 


Sf +f Mt ahd Wie head CT AA Pe wpe! rhe is HW eee Lofts rip a ate a7, 
o 5 * 3 has °F. y : 4A - . » OOF a bere gs 
+h RY. wpeice’ PEs ail, big Sab ~ 4 f° Tek A BE y 
g vA _ * at . . ‘ 
¢ - . ‘ae 
* 4 Ms - ‘ o ~ / 





Ae es 


4 Xe i ¥ oe (p? “i ; xs pra Us ap ae 
Fev MAN 2 ESO 











A ry i£te% pha inate ae Ti, *38' 79 'ties. a 
v A erst ui dthgts wi pitas vi Pies tsice 
ai rwe or : mgt -ir~ 
= —— aT) oe 8 mp Limes Laee aes app ded * > 
wt odes Ares Sete oe i ML news ae 
Fan er. a ede bag, ’ a ROA id Oe ~~. —— > - 
< ’ 4 es u Boe, tags? | penal . ~ - 


. > _ 
2 & rf P ‘ ‘ ve ° a q , 
* “N\ ‘ . 4 ‘ . 2. 4 
-: 0 plang ern ple oka gl a r Be 06 2 SUE 
3? 0 ¢ 6b 5 OOO SO EON 1008S SUS AND SENN SANA a .4 , Y (29 MAS ae aa TaN vy » \ ee ‘ aS oe 
/ “¢ eR sce com su cons ne am ‘ante Wee SEN SANS SERED SON ES ; aN 2 ee Tee stct yt tles: ’ fe %. iy! » Rye : 
a’ none —= aoe on see ena apesese: naneee 2am —35%55 4 





‘ 
ie 
=— 


st 
be 


va 
an 


, 


hee 





wv, 


7 ween we AN ID omer ane 
% tsi st? —— Basi: : : jit 


yee, oO A i A A Gk SA GORE Me Ae Go . 
we Coenen tie 

eras 

* $ 





” 


4% ; 
7* 4 5 
: i, 
< % Us ‘ ‘ of 
; ~- m0 i BY Posy 
re 4 x ., . ore wa $ Veen 
rs ¥ wine 2 ‘ P 5 SS; % 2 
= : ; -~ : ee NOE. ‘ 
: Petri - “ — e § 
< - *v 
a < % 





) 

i 
—— ¢ 
| 


I 
s 





+ 
/ 
4 r 
. Tie > 
we ; 
— “ee — 
a: on ae 


Ve 


 umpaum gana arn aes. saan 7. 
ail -+ and , 
eee oS ot te oe 





ITE 


eo 


: is — I = S e 
' . my Rites, - 8 : - WP, 4 





NOD YAININVW FHI 





71 


FOR FEBRUARY, 1952 













Take a look at your 
1952 Carvel Hall 
PROFIT PICTURE... 














..-and what 









New, Unique 
Gift Promotions 


All through the year, Carvel 

' Hall helps you build extra 
profits at every major gift season. 
Mother’s Day, Father’s Day, June 
Bride Season, Thanksgiving, Christ- 
mas. Carvel Hall Cutlery, the gift that 
will become a treasured heirloom, is the 
perfect gift...the perfect sales star for 
each of these retail peaks! 


All Ads In Full Color 


Big pages and half pages in full color 
bring the beauty of Carvel Hall to your 
customers’ buying attention ... turn 
it into buying intention! And each ad 
ties in with one of your biggest gift 
selling seasons to make timely sales all 
through your store. 


28,652,672 Consumer 
Impressions 


15 ads in the nation’s top magazines 
reach deep into your market. Better 
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goes into it! 


















Homes & Gardens, Ladies’ Home 
Journal, House Beautiful, Good House- 
keeping, House and Garden, Living, 
Guide for the Bride. Carvel Hall offers 
the greatest advertising coverage ever! 


New, Compact, Colorful Displays 


Multiply your Carvel Hall sales with a 
handsome new display, cleverly de- 
signed to offer your customers a 
demanding suggestion to buy. Holds 
your best-selling sets, yet occupies a 
minimum of counter or window space. 
Ask your supplier for details. 


Matchless Product Quality 


Your best guarantee of customer good- 
will is built into every Carvel Hall 
blade . . . Carvel Hall’s exclusive 
Microned® process. That’s why Carvel 
Hall Cutlery is unconditionally guaran- 
teed against defective craftsmanship 
or materials. This quality protects 
your reputation. 


Lifetime Service Guarantee 


Carvel Hall assumes responsibility for 
perpetual satisfaction when your cus- 
tomers buy Carvel Hall Sets. Any 
piece may be returned direct to the 





factory at any time for reconditioning 
or replacement for a negligible hand- 
ling charge of twenty-five cents. 


World’s Finest Endorsements 


For correctness, by Emily Post. For 
carving efficiency, by Duncan Hines. 
For guaranteed quality, by Good House- 
keeping. For satisfaction, by thousands 
of Carvel Hall Set owners who fill our 
files with praise. For profits, by Carvel 
Hall dealers across the nation. Join 
their prosperous ranks. 
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Look what happens when stores like yours feature the clock-radio that 


Ouitsells all others 
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CLOCK- 
RADIOS 





H",: the hottest item in radio today—and sales records 
the country over prove it! Nearly two million tamilies can 





tell you—the G-E Clock-Radio is the world’s most useful 


radio. Automatically wakes you to music and turns itself off ; 
after you go to sleep. Starts your coffee, turns appliances on . 
or off. Look at these G-E sales extras: most popular name in the BS 
field... outsells ’em all... 4 colors at one low price... plus a 


a new model 10 times more sensitive than ordinary clock- 
radios, for bigger markets and step-up sales! Call your G-E 


G-E “Wake. 


radio distributor now! Model 515. $39.95* priced | "P-to-music” Clock , 
; - Ow for fast Sales! If oc -Radio, 
General Electric Company, Receiver Department, Syracuse, New York = uzzes til] they gine o : they doze off ie 
*Prices subject to change without notice, slightly higher West and South. - “E electric clock, las and get uP. Accurate 


e-t ; 
any plastic cabinet. Mo ree Mahog. 
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tell the WILSON Success Story! 
30 years experience behind a cate ! 
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Here is a partial list 


of the stores 
served by the 


WILSON 
SALES 
SYSTEM 


Ralph Roessler, Marion 
Holland Jiry., San Angelo 
Fairchild & Sons, Bridgeport 
Broer-Freeman, Toledo, 0. 
Hesla, Jirs., Prescott, Ariz. 
Orr, Macon, Ga. 

B. H. Stief, Nashville 
Jacob's, Jacksonville, Fla. 
Hess Culbertson, St. Louis 
Goldstein's, Peoria, Ill. 
Bush & Walsh, Passaic, N. J. 
Hafner, Louisville, Ky. 
Maier & Berkele, Atlanta 
Bigelow-Kennard, Boston 
Garbaldi Burns, Charlotte 
Alshultz, Shenandoah, Pa. 
Hendricksons, St. Paul 
Stifft’s, Little Rock, Ark. 
Evert’s, Dallas, Tex. 

Milo Williams, Butler, Pa. 
Purvis, Jonesboro, Ark. 
Joseph's, W. New York, N. J. 
Willauer's, Pottstown, Pa. 
Taliaferro, Harrisonburg, Va. 


Freehling’s, Montgomery, Ala. 


Payne’s, Utica, N. Y. 

Lanz, Norristown, Pa. 
Kirkpatrick, Butler, Pa. 
Youngblood’s, Shreveport 
J. J. Sweeney, Houston 
Luchtenberg, Columbus, 0. 
Jones-Frasier, Durham, N. C. 
Graves Steuwer, Memphis 
Gorman’s, Houston, Tex. 
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Wilson does it better, faster, more profitably for YOU! 


The practical know-how gained from operating more sales 
successtully than all other jewelry sales organizations com- 
bined ... that’s what we put to work for you. Ask the trade 
organizations, the jewelry trade magazines or your favorite 
traveling man which firm handles sales for America’s TOP 
jewelers and the answer is WILSON! If it’s action you 
want ...or speed ...or volume... or reliability, send for our 
full portfolio on your letterhead, stating your inventory and 
what you have in mind without placing yourself under any 
obligation whatever. 


Earl Wilson is now, for the second time, personally directing 
an important sale for ARTHUR A. EVERTS CO. Inc., 


Dallas, Texas, one of America’s top jewelry stores! 











Write—Wire—or Phone Plaza 8-2110 


WILSON 


SALES SYSTEM 


424 MADISON AVE., NEW YORK 17, N. Y. 
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They never have to 


hink it ower 





when you show them 


LE (OULTRE 


The Most Exceptional 


watches and clocks 
in all the world 


Sight-selling is easy when you display these 
newest and most exciting examples of inspired 
invention! Combined with master research 
and precision workmanship, 
1952’s LeCoultre Watches and Clocks 
dramatically climax more than a 


century of significant achievement! 


VACHERON & CONSTANTIN 
LE COULTRE 
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i2 talk 


doesn’t make up for a 


Small Mark-Up! 


You can’t pay the landlord, the tax collector and the over- 





head with prestige. You need a big, fu// mark-up, too. 
And Kreisler gives you both prestige and a full mark-up. 
Because Kreisler sells direct! There’s no one in the middle 


to meddle with your profit. There’s no big deal you must 





take. Kreisler works directly with each dealer, helping him 





merchandise his own assortments and build his full profit 
picture on watchbands. 

Look at the bottom line on your ledger — and see what 
your watchband profits are. And then look to the Kreisler 


line — for real watchband profits! 





Kreisler is on TELEVISION year-round with “TALES OF TOMORROW” 


the thrilling adult science-fiction show. 








Nreister 


9015 Bergenline Ave., North Bergen, N. J. 
Sales Office: 630 Fifth Ave., New York 
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DIAMOND DIGEST 


STEPCHILD IN THE HOUSE 


Many jewelers throughout the country 
regard diamond rings for men as the 
stepchildren of the industry. These 
jewelers tell us about how few thev 
sell-—-—ccmpared with ladies' diamond 
rings—-—and how they feel that this 
type cf jewelry is doomed forever to 
take a back seat so far as sales and 
profits are concerned. 

These same jewelers admit that they 
devote little if any advertising space 
to men's diamond rings. Their mailing 
pieces also ignore then. 

Isn't it pessible that these are 
important reasons for the limited sale 
of diamond rings for men? For there 
are a nurber of facts that indicate 
that the picture could be different. 

On the West Coast, for example, 
several prcgressive jewelers did an 
extracrdinary business during the past 
two years with men's rings that had 
mcdestly—sized center diamonds. 

Today more women than ever are 
gainfully employed, and they make most 
purchases of jewelry gifts for men. 
Promotional and advertising copy 
should necessarily be directed toward 
the ladies because they are always at 
a loss to know what kind of valuable 
gift most pleases a man. 

The massive, masculine—-looking 
diamond ring can be promoted as a 
symbol of success, a Sign that the 
wearer has made his mark in the world. 
It also supplies a luxurious note, one 
that adds importance and expensSiveness 
to the rest of his apparel. 

Furthermore, a man has relatively 
little opportunity to appear individ-— 
ual. A distinctive ring offers him 
one means. 

The "nothing ventured—nothing 
gained" proverb is particularly apt 
when applied to the promotion of men's 
diamond rings. Why not give them a 
try, determine the most popular price 
range, and promote it for all it is 
worth? 

Arnstein Bros. & Co., with keen 
knowledge of what other successful 
jewelers have done in this field, can 
help you in this venture. We can send 
you diamonds of exactly the type, size 
and price you need to make the pro- 
motion of these men's rings a sure 
success. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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AS is expected, most jewelry sales- 
men have to be on their toes 
when it comes to protecting valuables 
while they’re on the road. And that 
eoes for saleswomen too! 


The extent to which they have to 
go is demonstrated by one zealous 
lady who protected her firm’s jewelry 
while in Rockford, Illinois. 


She was riding along when a tire 
went flat and she was forced to stop 
in a traffic lane. Behind her unsym- 
pathetic motorists filled the air with 
horn blasts. One chap got out from 
behind his wheel, cussed her out in 
no uncertain terms, and phoned the 
police. Still, our heroine remained 
adamant. She refused to budge from 
her car. 


Before long a motorcycle officer 
arrived at the scene and, to his amaze- 
ment, found the lady sitting calmly 
in her car with a loaded gun in her 
hand. 


She told the cop she had sent her 
assistant for a repairman and that 
she was a jewelry saleswoman pro- 
tecting $20,000 worth of gems. The 
flat tire, perhaps, had been “rigged” 
by jewel thieves. 


© © 


yrs really a shame but hardly any- 
one thinks much about thimbles 
these days. The irony of it all is the 
fact that every home has a few of 
these quaint and useful objects serv- 
ing the members of the household. 
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Though there are no statistics avail- 
able we'll guess that they are sold by 
the thousands each month. Most 
thimbles are bright plastic models 
and sell for about 10 cents each. 

Thimbles, like everything else in 
this industrial age, have succumbed 
to mass production. Yet, the demand 
for “custom made” thimbles has been 
sufficient to keep the Simons Bros. Co. 
doing a nice business for the past 112 
years. This old thimble factory, lo- 
cated in Philadelphia, was founded 
in 1839 by George Simons, a Welsh 


immigrant. 
There is no longer a large demand 
for the hand-chased, hand-carved 


14K gold, diamond-rimmed thimbles 
which delighted grandfather—at $150 
per delight. Still, Simons Bros, does 
occasionally get orders for expensive 
and unusual thimbles. 

Some noted jewelry stores carry 
their 14K gold thimbles which sell 
for under $15; Tiffany and Cartier 
in New York, Brock of Los Angeles, 
Fuller of Palm Beach, and Traub of 
Detroit. Simons (with a short “i”) 
also has its popular $2 sterling thim- 
bles retailing nationally as well as in 
some south-of-the-border countries. 
Nickel thimbles are manufactured on 
a quasi-mass production basis. 

We are told that the gold and silver 
thimbles are made in the same way as 
they were back in 1839. Thimble 
making is a craft handed down father 
to son and is a closely guarded 
secret. 
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T= is a true story, writes Perry 
Ashcraft, a jeweler from Rose- 
burg, Oregon. “Perhaps you know 
that the city of Roseburg is the lum- 
ber capital of the Northwest.” And, 
he adds, probably heard of the great 
Douglas Fir which sometimes grow 
to the height of 200 feet. 

To cut such timber, he informs 
us, the top has to be cut out of a 
“spar tree. This topping is appro- 
priately done by a “tree topper.” 

Well, it seems that a Mr. O. C. 
Davis, a “tree topper,” purchased a 
Le Coultre watch from the Ashcraft 
store. A few days later while Mr. 
Davis was busily topping one of his 
trees he knocked off his watch and it 
fell some 185 feet to the ground. 

“Mr. Davis brought the watch into 
my store,” Ashcraft continued. “The 
watch was not damaged in any re- 
spect except for a checked crystal.” 

Now we don’t generally endorse 
the testing of watches by throwing 
them off high places. Anyway, not 
since the last fellow forgot to take his 
watch off first. 


© © 
eo let it be said that jewelers 


lack either versatility or origi- 
nality. Do you know who walked off 
with first prize in Life’s individual 
picture contest? None other than 
Carroll Seghers II, son of Mr. and 
Mrs. Carroll Seghers who operate 
jewelry stores in Cincinnati and also 
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EXCLUSIVE TIMING 
1952 WINTER OLYMPIC GAMES 
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The tuming of the 1952 Winter Olympic 
Games at Oslo, Norway, February 14- 
25, has been entrusted exclusively to 
Longines, The World’s Most Honored 
Watch. Automatic timing of the highest 
precision ever attained will be by Lon- 
gines Olymfnc Timers, the world’s finest 
timing watches, and new Longines in- 
struments registering to the exact 1/100th “Ee 
second. And every watch, every imstru- Pe 
ment, was Longines designed, made in Fate, See 

the Longines factory by Longines watch- 
makers and technicians. Here is another 
significant honor for Longines, The 
World’s Most Honored Watch, the only 
watch in history to win 10 World’s Fawr 
Grand Prizes and 28 Gold Medal Awards. 





LONGINES-WITTNAUER WATCH COMPANY, INC. 
NEW YORK ° MONTREAL ° GENEVA 


She Worlds Mast Gonored Wuieh 
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in the Florida town of Coral Gables. 

Carroll, a former pilot in the U.S. 
Air Corps, has worked in both of 
his father’s stores and is quite 
familiar with the jewelry industry. 
But, we regret to say, Carroll has 
decided now to devote his full time 


to photography. 
© © 


T HEN, there is Leo Pauwels, Los 
Angeles, the latest addition to the 
long line of inventive jewelers. This 
versatile fellow has invented a lead- 
lined garment called the gamma suit, 
which is a useful thing to have around 
when radioactivity is in the neighbor- 
hood. 

Armed with his gamma suit, Pauwels 
isn’t getting any gray hairs worrying 
about an alomic bombing. He and 
the family, he feels, will be dressed 
for the occasion. 

Some time ago he invested in some 
flannel, khaki, polaroid goggles, 4 
respirator and sheet lead. The result: 
the gamma suit. 

“Hang it in the closet like an over- 
coat,” says Pauwels. “It wouldn’t 
cost any more than an overcoat, and 
you might wear it about as often.” 


© © 
ANCY CHAFFEE, the tennis star, 


recently had a stroke of good 
luck. Now the wife of Ralph Kiner, 


the Pittsburgh Pirate outfielder, 
Nancy credits her diamond engage- 
ment ring with supplying the neces- 
sary inspiration to win a tennis tour- 
nament last year. 

At that time Miss Chaffee was en- 
gaged to the ball player. During the 
final set of the match she was trail- 
ing her opponent. “I kept looking at 
my engagement ring,” said Nancy, 
“realized there were more important 
things in life than just tennis and 
relaxed enough to win.” 

Being a diamond star in his own 
right, we feel certain Ralph Kiner 
knew what he was doing when he 
purchased the engagement ring. 


© © 


HERE'S no getting away from it 

—the United States is going 
western. Junior struts around the 
house in his cowboy suit and bran- 
dishes his “shooting iron” in our 
unsuspecting faces. Our daughters 
speak with a pronounced cowboy 
drawl and hail friends and relatives 
as “pardner.” 

In fact, ranch homes and barbecue 
pits dot the entire Eastern seaboard, 
the haunt of the “tenderfoot dudes.” 

To make things complete, the J. 
Herbert Hall Co., Pasadena, Cali- 
fornia, has adapted silverware to 
western customs. The firm recently 
introduced “Western Modern”—ster- 





“I! got it as a prize in a box of candy. It has a 21-jelly bean movement!” 
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ling flatware which permits brand- 
marks to be engraved on the handles. 
Ranchers, and even suburbanites who 
live ranch-style, may now have their 
private “brands” on Gorham’s Plain, 
a stout-looking sterling pattern of 
“Old West” simplicity. 

The brandmark may be engraved 
on the handles, they may be etched 
into the silver, or they may be cut-out 
of gold or silver and applied to the 
surface. 


Hi ho, Silver! 
© © 


| alaprwnn is truly the forgotten man 
in the American household. To 
rub extra salt into his wounds, we 
inadvertently omitted Father’s Day, 
June 15, on our list of “1952 Calen- 
dar of Promotion Events” published 
in the January issue on page 88. 


The heavy hand of fate now ap- 
pears foreboding to us. No doubt, as 
poetic justice, our own household will 
forget us this June 15. 


o © 


MERICAN males of excessive 
weight are usually the butt of 
jokes and endless ridicule. The V- 
shaped All-American football star is 
the ideal of the fair sex and, whether 
we like to admit it or not, the wishes 
of the ladies are our commands. 


But out in India any prince caught 
dieting would probably be in need of 
psychological treatment. As you 
know, these fortunate gentlemen are 
worth their weight in gold and dia- 
monds. 

The Associated Press recently re- 
ported that the Aga Khan, corpulent 
leader of the Ismaili Moslem sect, 
was given his weight in platinum (to 
break the monotony, no doubt) on 
his 75th birthday. The fortunate 
Khan, it was reported, weighed in at 
about 240 pounds. 

The A.P. figured that at this weight 
the Aga Khan probably received 
somewhere in the neighborhood of 
three million dollars. Our local 
mathematician states that the A.P.’s 
figures are wrong. At the Khan’s re- 
ported weight the platinum would 
only be worth $360,000, at $125 an 
ounce. Before the Khan would get 
three million dollars, platinum would 
have to be worth about $1,040 an 
ounce. 

As for us, given the choice, we'd 
take the cash, too. 
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TRAFFIC Is an everyday thing when 
you feature 1847 Rogers Bros. 


DYWAFS 








Lloret why J 





AMERICAS FINEST SILVERPLATE 1847 ROGE 
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Babies, babies, babies! Some 3,925,000 of them 
estimated to be born during 1952! That’s ap- 
proximately 25 babies per thousand population 
in every city, town, and hamlet across the land! 

And ‘most every baby represents at least four 
or five customers for “baby” silverware! Mothers, 
fathers, aunts, uncles, grandparents, etc. etc. 

Which means plenty of steady, week-after-week 
TRAFFIC for you when you feature the fastest- 
moving, most-wanted baby-gift line of all—1847 
Rogers Bros. There's an attractive “1847” item 
for every child, new baby to pre-schooler, pack- 
aged to appeal on sight! 








} 847 ROGERS BROS. © 
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$2.00 





CURVED-HANDLE SPOON 
$1.00 





BABY FEEDING SPOON 
75 
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This valuable new 


babyware display * 














3-PC. YOUNGSTER SET 
$4.50 


$1.00 


KOKO SET 


$2.00 $1.75 





STEP-UP SET 
$6.75 





NEW RATTLE SET 











is the time to claim 
f this rich baby- 
—right NOW 


Right NOW 
vour full share 0 
business because | , 
| receive a sales-making, per” 
nt babyware display fixture 
' with your 


you | 
mane 
AT NO EXTRA COSI, . 
order of $100 net or more of _ 
Rogers Bros. baby merenen os 
You can order this display at 
$5.00—place your order iy ju 
venile silver and get it free: 
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La SEALS LIRR Ie 1%, 


by MURRAY PEARLSTEIN 


Store Design Consultant 


Be SE 


. _—_— do not grow oid from use or natural wear; stores 
| die because they become outmoded, old fashioned or otherwise obsolete 


from a style sense. 
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Currently, our country’s defense effort has placed certain restrictions 


on construction. These, however, do not prevent the jeweler from keep- 





ing and/or making his store an attractive, modern establishment. New 
construction involving substantial quantities of steel and other critical 
materials cannot be undertaken. However, new store fronts in the main 
can as yet be constructed and interior fixtures, lighting, painting, floor 
coverings and air conditioning can be undertaken without violation of 
existing regulations. 


In many instances, complete remodeling is not absolutely essential 





to achieve a modern attractive store. New lighting or redecorating or 
new floor covering or fixtures may do the trick. In other words, your 


store may not need a complete “face-lifting” job. 





Even a small amount of “lipstick and rouge” properly 
applied will give your store that modern appearance 


so essential in today’s retail operation. The need for 
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making and keeping your store a modern, attractive 





unit is obvious. 








The first consideration in the planning of your 





store modernization should be space allocation. That 
(Please turn to page 124) 






Specific subjects covered on following pages. 
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— the owner of a retail store is in a unique posi- 
tion as far as store front modernization is concerned—he can get more 
material than he actually needs. This, of course, is not true of other 
buildings. 

Under present regulations issued by NPA, a store owner does not 
even have to make an application or fill out any papers. If he stays 
within some very simple limitations, he can have a striking new sto 
front with almost no difficulty. 

In order to give your store the “look that sells” you aré allowed 
two tons of steel, 200 pounds of copper and all the Class “B” products 
you may wish to use. Class “B” products includé such materials as 
plate glass, Carrara structural glass, Pittco stgr¢front metal, door frame 
assemblies, Herculite tempered glass dogr§ and Pittco hinges. 

As an example of what may befone with the limitations of tw 
tons of steel and 200 pounds gf€opper plus the Class “B” produc 
store front may be faced_with Carrara structural glass, trimmed with 
Pittco store front metafand closed off with a tempered Hercufite glass 
door and polished plate glass front. Plate glass, Carr glass and 
mirrors maytill be used on the inside of the renovate?Sstore and their 
use doesfhot require the owner to get a special perprit or cause him to 
eo béyond his limits in steel and copper. Steel ig4mple for the average 
(Please turn to page 12 
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by ELMER A. LUNDBERG, A.I.A. 


Director of Architectural Development and Design 
Pittsburgh Plate Glass Company 
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EXTRUDED WINDOWS 
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by VIRGINIA DIXON 








iF YOU are planning a new store or the remodeling 
of your present store, you have an opportunity to give your merchan- 
dise displays the kind of setting in which they can do their best possible 
selling job. The “setting” is, of course, the store itselfi—the store front 
which frames the window displays and the walls, ceilings, floors, furni- 
ture and fixtures which frame the interior displays—all planned, selected 
or designed by the store architect. 

Once this setting is created, it is the job of the display designer or 
decorator to place the merchandise and whatever decorative acces- 
sroies are called for in the display areas provided by the architect. The 
display arrangements must conform in design, color and spirit with the 
permanent pattern set by the architect. It is quite possible for crowded, 
poorly planned and poorly arranged displays to so spoil the effectiveness 
of a fine architectural arrangement that the expenditure for remodeling 
seems quite wasted. When the architect has considered the display 
requirements of the store’s merchandise in his plans this is much less 
likely to happen and he makes it possible for the display designer to 
complete the job of merchandise presentation most effectively. 

If you have a well conceived plan of display which you wish to con- 
tinue with the new store arrangement, this should be discussed with 
your store architect. If you wish a radical change in your display 
program don’t expect to be able to do it without radical changes in the 
settings for your displays. Any capable architect accustomed to re- 
modeling or building stores will expect to make these considerations 
and will want very specific information about your merchandise and its 
display before he even begins his plans. Even if he is familiar with 
jewelry store arrangement, he will still want to know just what your 
individual requirements are. If possible the person who is going to 
be responsible for your display set-ups should have an opportunity to 
consult with your architect. | 

One of the first things you and your architect will need to decide is 
what the window dimensions should be. Since most jewelry merchan- 
dise is small in size, average jewelry store windows are comparatively 
small in area and placed as near eye level as practical. A good average 
for the window floor height from street level is three to three and a half 
feet. Window background heights on the average in jewelry stores are 
three and a half to four feet—average depth is two to two and a half 
feet. If the merchandising requirements of your store are for mass 
(Please turn to page 130) 
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MOWCASES.. 
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by ALBERT WEISBERG 


Advertising & Sales Promotion Counsel 
for the Mautner Co., Inc. 


In modernizing a 
jewelry store, as in selecting a 
wife, surface beauty — while cer- 
tainly desirable — should not be 
the sole factor determining your 

choice. 
Remember, you're not paying 
out your hard-earned money to 
erect a handsome monument to someone’s creative talents. You're in 
business to make a profit... and the one-and-only purpose of store mod- 
ernization is to help you sell more. If it doesn’t do that—brother, 

you ve been had! 

That’s why I urge you to think of your modernization program in 
terms of increasing merchandise display efficiency. If you aren't a 
newcomer to retailing, I don’t have to tell you that the store itself is your 
Number One sales medium and show room. Regardless of any other con- 
tributing forces—your store must achieve maximum attention and display 
| effect on customers for you to 
achieve maximum sales returns. 
Let me emphasize at this point 


that I am referring here to the 


f, 
fs 





store as a whole .. . not merely 
the store front. While it is unde- 


niably true that its front is the 
(Please turn to page 134) 
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As Told in an haiaitats W ith 
by R. T. DORSEY 


Lamp Division 
General Electric Company 


Rae are you have carried out a store modernization 
program in the years since the war, and undoubtedly, you are pleased 
with the results. Perhaps your individual plan included a new lighting 
installation or at least a revision of your old one. A periodic appraisal of 
your lighting system, however, is desirable as competition for the con- 
sumer’s dollar is ever increasing. 


Every step the merchant takes in his store modernization program 
is aimed in one direction — to make it easier and more pleasant for 
customers to buy, and in turn, to increase turnover and profit on the 
merchandise sold. Such is the appeal of good lighting that it is designed 
to turn your store into a real selling machine. It can make a genuine 
contribution toward adding substantiai attraction value to your store. 
Greater and wider areas of illumination in the store’s interior will attract 
customers to the merchandise on display and make appraisal of jewelry, 
silverware, crystal and other lines of merchandise sold, much easier, 
quicker and more accurate. And finally, good lighting, harmoniously 
suited to the architectural scheme of the jewelry store, adds to the 
pleasantness of the store’s atmosphere. 


GIVING YOUR JEWELRY STORE POSITIVE IDENTIFICATION 

One good step in attracting new customers and building up a satisfied 

clientele is to make sure that your store is positively identified. This not 

only keeps your steady customers reminded that your store is up-to-date 
(Please turn to page 136) 





pP EOPLE not only spend larger than average 





sums of money when they buy in a jewelry Store, they also 
take a lot of time in them doing it. Impulse jewelry sales, 
generally speaking, are uncommon. People spending a cop. 
. siderable sum give careful deliberation and examination to 


the merchandise under consideration. 





Prepared by 
Airtemp Division of Chrysler Corp. 


al 


Because prospective customers do remain in a jewelry 
store for a relatively long time, customer comfort is of the 
utmost importance. This is why a jeweler who is considering 
modernization should not overlook the sales benefits of air 
conditioning. 

With air conditioning equipment, only filtered air is 
circulated. This permits doors and windows to remain closed, 


thereby eliminating street noise, dust and dirt. So that apart 





from the all-important aspect of customer comfort, air con- 


| ditioning lends an atmosphere of refinement and elegance 


| a to a store. It adds sparkle to the merchandise, puts the cus 
; V\ tomer at ease, and gives him a favorable opinion of the 

s _ | ) establishment. 
as 6 In addition, and from a practical view, time and effort 


¢ Vy required to keep the store and merchandise looking its best 
Sf is materially lessened. For example, silver stays bright and 
clean for a longer time. Tarnishing, with the consequent 
labor of cleaning and polishing, is substantially reduced. And 
show windows are kept free of dust, moisture and fogging. 

Of course, jewelry stores should be brilliantly lighted. 
But lights generate heat! So another advantage of air con- 


ditioning is that it counteracts the bad effects of necessary 
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(Please turn to page 146) 
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Pilencusnncme experts long have realized that the 
floor is a vitally important element in effective merchandising. No 
matter how modern, beautiful, and attractive the rest of the store 
may be, if the floor isn’t right—if it’s drab or dingy, if it’s uncomfort- 
able, if it doesn’t look clean, if it’s not in keeping with the store front, 
the showcases, the lighting, and the other elements of the establish- 
ment—the store will not make a good impression on the customer. 

By the same token, if a jeweler is in a position to spend only a 
limited amount of money on modernization—lIf he can do just one 
thing to renovate his establishment—he will find, generally speak- 
ing, that a new floor will do as much to dress up his store as any 
other one project. The floor can establish the whole decorative 


scheme, go a long way-to create the atmosphere that leaves its impres- 


sion upon the consciousness of the customer. 


In the past, practically every flooring material on the market has 
been used in a jewelry store—plain wood and parquetry, ceramic 
tile, terrazzo, carpet and rugs, etc. Today there is a strong trend 
toward resilient floorings—linoleum, rubber tile, asphalt tile, and 
others in the resilient or smooth-surface line. These are the flooring 
materials of today——modern, colorful and decorative; quiet, reason- 
able in cost and easy to maintain. These are the floorings that can 


set up the whole decorative scheme of a store and contribute in a 
(Please turn to page 141) 


by MARY KRAFT 





Bureau of Interior Decoration 


Armstrong Cork Company 
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LIGHTING: Illumination in this store 
has been designed to flow into the archi- 
tectural lines of the walls. Fluorescent 
lamps are used for the perimeter light- 
ing; filament lamps are recessed in the 
ceiling, pinpointing the light down on 
floor areas and merchandise displays. 


LIGHTING: A combination of filament 
downlighting and fluorescent lamps for 
perimeter lighting in a panel type ceil- 
ing provides a good level of illumina- 
tion for the counter and wall displays. 


STORE SIGN: One of the most impor- 
tant features of the store front is a 
sign that will stand out from neighbor- 
ing stores on the street and yet be in 
keeping with the character of the store. 
Consideration must be given to size, 
type of material, color, and how the 
unit will blend into the front design. 
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WINDOWS: This store combines full-length 
open-front windows with small eye-level win- 
dows. Located in the desert resort of Palm 
Springs, front of store is set back from the 
walk and shielded from the heat of the 
sun by a deep overhang over sidewalk. 








FLOOR COVERING: Narrow store is made 
to look wider by design of the floor cover- 
ing. Armstrong's Linotile is used here in 
combination of black marbleized back- 
ground with a design of white rectangles 
pierced by a red stip through the middle. 


That Help You Sell 


Each component of the modern store plays its role in 
| FIXTURES: An important factor in helping 


. ° is th tati f 
helping you sell. Shown here are some modern jewelry p Papal lien at ph ee “Baldoc- 
cini store in Chicago has this modern array 
of wafl and counter cases, each section 


stores illustrating various uses of these features. 
separated from the other by open-shelf units. 








STORE FRONT: Sometimes some feature 
of the building layout makes it necessary 
to include it in the store design. Here, a 
heavy column at the corner of the building 
was incorporated into the new front of the 
Oppleman store in Lynchburg, Va. A fea- 
ture display window was constructed around 
the column as seen at right of picture. 
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(id World Decor . 


Carved panels of rich nut-brown walnut 
cover the store's front. Inset into the 
facade are five shadowbox-type windows. 


Gene Scott, left, and his partner, : 
Mark Bryan, have been in the jewel- 
ry business since their discharge 
from the Air Force after the war. 








Oru: OF THE MOST unusual jewelry stores “exclusives” and including a large antique shop at the | 
to be opened in the western states in recent years is the rear, the new store shows very little resemblance to stand. [ 
beautiful new Bryan & Scott Jewelers, Colorado Springs, ard jewelry-store design. q 
Colorado, which celebrated its formal opening last Both Bryan and Scoti are Air Force veterans, who 7 
summer. | teamed up in their first jewelry field venture in Florida, 

Operated by Eugene Scott and Mark Bryan, young shortly after their discharge from service. Later moving | 
partners, the store is done throughout in an eye-appealing to Colorado Springs, the partners operated “The 14 = 
“Old World decor,” which ‘contrasts sharply with the Karat Shop” in the Broadmoor Hotel, near that resort ~ 
blonde wood, mirror paneling, and bright pastel colors city. Steady sales expansion, particularly in rare and | 
of most new jewelry stores. Designed to deal entirely in unusual jewelry items, necessitated additional space, with © 


ee , Z ce ee ———— . Gray and gold wallpaper plus 
: : oe aa 1 iia s = ; 4 a massive chandelier create 
an elegant French atmosphere. 
Note the almost complete lact 
of standard showcases. Small 
tables are used _ extensively. 
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‘| 4 Unique Departure From Traditional Store Design 


Rich walnut paneling, crystal chandeliers and salon-type interior arrangement in 
period design strike an unusual note in modern-day jewelry stores. However, 


the setting achieves 


by ROBERT LATIMER 
Photographs by RAY LONG 


A view of the main showroom 
looking toward the gift and 
antique room in the rear. Ap- 
peal is made to the wealthier 
clientele of Colorado Springs. 


the result that when the opportunity came along to locate 
near the mountain city’s teeming main street, the part- examine each item more carefully,” Scott said. 


ners seized it. 


Bryan and Scott spent $20,000 on the new store, which Old English motif, while the entire store interior is slanted 
necessitated purchase of an apparel shop, selling off the along a French theme. Included is a massive chandelier, 
latter’s stock, and a complete floor-to-ceiling remodeling. suspended from the ceiling, which was converted from a 
Undoubtedly the most striking feature is the walnut- candelabra at a cost of more than $1,000. The ceiling, 
paneled front, which, instead of the usual wide expanse which formerly included a large skylight, has been 
of glass, consists entirely of carved panels of rich nut- “coved” and the skylight lined with mirror panels to 
brown walnut, extending across the front of the store, and form an effective contrast. Walls on each side are covered 
angling back to the narrow doorway. Inset into the wal- with a heavy, square-patterned gray and gold wallpaper, 
nut facade are five small “shadowbox” windows, measur- in a “faded,” retiring color combination which lends alot 
ing 36 x 23 inches and 18 inches deep. Two small incan- of appeal, reminiscent as it is of stone walls and battle- 
descent bulbs light the interior of the ‘“shadowboxes,” ments of continental buildings. 
which have proven far more potent from a curiosity A fact which instantly catches the eye of entering 
standpoint than the usual “out-in-the-open” type of dis- customers, is the almost complete lack of showcases. In- 
play. stead, there are small tables here and there through the 


“Our experience has been that by showing only a few (Please turn to page 133) 


just the atmosphere desired in this resort-town store. 
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pieces of jewelry in each of the shadowboxes, people will 


The rich walnut paneling, all hand-carved, carries an 
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In the 


Desert 





The store's exterior area is devoted to display 
windows to attract "impulse buying" of tourists. 


by BETTY WYATT 
dents account for no more than five per cent of total sales. 


The winter residents of Palm Springs usually move in 
between Thanksgiving and Christmas, stay until Easter. 
A , Many, who own their own homes, bring their crystal, 
THIRTY year habit is not easily broken. (Please turn to page 139) 

Vahan Alchian had been a successful jeweler for that 
length of time until he decided to “take life easy.” This 
was in 1944 when he was operating one of the big volume 
jewelry stores in San Bernardino, Calif. Alchian decided 
he had had enough and retired to Palm Springs, a desert 

resort in Southern California. 

He relaxed, sunned himself, relaxed some more. It was 
no use. He soon found himself studying the town, the 
people, their needs and wants—from a jeweler’s view- 
point. The next year, 1945, he was meeting these needs 
and wants—from behind a jewelry counter. 

The new store, called Jewels by Alchian, was a small 
shop in the heart of the town’s shopping district, just op- 
posite the exclusive Desert Inn. Store policy and inven- 
tory were tailored to meet the special needs of the resort’s 
three-part population: permanent residents, winter resi- 








dents, and week-end tourists. Alchian decided to concen- Front room of Jewels by Alchian as seen from the 
trate his merchandising on the wants of the winter doorway. The use of open window space above win- 
dow cases and a large corner window create atmos- 


residents. Today, he estimates that the permanent resi- phere that belies the shop's relatively limited space. 
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» Exciting merchandise! 


In ’52, our line will be the finest we’ve ever offered you. 





Res magazine advertising! 


Watch for full-page Ronson ads 


Ss So 
well help you do 
even better inu2! 


Last year, Ronson Lighters 

and Ronson Lighter Accessories 
enjoyed the greatest demand 

and sales ever. You helped achieve 
this record by aggressive promotion 


in the finest retailing tradition. h ne meee 
But we're working to help you do Exciting merchandising: 


even better in 1952! All the business ability and experience Ronson pos- 
sesses, backed by up-to-date retail merchandising re- 
search, is geared to help you with your problems. 
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“Press, it’s lit... 
ees Release, it’s out!” 








__ aa Safely out 
the instant you lift your finger! 


This year, more than ever, it'll pay you to concentrate on 
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WORLD’S GREATEST LIGHTER 
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RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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Before modernization, stores presented a hodge-podge of exteriors. Meyer, who had side entrance 
on this street (left) took over Bangle's (right) for his new store. 


~ Area-Wide Modernization 


Returns Straying Customers to the Fold 


With business falling off in the downtown shopping area in favor of the new 
suburban stores, Isadore Meyer, Vallejo, Calif., jeweler, submitted a plan 


for all the merchants to modernize their stoxes. Result? Customers returned. 


Bascix’s, JEWELERS & SILVERSMITHS of 424 Meyer is president of the firm which bears his name and 
Georgia St. in downtown Vallejo, Calif., oldest jewelry operates three stores—the original Meyer’s Jewelers of 
store of the city, had long been an important part of the Marin St. in Vallejo, Meyer’s Jewelers of Napa, Cali- 
shopping community of which Georgia St. was the main fornia, and the New Meyer’s at 424 Georgia St., Vallejo. 
artery. However, wartime growth of the city had re- Meyer realized that secondary shopping areas were a 
sulted in the development of new shopping areas which normal development in a healthy, growing community. 
served suburbanites and, at the same time, drew off busi- He realized, too, that there was business enough for all; 
ness from the less attractive, more crowded downtown clearly, the very newness of the secondary areas was a 
sections. major drawing card that filtered off business from the 
Today, the New Meyer’s (the store formerly known older Georgia St. section. Declining business was a 
as Bangle’s) is the leader of a successful plan that has matter of concern to other merchants in the Georgia 
brought business back to Georgia St. The modernization Street area and to the local banks which had large real 
of the store and the rejuvenation of business are the re- estate investments. 
sult of a program initiated by Isadore Meyer, a Vallejo As a solution to the problem, Meyer developed ideas 
jeweler and business man for more than forty years. which can be briefly summarized as follows: The mer- 


chants of the block of Georgia Street in which Bangle’s 
was located should modernize their stores as a unit in 
EL such a way that, when the overall project was completed 
ieee a C.. the entire block would be consistent and attractive as a 
rr eo fe eo whole. Meyer presented his idea to a firm of architects 
who worked it into visual form. He then presented it to 

the merchants of the Downtown Association. 

The architects themselves were so confident of the prac- 
ticality of their plan that they were willing to undertake 
the job for a relatively small initial fee and the prospect 
of further returns as their plans were put to actual con- 
, JM struction. That the plan was well received by other 

tee 7s merchants is demonstrated by the fact that the Downtown 
Association advanced the first $500 towards the archi- 
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The silver department of the New Meyer's is designed 
for the convenience of both customers and salesmen. 
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by JOSEPHINE BELAND 


tects’ fee. Today the Association maintains an active 
standing committee to promote the project. More impor- 
tant is the fact that the remodeling programs have actu- 
ally been carried out, first by the New Meyer’s (formerly 
Bangle’s), and then by a drug store, a pastry shop, and 
a men’s clothing store in the next block, with a conse- 
quent upturn in business for all. 

The old block as it was in 1949 when Meyer took over 
Bangle’s had a great variety of fronts on the buildings; 
all of different heights and of different types of materials 
and architecture. 

The New Meyer’s was designed so as to eliminate the 
pillar separating the entrance to the store from the en- 
trance to the dentist’s office located on the second floor. 
The result is a greatly increased window display area for 
the jewelry store. The New Meyer’s with its attractive 
windows can be seen by shoppers far down the block in 
either direction. Before the remodeling, the jewelry store 
was tucked away between the Woolworth’s store and the 
entrance to the dentist’s office; only the deliberate jewelry 
shopper would find its exhibits. 

A similar improvement will be noted in the design for 
the pharmacy. As a matter of fact, that drug store could 
have had the services of the architect employed by the 
chain of which it is a member. However, its managers. 
enthusiastic for the Downtown Association program, sub- 
mitted to the home office the plan laid out by Meyer’s 
architect. That plan was put into effect. 

The interior of the Meyer’s store was carefully designed 
after consultation with the architects and with many 
jewelers in Northern California. Before new construction 
was begun, Isadore Meyer and his sons, Wesley and Ben- 
ton, visited jewelery stores in more than a score of cities. 
The new design incorporates the best features of many 
other stores, those ideas which have proved to be prac- 
tical from a business point of view. 


(Please turn to page 155) 
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Architect's drawing 
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of modernization plan has brought all stores into a harmonious group. 
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All glass doors permit a full view of the store interior from street. 
Extruded windows give an attractive picture-frame effect to displays. 
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Removable panels in the wall behind the cashier's desk allow showing 
of featured items. Panels can be reversed to present unmarred side. 
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itl f. The firm's intensive edu- 
\t7 2k cational program includes 
—_ i) oe newspaper ads and stories, 

, | lectures, direct mail, and 
spot radio announcements. 
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by ANNA ROBBINS 










wetar- 


: De 
your ges pat entree “er 


ve 
rat Meander O*: 
» Pinon Oe Kemper oe tH 4 annde. 
fn the 






: ecer 
5ars ‘. gn. OF 

nich expe* y JOrsey , vedo : 
<— grvasi® ao. 1 ease — : rEg ve reed 












via SERVE THE 
ee eEN arenes tO * 
SPESTABLIGNES 1858, 

% } 











i 


as ans ath Po "> 


ed 
apy Piamontotogiers 
Gematoges «alee . 


ated 








DIAMOND GRADES 
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Tells and Sells 
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Diamond Customers 


i BLUE RIVER es 
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S-CRYSTALS 


A continuous program of telling the public the 


facts about diamonds has built confidence in Barr’s 


to the extent that the firm’s diamond volume now 
Myer Barr's frequent lectures on diamonds have 
accounts for one-third of its total annual business. done a good deal in clearing the mystery that 
surrounds diamonds in the minds of consumers. 


The first and basic point in the company’s well- 
grounded educational program is newspaper advertising. 


“oN Barr says, “We never use less than two diamond ads 
OTHING that the consumer exchanges each week, and a good portion of these contain educa- 
for hard-earned dollars is more mysterious to him than tional material.”” According to Barr, the firm places more 
the diamond,” says Myer B. Barr, president of Barr's paid advertising in Philadelphia newspapers than any 
Jewelers and Silversmiths, Philadelphia. other jeweler in town. 

It was many years ago that Meyer Barr’s father, Her- Occasional feature articles for newspapers such as 
man, founder of the eight Barr jewelry stores, realized the one entitled “Why Diamonds Are Cherished Posses- 
that ignorance in diamonds constituted a dangerous bar- sions” written by Myer Barr which appeared in the Phila- 
rier to sales. Herman H. Barr believed that with the delphia Inquirer, add considerably to the stores’ prestige 
proper educational program he could foment interest in and popularity. This article was illustrated with photos 
diamonds, stimulate consumer confidence, and ultimately of diamond mining, cutting, polishing, and sorting. Apart 
bring more customers to his door. As an outcome of this from the educational value of such an article, Barr’s name 
belief, he initiated an intensive educational program to was associated with valuable diamonds and a well-written, 
eliminate ignorance and diffidence in the retail market. impressive story. 

Today, Myer Barr, his son, is maintaining and expanding Approximately one hundred billboards in and around 
his father’s program. (Please turn to page 114) 
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_ stop in 
We shall be happy t 


precious 




















marks life’s happy moments 





diamond 

occasion gn which 3 

auc be an appropriale gift is coming 9008 
and see our collection. 

show you the newest 
cuts that bring out & diarnond’s 


Hliance, and smart Pew 
- metals of every kind. 


mountings i 


We shonld like to 

show you, too, our Rew 

colleetions of 

diamond brac clets, 
clips, pins. and 
earrings. Many of 
these pieces are 
moderately priced, and 
because they are 

in diamonds, they make 

thrilling lifetime gifts. 


YOUR NAME 
GOES HERE 





1000 FREE cones 


FOLDERS 


to give or mail to your customers 
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Sich so tabettens val eels So 
of course, should be chosen with apecial — 
care. We keep this in mind when we 
tender tems of applets and re. select the diamonds that go into our 
Whether 5 marks the joy of ie a sation ie ME ae Bat nee 

Be te ot enh wean . 


ats eS 4 


SLPS SPEEA RE? 




























which you. We should like to explain to you haw color, 
— may want to give your wife as ‘dis mond... cutting, and clarity, as well as carat weight, 
op the arrivals of your children... 2 contribute to a diamond's beauty and value. .. 
birthdays. .. anniversaries. . and | and how each diamond in aur collection 
- FRoments you wish to be remembered. is scientifically appraised. Whether you are 
And each diamond you give her will shine looking for a diamond of modest size 
with special meaning, brightly and price, or one that is majestic, we believe 
symbolizing your love and devotion, we can help you make the right selection. 
* 
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oe Order 1000—free! Or, order several thousand, and get your 
first thousand free. Enclose 75¢ for each additional thousand. 


To help you sell diamonds . . . these handsome new two- 
color folders are offered free, as part of the all-out diamond 
advertising and promotion effort 


They feature diamonds for all gift occasions, give 


important facts about diamonds, invite customers into 
your store. 


They’re sized for bill enclosure use, and counter dis- 
tribution, and space is provided for imprinting your 
name and address. Order 1000, free. Enclose 75¢ for 
each additional thousand. . . . Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th Street, New York 17, N. Y. 


TIE IN WITH THE ALL-OUT PROMOTION—KEEP DIAMOND SALES COMING YOUR WAY 


FOR FEBRUARY, 1952 


De Beers Consolidated Mines, Ltd. 
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Fashions and Fads’... 


Both Give the Jeweler Promotion Opportunity 


WINIFRED PARKER REPORTS ...... 


1952 jewelry is delicate — and 
more delicate! 


Diamond jewelry sharpens radi- 
ance by blending contrast cuts, 


Tiny waist-length coats with im- 
portant sleeves — are impor- 
tant. These need chokers, dog- 
collars, bracelets. 


Capes and capelet sleeves cap- 
ture interest on dresses, coats, 
suits. Further bracelet signifi- 
cance. 


Empire bodices and high look- 
ing waistlines provide new 
area of midriff interest to 
prettify with pins. 


“Back interest” is evident in slender front dresses and 
skirts which swing full in back with multitudes of gath- 
ers or bursts of pleats. This fashion look requires long 
necklaces to drape backward over shoulders—even to 
waistline length. Also big, sparkly pins! 





—_—— to the generally held conception 
that styles in women’s clothes change as often as the 
proverbial female mind, general fashions actually change 
slowly. There are always fundamental and psychological 
drives underlying major fashion changes. Because these 
are brought about by the living pattern of masses of 
people, such changes are necessarily slow. 

For instance, right now we are in the midst of a 
general trend for all-out femininity in women’s clothes 
and jewelry. This trend has been underway for several 
seasons, originating with the disturbed state of world 
affairs. When more and more men began to enter mili- 
tary service, the feminine need to attract became more 
competitive than ever. This trend is bound to continue 
for some time. 

In contrast to the slow pace of general fashion trends 
are the special style phases, or fads, included within each 
major fashion movement, and which move along swiftly. 
These “fads” come about because certain groups of 
people want to look different within each general trend. 
Some of these “fads” catch on and spread out from the 
individual or small group and become a major fashion 
emphasis; some pass quickly out of the picture after a 
brief flare-up. The “why” is not very important to the 
retail jeweler; it’s enough to know that for some reason 
women currently want a certain type of jewelry and be 
ready to supply them with it. 

The jeweler is in a particularly fortunate position in 
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this regard because his merchandise does not become 
dated as fast as some other articles of feminine apparel. 
His opportunity to capitalize upon some special style 
phase involves not the securing of new merchandise in 
order to develop business while the style is still “hot,” 
but rather, adapting merchandise already in his stock 
to the particular fad by means of promotion and fashion- 
wise merchandising. 

These special style “phases” are the basis for the 
jeweler’s volume selling. They offer him the best oppor- 
tunities for strong fashion promotion and provide con- 
stant stimulus for women to buy new jewelry to enhance 
their new styles. It means constant interest and study 
for the jeweler—but it is worthwhile. 


TREND-SETTERS FOR SPRING 


Several special fashion themes introduced in Paris 
last fall are now taking the lead as established styles for 


Quaintly styled dress is accent- 
ed with gold heart-ring with a 
matching bracelet set with col- 
ored stones. Pin and earrings 
of gold are set with pearls and 
~ garnets in an old-world design. 
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RSKY & EHRLICH 


DIAMOND IMPORTERS 


ee 


"Back interest" is given this 
bustle-formal by the diamond 
and platinum leaf pin. Pearls 
and diamonds are combined in 
the bracelet; ring and ear- 
rings are set with diamonds. 





by WINIFRED PARKER 
(Illustrations by Dorothy Burke) 


spring and summer and will influence the type of jewelry 
that will be worn for many months. 

Coats are newest in their brevity and what started out 
as a Spencer jacket style last fall has turned into a fad 
for tiny waist-length coats with importantly full sleeves. 
These are becoming companions with either full full skirts 
or slim silhouette dresses. (High-throat necklaces, chokers 
and dog-collars are the correct length jewelry pieces to 
wear with these brief coats. The push-up sleeves require 
bracelets. ) ims 

Capes and capelet sleeves capture interest in dresses, 
coats and suits. These sleeves almost never reach below 
the elbow, are dramatically full, and as capes, are often 
detachable. (Bracelets and more bracelets should be sold 
to enhance bare forearms and to balance the billowy 
fullness of sleeve materials. ) 
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Empire bodices and waistlines that look higher than 
they are are significant features of many dresses and 
suits. (This style line again calls for short necklaces, and 
provides a new area of midriff interest to sparkle with 
pretty pins. ) 

“Back Interest” is perhaps best illustrated by a remark 
tossed off by a discriminating masculine editor at the / 
Diamond U. S. A. Show, some time ago, when he said: « 
“That model in the smoke-tone gown is my choice for — 
the most beautiful woman in the show . . . even her back 
is beautiful!” Manlike, he was not aware that this was 
fashion’s subtle intention, but he recognized the effect 
of what he saw! This particular model wore a mag. 
nificent diamond pin drawing attention to the cascading 
backward sweep of her bouffant gown, her hair style 
swept backward, and her earrings were tapered accord- 
ingly. 

This interest in the back of the figure is one of fashion’s 
newest revivals. Coats swing backward with cape-like 
fullness, dresses and skirts have slender fronts and back 


This brief, full-sleeved jacket, 
worn with a full bouffant skirt, 
is enhanced by a baroque cultur- 
ed pearl choker and a matching 
bracelet with multi-jewel clasp. 


fullness is achieved with multitudes of gathers or bursts 
of pleats. Many evening gowns have definite puffed-up 
bustles! (“Back interest gives us the chance to sell long 
necklaces to drape gracefully backward over the shoul- 
ders—even extending to waistline length. Pins can he 
used to focus interest in the back of the figure—at the 
shoulder, waistline, highlighting a bustle! 


PRECIOUS JEWELRY STRESSES DELICACY 


Fine jewelry must always be designed for a long life 
because of its cost, and this means that its creators must 
have an unusually fine fashion sense and study trends 
to the point where they know that certain fashions will 
continue Over a satisfactory period of time. 

MariannéOstier, famous Fifth Ave. designer, is noted 

(Please turn to page 129) 
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This Modernization Was a Family Affair 


Having an architect and contractor in the family is a handy arrangement when 


you are modernizing your store but, like the DeNardo’s, of Braddock, Pa., the 


job needs a lot of jewelry merchandising know-how, too, to get what you want. 











Full-length view of DeNardo store shows small counter cases set diagonally to main cases to break up long narrow 
look of the store. 


i MODERNIZATION PROGRAM which is in 


its last details of completion at the D. H. DeNardo & Co., 
Braddock, Pa. (a Pittsburgh suburb), represents $50,000 
and five years of planning. 

Behind it also lie five trips to Europe by Bernard J. 
DeNardo, son of the president, and a circle of family 
members which includes an architect and contractor. 

Under the circumstances the project could hardly have 
misfired. And it has not. The formal opening of the 
modernized store was on November 16 and the impact of 
boosted sales was felt at once. In December, first full 
month of operation in the completely altered store, volume 
rose 15 per cent over that of December a year ago. 

How do you go about planning a remodeling job so 
extensive ? 

“Well,” says Mr. DeNardo, “you have to get everything 
new to do a complete job.” 

This store has—right down to new wrapping paper 
and string. 
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by FRED REMINGTON 


When you think for five years before you begin, as 
the DeNardos did, a multitude of features that you want 
to change and add comes to mind. 

You begin by deciding how you want to alter the ap- 
pearance of a store to which your trade area has long 
become accustomed. (The elder DeNardo has been a 
jewelry merchant in Braddock, a suburb to the east of 
Pittsburgh, since 1906. He’s been in the present store 
30 years.) 

It is here that the extensive travels of the younger 
DeNardo left their imprint. A man with a deep feeling 
for things European (he speaks English, Italian, French 
and Spanish fluently and served as a counter-espionage 
agent in World War II), he admired the jewelry shops 
of Italy, especially those around Nice. 

To dramatize the new store front he chose serpentine 
marble, quarried near Nice. The intelligent use of the 
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serpentine with the domestic Georgia pink marble, along 
with glass and natural mahogany, has produced a store 
front that is striking, though by no means bizarre. 

The marble facing covers the second floor of the build- 
ing, and strips on each side of the windows set off the win- 
dows and recessed doorway in a kind of dramatic marble 
frame. 

Mirrors are cleverly used at the inset doorway for a 
feeling of size, and, as the younger DeNardo points out, 
“Women love a place with mirrors.” ; 

Within the shop natural mahogany dominates in cases, 
shelves, desks and drawers. 

Inside the shop the foremost problem was to produce 
a feeling of width in the elongated 100-by-17-foot space. 

This has been achieved in a number of subtle ways. 

The old store had a counter on one side only—a long, 
nearly full-depth affair which created an impression of 
extensive length. In replacing it, the DeNardos installed 
a series of shorter, staggered counters, one on one side; 
one on another. Shorter counters are placed almost 
perpendicular to the length of the shop, meeting the longer 
ones at a mild angle, breaking the straight line effect of 
the old arrangement. 

The widening process did not stop there, however. In 
looking about for suitable floor covering, the DeNardos 
selected an Armstrong Linotile with a linear design in 
which cross-wise strips further emphasize width, and 
subdue length. : 

The choice has been a fortuitous one from another 
standpoint, too, DeNardo reports. 

“We had that old battleship linoleum in here before,” 
he said. “Now you can really notice a difference. Satur- 
day used to be a long day—we’re open 12 hours, but 
now nobody is as fatigued at the end of the day as he 
used to be.” 

The widening out theme was literally carried out from 
floor to ceiling. Main illumination is from fluorescent 





Fan-controlled air vents in display window which draws the heat 
from the windows is pointed out by D. H. DeNardo, head of firm. 
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Bernard DeNardo at desk in rear of store can communicate with 
any or all of six other points on store-wide inter-com system. 


lighting which was installed in ceiling recesses. For the 
most part the lighting wells are long and narrow, cut to 
transverse the ceiling width-wise, thus accenting the side 
to side rather than front to back dimension. 

However, a few of the lighting recesses, notably that 
at the immediate front of the store, are cut on the square 
to avoid monotony and over-stress of the short width. 
None of the recesses runs lengthwise, however. 

As any jeweler knows, fluorescent lighting is not as 
flattering to gems as incandescent light. So other fixtures 
were needed in addition to the recessed fluorescent lights. 

Incandescent light is provided on one side of the store 
by a row of suspended “swiviliers,” dramatic aluminum 
fixtures which throw a beam through a relatively small 
aperture. The other side of the store is equipped with 
round lights set flush into the ceiling. 

The results are so satisfactory that the Duquesne Light 
and Power Co., supplier of current, has asked permission 
to enter the store in a national store lighting contest. 

An important feature of the modernization was the ac- 
quisition of more space. The sales area remains the same, 
but some additional room was acquired when quarters 
were provided on the second floor for an optometrist 
who had leased floor space previously in the main floor. 
Two additional floors were taken over above for storage, 
enabling the store to add a few -new lines, notably lug- 
gage, dinnerware, and cameras. 

This spreading out, of course, made possible to a 
large extent the looser, broken counter arrangement, 
which DeNardo feels is a boon to sales. 

“It spreads the customers out,” he says, “and gives 
them privacy.” Privacy in the purchase of diamonds and 
silver, he points out, is a big sales factor. 

More space also will permit the introduction of chairs 
for counters at which the more high priced sales are made. 
The chairs, which had not arrived as this was written, 
will provide more comfort and a sense of leisure for 
buvers. 


With his staff of 10—two watchmakers, five clerks, 
(Please turn to page 161) ; 
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HOW YOU PROFIT 


from Kimberley Service 





Kimberley's ability to supply what 
wanted—on time—means more va- ee : , 
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Plan Your Investment! 


Compare your store investment with the average figures for jewelry stores 


compiled from a survey conducted by the Graduate School of Management of 


Armstrong College. These furnish a reliable guide for profitable operation. 


ens retail jewelers are taking a critical 
look at their total dollar investment to determine exactly 
what should be done to improve store operation. Too 
many dollars invested in slow selling stock, too few dol- 
lars to expand merchandise offerings, too many dollars 
idle, and too few dollars to remodel the store are all 
problems about investment that jewelry store retailers 
are dealing with today to discover a practical solution. 
Here are some figures on total investment based on an 
average of all reporting retail jewelry stores in a recent 
survey conducted by the Graduate School of Manage- 
ment of Armstrong College, Department of Merchandise 
Management. Local conditions, plans for future develop- 
ment, and individual financial problems will all have a 
bearing on the best figure for any particular jewelry 
store. However, these figures can be used as a reliable 
guide for good jewelry store operation. 


Reviewing the records and taking the total dollar. 


investment valuation from the assets of the store will 
provide the necessary figures for this comparison. For 
the first breakdown of the jewelry store’s investment 
consider these as an average for the trade: 


Fixtures paneie 8 ktm bib te Be © 2 20% 
Cash Reserve ....__.................... 10% 
‘Merchandise Inventory . 10% 


Fixture valuation for a retail jewelry store of only 
20 per cent of the total investment will in some cases be 
too small. For instance, with a total investment of $5,000 
in the jewelry store this would only provide $1,000 fdr 
fixtures. Storage safes, attractive counters, glass wall 
cases, and efficient office equipment may require more 
than this 20 per cent figure on this size of jewelry store. 

On the other hand, with a $50,000 investment in the 
jewelry store it, may be that $10,000 worth of fixtures 
will be too much for profitable store operation. This 
20 per cent figure, consequently, is for guide purposes 
and should be adjusted according to individual store 
needs. 


FIXTURES ARE IMPORTANT ASSET 


Attractive fixtures help sell more jewelry and it is 
foolish to economize on them too much. Well designed 
store fixtures can set off the flatware stock, for instance. 
to advantage and more than pay for themselves in_in- 
creased sales on this line. Fixtures that are properly 
designed can make selling easier and provide better 
protection for the jewelry on display. 
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by J. E. BEDFORD 


Cheap fixtures may provide the necessary space for 
an attractive display of the stock, but not provide the 
type of protection necessary for the valuable stock. Dam. 
aged merchandise and stolen stock are the penalties paid 
by retail jewelry stores for store fixtures that cost less 
in the first place. 


‘PEACE OF MIND’ FUND 


Cash reserves are the most helpful single phase of 
investment planning for a retail jewelry store. This fund 
provides for emergencies and can eliminate a lot of 
worry for retail jewelry store owners. One retailer calls 
his cash reserve his “peace of mind” fund because as 
long as it remains at 10 per cent of his total investment 
he doesn’t have to worry about late invoices, payments 
on bank notes, or being able to take advantage of special 
buys that come along. | 

Establishing a figure of 10 per cent of the total invest- 
ment for the cash reserve may be high for some retail 
jewelry store owners. It will, of course, depend on the 
age of the store, the other assets of the owner, and his 
plans for future expansion of the business and remodeling 
the store. 

Most progressive retail jewelry merchants will agree 
that it is important to have the bulk of the investment in 
jewelry stock to sell. This is where the profit on the 
store’s operations comes from and a meager stock with 
lavish fixtures backed up with a strong cash reserve will 
not produce the proper amount of profit on the total 
investment. | 

With 70 per cent of the total investment in jewelry 
stock there should be a further break down of this mer- 
chandise inventory figure. This sub-division of the stock 
will depend in part on the lines stocked, the proximity 
of the distributor or wholesaler, the planned sales volume, 
and regular delivery periods. 

However here is what most retail jewelry store owners 
in the field believe should be devoted to the following 


classifications of stock: 


Staple Stock ................ 80% 
Seasonal Merchandise ...__.. 15% 
Novelty Items... ........... ... 5% 


Staple stock is the bread and butter for the jewelry 
(Please turn to page 145) 
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Use of settees 
and chairs per. 
mits customer 
and salesman to 
discuss jewelry 
in a friendly, 
quiet manner, 


Salon-Type Arrangement 


Designed for Point of Sale Leisure 


on RUDOLPH DEUTSCH Co., Cleveland, has 
incorporated into its new store an unusual store layout 
which assures maximum customer and salesmen ease 
during shopping. 

In their new store, the firm has dispensed with the 
customary permanent floor showcases and display units. 
Instead, both side of the store’s main aisle are lined with 
settees and chairs, finished in bright yellow leather, along 
side of attractive glass tables which contain selections of 
the store’s merchandise. A more comprehensive selec- 
tion is stocked in cabinets conveniently located along the 
walls within easy reach of the salesman. 

The display units occupy the first 70 feet of the store’s 
100-foot depth. The rear 30 feet area highlights a unique 
and completely different display of silverware. The back 
walls are paved solid with glass mirrors. Silver hollow- 
ware is displayed on solid plate glass shelves supported 
by stainless steel props. A 10-foot long glass table in the 
center of the department features the display of flat 
silverware. 

This entire arrangement permits shoppers to view at 
leisure the company’s complete stock of silverware. The 
mirrored rear panels allow maximum viewing of the mer- 
chandise without the usual reaching-up, bringing-down. 
and placing-back of hollowware. 

The use of settees and chairs permits both customer 
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by SANFORD MARKEY 


and salesman to sit down and discuss jewelry in a friendly 

and intimate manner. According to Robert Deutsch, vice 

president, “the arrangement has provided for tremerfdous 
(Please turn to page 162) 





Vermont red marble and stainless steel trimmings combine to !end 
a luxurious and dramatic appearance to the store's new facade. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 





















DIAR SAPPHIRES 


RUBIES - STAR RUBIES - SAPPHIRES 
CAT'S EYES - EMERALDS ~ PEARLS 


‘We have a large stock of Precious Stones — mounted and 
unmounted from which to make your selection. Let us co- 











operate with you on your special calls. 
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Fixture Design Provides 





A highlight of the store's modernization program is the 
‘angled’ wall cases which can be viewed from the entrance. 


ene AS MUCH DISPLAY impact in the 
.same amount of space” is the result of an unusual store 
engineering operation recently completed by Lee Jewelry 
Company of Denver, Colorado. 

The subject of this program, which was designed to ex- 
tract the maximum amount of display value from limited 
space, was Lee’s new Aurora store, located in a populous 
suburb of Denver. Here, at a point where 90 per cent of 
tourist traffic enters the Denver area, Jess Kortz, head: of 
the firm, has developed a jewelry store design outstanding 
enough to cause much comment throughout the western 
area. , 

Fronting on famed Highway 40, the store, as shown, 
is 20 feet wide by 90 feet deep, with the usual “all-glass 
front” plus extended box-shaped display windows on 
either side of the entrance. Walls throughout are done 
in weldwood, a deep-grooved hardwood paneling in light 
pastel colors such as dusty rose, dubonnet and green, to 
contrast the rich natural finish oak cases and tables. Ex- 
treme simplicity was emphasized in every step, such as 
separating the store’s stockroom at the rear from the sales- 

floor by a huge panel of dusty rose weldwood. 

- The most commendable architectural improvement, 
both from the standpoint of the customer and the jeweler, 
are the three “angled” wall cases, which extend down the 
right side of the store. Instead of the usual flat row of 
wall cases, built perpendicular to the wall, so that the case 
interiors are readily visible only when standing in front 
of them, the new Lee store has built each wall case as a 
“triangular segment.” The sliding glass fronts, for exam- 
ple, of each case begin flush with the wall, but angle out 
sharply at an agle of 20 degrees to the rear of the case, 
where the woodwork drops back again to the wall to form 
the beginning of the next case. 
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Maximum Display Value from Limited Space 


by R. L. ATKINS 





Resembling glass blocks, the store's two display win- 
dows were designed so as to allow for easy trimming. 


“The net results are that customers standing at the 
entrance, or inside the store at the front, can clearly see 
the contents of all three wall cases without effort,” Melvin 
Moore, veteran Texas jeweler who was appointed man- 
ager of the new Aurora store, pointed out. “In other 
words, the contents of all wall cases, even the last, are 
completely visible from the sidewalk entrance. We are 
using these cases currently to display hollowware, which 
we have found shows up most effectively against the rust- 
color background painted ‘into each wall case, and be- 
cause Denver is an excellent hollowware market.” 

Similarly, the three countercases, in front of the wall 
cases, are set at the same angle, so that the contents are 
likewise visible. The counter cases, incidentally, resemble 
“wedges” of blonde oak, with a shallow, high-visibility 
glass enclosure at the top for merchandise display. 

The 60-foot candle lighting system in the ceiling of the 
store corresponds with the unique wall case and counter- 
case arrangement. Whereas on the left side of the store, 
where all cases assume the familiar straight line, a row of 
incandescent spotlights runs in a similarly straight line, 
thé length of the store. Over the angled-out wall cases 
and countercases, however, are strings of three incandes- 
cent spots, 250 watt capacity each, which equal in their 

(Please turn to page 132) 
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something different — custom designed! 


And all created in beautiful pure white Palladium 


See the following pages for styles and information that 


will help increase your sales. 
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HUNDREDS OF 


for wedding rings, engagement rings, guard rings, 
cocktail rings, dinner rings . . . 


including dozens of brand-new styles never before shown 
and now available only in palladium. 


Out of Philadelphia has come a new Philadelphia Story 
that will make jewelry history. Byard F. Brogan has 
just completed his newest line of jewelry in beautiful 
pure white palladium. He has fashioned this lovely 
precious metal into pieces you will be proud to display — 
and your customers will be more than proud to wear! 


The pieces shown here will give you an idea of the quality 
and workmanship that is typical of the complete line. 








Here’s what 
Byard F. Brogan 


says about 





his newest 





palladium line... 


“We are introducing our newest line of palladium 
with pride and confidence that you will like this 
beautiful new jewelry. We have found that the 
public likes palladium. And we know from our 15 
years experience that this fine jewelry metal holds 
its pure white color which does much to enhance 
the beauty of the gems. 

«all of our palladium styles are made from 
our own designs by a manufacturing process that 
insures uniform quality and perfect reproduction 
of the finest details.” 





Byard F. Brogan 


PRINCESSE® PEARLS 


Byard F. Brogan was one of the pioneers in 
importing cultured pearls. And every pear! that 
bears the name Princesse has passed rigid specifi- 
cations. 


Now, these beautiful pearls are available in rings 
and earrings with mountings of palladium. 

And remember, Brogan guarantees the wear- 
ing qualities of Princesse Cultured Pearls. 
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Color sketch fur- 
nished by Brogan 


New piece created by Brogan 


Custom Designs in 
Palladium too! 


Byard F. Brogan offers you free design serv- 
ice for your special pieces to meet the approval of 
your most discriminating customer. Just send the 
worn and out-of-date pieces to Brogan. They will 
design new and up-to-date mountings to utilize the 
stones. 


And remember, they will submit preliminary 
sketches, in full color, for your customers’ approval 
before the actual piece is created. Thus, your cus- 
tomers can have their original stones with all their 
sentimental value enhanced and made more valua- 
ble with smart new settings of palladium. Even if 
they bring in old rings or tie pins, the stones can 
be made into any other modern piece they desire. 


It’s the ideal way to keep a precious memory in 
a modern setting! 








Use the handy coupon to ask for the complete 
palladium catalog of Brogan jewelry. Notice that 
you can also get a selection of mountings, wedding 
rings or Princesse cultured pearls on memo- 
randum. Don’t put it off. Write today! 






























Byard F. Brogan 
805 Sansom Street 
Philadelphia 7, Penna. 


Please send me your price list and your brochure illus- 
trating many of your latest palladium mountings 





Please send me a memorandum selection of your new 
palladium line. I am principally interested in: 


Wedding Rings . Engagement Rings 
Wedding and Engagement Ring Sets j 
Princesse Pearl Rings . Further information 
on your custom-design service 

















Name 





Street 
































HERE’S WHAT’S BEING DONE TO 


Ln Iucwoase Your Fabladlisin Sales! 


Striking two-color consumer advertisements in all 
the leading fashion magazines constantly inform 
your customers about the beauty and preciousness 
of palladium. For many years this campaign has 
been appearing in such magazines as: 


VOGUE e HARPER’S BAZAAR e CHARM 
GLAMOUR e SEVENTEEN e NEW YORKER 


An extensive publicity campaign, including items 
by leading fashion authorities in magazines and 
newspapers and timely announcements on both 
radio and television, is making the Jewelry-buying 
public more palladium-conscious than ever before! 


MANY DEALER HELPS, TOO! 


Many helpful “Point of Sale” aids are available to 
make your selling job easier, including the follow- 
ing booklets and displays: 

THE EIGHT PRECIOUS METALS — a pocket-size book- 
let for sales people describing all the precious 
jewelry metals — their properties, applications and 
advantages. 


PALLADIUM, A PRECIOUS METAL FOR FINE JEWELRY 
— a booklet for your customers telling the interest- 
ing story of palladium. 


PALLADIUM — TODAY’S METAL FOR EXQUISITE 
JEWELRY. A booklet for the jewelry craftsman, 
discussing the nature and workability of palladium. 


WINDOW AND COUNTER CARDS — handsome, plasti- 
cized, easel-mounted reproductions of advertise- 
ments appearing in consumer magazines. Use them 
to capitalize on palladium’s powerful national 
advertising. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street - New York 5, N. Y. 
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 — events will make up the backbone of 
your year-in and year-out program. They will run to news 
of new merchandise and attractions in your business, 
news of your employees in all phases, such as years of 
employment. extra-curricular activities, vacations, etc.: 
news about yourself and your activities in organizations lo 
which you belong. and, in fact, anything arising in the 
direct stream of your daily business life. 

You can see there is danger of long unprofitable 
stretches of silence possibly intervening between releases 
if you are going to depend solely on this general type of 
material. What then is the answer? | 

The answer to these sometimes unavoidable gaps is 
two-fold: the use of other alternatives—‘“‘how-to” mech- 
anisms—and the keeping of a “future book.” A future 
book lists all future events relating to your business that 
can be foreseen as grist for your publicity mill. Listing 
them as long in advance as possible is the only way tie 
can be sure of not overlooking their existence when the 
time comes to make use of them. This practice, in essence. 
is employed by all newspaper editors in exactly this 
manner. . 

The following “how-to” mechanisms are also extremel: 
effective—so rich in results. they may be conceivably 
used to the exclusion of any other means to obtain public- 
ity. Essentially. they are “stunts” or prescriptions for 
making” news. Let us run through a round handful. 
Remember, that in working with these mechanisms, new 
ones of your own will come to mind. every bit as profita- 
ble as these, thereby enriching your kit-bag of tricks im- 
measurably. 
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(ut of Mind’ 


Concluding part of an article which began last 
month (page 84) which tells how to capitalize 
upon the news possibilities of your store and 


your part in community affairs to get publicity. 


by DANIEL SHIFREN 


Here, then, are some basic ways to “make” news: 

(1) Conduct a poll or survey. This may be on almost 
any conceivable subject in conjunction with your cus- 
tomers, clients, or the general public. The timelier your 
subject, however, the more space newspapers will devote 
to the result of your survey. which need not be very 
intricate. 

(2) Prophesy a trend or make an analysis. This wili, 
of course, deal with something with which you are very 
familiar, namely, your business or any larger outlook 
deriving from it. It is quite proper to incorporate the 
findings of whatever expert opinion you find most flexible 
to your purpose as long as you credit your sources of 
information. 

(3) Get up a report. This will deal with facts and 
figures concerning your business or individual phases of il. 

(4) Arrange to present an award. This will provide an 
opportunity to get your name before the public twice— 
once, when you announce the award, and, second, the 
details of its actual presentation to a winner. 

(5) Mark the celebration of an anniversary. A very 
simple mechanisms for landing in print. 

(6) Cover a letter you have received in a release. This 
should be either relating to a technical matter, neverthe- 
less of general interest, or should deal with a pertinent 
development or make a prophecy. Conversely, report a 
letter of your own that you are sending out. 

(7) Issue a protest. The possibilities here are legion, 
but be very careful your position is just and shared by 
many of the public, so that, in effect, you will be acting as 
their spokesman. 

(8) Organize a committee and announce its makeup. 


(Please turn to page 157) 
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A long, narrow layout can 
resemble a bowling alley. 
This firm solved the prob- 
lem by arranging fixtures 
and filling in the rear 
part of the store with a 
special section for gifts. 


Gift Section Rounds Out New Store 


And Creates Greater Sales Volume, Too 


Woe WHITE’S, INC., bowed into the retail 
jewelry business in Rochester, N. Y., last spring, it knew 
it was getting a good location on Main St., but wondered 
about the odd-sized space it acquired. Store manager 
Sidney Heyman took one look down the 21 feet by 120 
feet long interior and groaned. The overall effect gave 
the impression of a bowling alley. 

Setting up linear rows of glass counters for jewelry 
display in the forepart of the store, and locating a watch 
repair service office and the general credit office about 
two-thirds of the way back, merely accented the problem. 
There was still the haunting effect of a bowling alley 
leading nowhere. 

“We considered what the former occupant had done 
with the same dead space,” says Heyman, “and took off 
on a new tangent.” The former occupant had also been 
a jewelry store, but with a strong sideline of heavy appli- 
ances and phonograph records. These two items had 
served his purpose of filling up that marginal selling 
space. 

But major appliances and records were not to be fea- 
tured items at White’s. The store policy from the first 
was to limit its clientele by limiting its stock to a com- 
plete line of fine jewelry, and then step into “allied fields.” 

Just what allied fields was the problem Heyman 
wrestled with for some months. He tried a small line 
of quality luggage, then added gift appliances. and even 
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by BILL MURPHY 


some higher priced toys. After much planning and careful 
consideration came the final answer—a gift shop. 
“We saw a natural tie-in in the gift business. It’s 
related enough to the jewelry field so that it doesnt 
(Please turn to page 160) 





Set apart from the rest of the store, the attractive gift center 
in the rear has helped to eliminate the original dead-end look. 
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DIAMOND RINGS 


have 40 extra sales points 





that your customers 


can see for themselves! 


The proof is there—hetter than any words. 40 Ww 


extra angled girdle facets are the trademark of every 





















diamond cut by Multi-Facet, the only 


identifiable diamonds. 


Mate: 


ACEC MEANS TO YOUR CUSTOMER 


creater beauty 
ereater appearance of size 
assurance of quality 


protection against chipping 


more secure sett ing 





Mane: 


a2C@E MEANS TO YOUR BUSINESS 











more sales 
creater profits 
consumer acceptance through national advertising 





fair-traded. pre-ticketed to protect your profits 


sold only through franchised dealers 
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DULL UNCUT GIRDLE 





MULTI-FACET GIRDLE | 


Usual diamond has 58 fac- 
ets but the girdle is left 
dull and uncut. 

Now Multi-Facet, by its ex- 
clusive and patented proc- 
ess, cuts 40 extra facets 
strategically around the 
girdle of the stone—98 
facets in all — allowing it 
to blaze in its fullest splen- 
dor. 








See the new line of 
Multi-Facet Diamond 
Rings. Wide range of 
exquisite styles in 
solitaires and matched 
sets. New 8-prong 
mountings designed to 
enhance the patented 
Multi-Facet cutting. 
Send for booklet show- 


ing complete line. 


LET US TELL YOU 
HOW A MULTI-FACET 
FRANCHISE WILL 
HELP YOU INCREASE 
YOUR DIAMOND 
PROFITS. WRITE 


TODAY FOR DETAILS. 


6606 FIFTH AVENUE, NEW YORK 19, N.Y. 
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lf You’re in Business 


Me Keepsake 


Check these points and see why 
Keepsake means more profit...for You 

















Y FIRST in Sales 

V FINEST in Quality 

¥ FAMOUS in Fashion 

V FASTEST in Turnover 

V¥ FOREMOST in Advertising 
Y FULLEST in Dealer Helps 


















r 
Now is the time to take advantage of this opportunity for greater 
diamond ring sales and profits by featuring famous Keepsake in your store. 
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Rings enlarged to show details. "Guaranteed by @ 
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to Make Money= 


Your Opportunity for Profit? 











Pro fit 


Saleability + Quality = Prestige 
Repeat Sales 





Now, for the 26th consecutive season, the biggest advertis- 
ing campaign in the ring industry is building more sales, bigger 


sales, easier sales for the jeweler who features... 


eepsake | 
Americas Largest Selling Diamond Rings 


—proving once again that there is no substitute for Quality in diamonds, 


for KEEPSAKE guarantees a Perfect Diamond by the Keepsake Certifi- 





cate of Guarantee and Registration. 





Some new Keepsake Franchises will be available in certain areas in Spring 


1952. Your inquiry concerning the availability of a Franchise in your area 1s invited.. 
A. H. POND CO., INC., SYRACUSE 2, N.Y. 
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Palladium .... 


This much-discussed metal has made quiet progress toward establishing 


itself on the strength of its own qualities. This article tells of this precious 


metal and its present position from the standpoint of jeweler acceptance. 


J EWELRY has presented two great paradoxes 
throughout the ages. It is at once both a luxury and a 
necessity. It is at once both deeply conservative and 
responsive to relatively superficial style changes. Hence, 
any forward planning at this time should keep these basic 
complexities in mind. The traditional promotions should 
be reviewed and carefully appraised in terms of the forces 
that are affecting both men and materials in these diffi- 
cult years of world crisis. 

Take our first paradox. Young women need at least 
one ring in the process of getting engaged and married, 
and the calling of our young men for military training 
and service overseas has greatly increased the percentage 
of double-ring ceremonies. Nowadays, everyone, young 
and old, needs a watch—and the handsomer it is, the 
better. Steadily—one might almost say, remorselessly— 
the consumer recognizes and establishes as “necessities” 
types of jewelry that once were considered pure and utter 
luxury. With a growing purchasing power there conse- 
quently is a larger potential market for jewelry, which 
can be made actual, provided the potentialities are de- 
veloped with imagination and intelligence. 


PLATINUM WAS ‘UPSTART’ METAL 


Now let us examine the other paradox. Just two metals 
dominated the jewelry field in all civilized parts of the 
world for centuries. There still are a good many of us 
who can remember the struggle which platinum had in 
winning a place alongside gold and silver. The public 
was apathetic. The retail trade was wary and had many 
faults to find with this “upstart” metal. And manufac- 
turers, using traditional techniques of working gold and 
silver, cited all kinds of reasons why it was unworkable. 
This was not unique with platinum. Such has been the 
experience of many of our present-day widely-accepted 
and broadly-applied metals. 

For example, nickel hasn’t always been regarded as a 
useful metal. In the German province of Saxony years 
ago, copper miners dug up a new ore which they thought 
might be a different kind of copper. They found, however, 
that it couldn’t be worked in the same way as copper and, 
giving up in disgust, dubbed it “kupfernickel”—copper 
possessed by Old Nick, the Devil. 
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Nor were platinum’s qualities always appreciated. After 
the Spaniards invaded and conquered parts of South 
America, they attempted to fabricate jewelry adornments 
with a white metal mined in that region. Because it 
resembled the highly-esteemed metal silver, it was given 
the name “patina” —or, little silver. As a further demon- 
stration of their low regard for platinum, the Spaniards 
often gilded bars of platinum with a gold coating and sold 
them as gold bars. 


QUEEN JEWELRY METAL TODAY 


Yet, today, platinum is accepted as the queen metal 
for jewelry. Such recognition did not come overnight, 
and it did not come from the exclusive efforts of manu- 
facturer or retailer, or from a sudden demand from the 
consuming public. It evolved out of a growing awareness 
among all concerned that platinum is, indeed, the queen 
metal for personal adornment, especially as the most 
complimentary setting for precious stones. 

This great change in the tradition of jewelry was 
initiated by imaginative designers who found platinum 
to be an excellent medium for their artistry, by imagina- 
tive manufacturers who developed “know-how” in the 
techniques of working platinum, by imaginative retailers 
who saw new prestige values in platinum jewelry, and by 
style-receptive customers who appreciated something that 
was basically new rather than superficially different from 
traditional pieces. 


ACCEPTANCE OF PALLADIUM 


So we come to Anno Domini 1952 when the jewelry 
industry can well use a dynamic supplement to its “old 
hat” promotions. Whether palladium can provide that 
dynamism is a question which at least merits considera- 
tion. Remembering the history of platinum’s struggle for 
recognition, there will be an affirmative answer in the 
case of palladium only if enough designers and manu- 
facturers produce attractive lines of palladium jewelry, 
if enough retailers stock and promote these lines, and if 
enough consumers create a market for it. 

What evidence is there that these “ifs” are being 
answered affirmatively? First of all, palladium is by no 

(Please turn to page 147) 
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5 PLEDGES FOR 





Imperial Pearl Syndicate thanks the Jewelers of America 


for their constant and increasing Purchases of 


IMPERIAL CULTURED PEARLS, and pledges: 


to continue our leadership as the world's 
foremost importer of Cultured Pearls 


to continue our national advertising which 
exceeds that of all other brands combined 


/ 


wml 
) — / Sah 
to continue our Registration and Insurance oer 
—the only such protection in the industry ft “Re? _ . 
VEN ur ee 
to continue our full cooperation on basic “ssemueesseet™™ 
stock merchandising, and special promo- 
tions 





to continue providing the finest qualities in 
Cultured Pearls and accessories from our 
present vast pre-war stocks . . . and to 
augment the famous Imperial Collection 
with only the best qualities available from 
new cultivation. 


u Bh WN = 


We invite Jewelers and Jew- 
elry departments to adopt 
Imperial's prestige-building, 
sales-making basic stock 
pearl plan. 





IMPERIAL PEARL SYNDICATE 


World's Largest Importer of World's Finest Cultured Pearls 





CHICAGO: 5 North Wabash Avenue, DEarborn 2-2844 @ NEW YORK: 607 Fifth Avenue, Plaza 8-1076 
DETROIT: 914 Michigan Theatre Bldg.. WOodward 2-1300 @ LOS ANGELES: 607 So. Hill St., TUcker 6159 
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|. The Sherwood, left, and its female counterpart, the 
Sheryll. Styled to look alike, both have gold filled 
cases. Sherwood retails at $71.50; Sheryil at $67.50. 
An ideal pair for twin presentation. From Hamilton. 


2. Fashioned designed Glycine watches for 1952. All 
have 17-jewel movement and cased in 14K white 
or yellow gold. $95 retail. Emil Leichter Watch Co. 


3. Watch bands in the lower-price range have been 
added to the Flex-Let line. "La Belle," top, gold filled 
ladies’ expansion band, retails at $5.95. "Spartan," 
stainless stee!, at $4.95, and "The Superb," $4.95. 


4. Added to the 1952 Kestenmade line is the Wood- 
land watch band with Rist-Komfort Safety Clasp. 
This retails at $12.95. F.T.l. By Kestenman Bros. 


5. The Helbros "McCoy," 17-jewels, gold filled, with 
two tone gold applied dial. $69.75, retail. Helbros 
will donate a portion of the proceeds from the sale 
of this watch to the Damon Runyon Memorial Fund. 


6. Men's watchbands by Speidel. Shown at left is 
“Bold Venture'—designed to fit large watches. At 
right is “First Nighter,"' a stylized watch band. $14.95. 


7. Superior Chain Co., 7 West 45th St., New York, is 
introducing a new expansion clasp. Made with fork, 
ring and tube ends, the models shown are adaptable 
to all ladies’ watches. Prices start at $63.00, Keystone. 
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ABOUT GOTTLIEB GRADING 


Whether you order one stone or a 
thousand—or re-order to match—you 
need never have a doubt about the 
exact color or quality. For each dia- 
mond is carefully examined and class- 
ified according to the new Gottlieb 
Grading Chart — its grading is then 
definitely indicated by the symbols 
marked on each diamond paper. 

The integrity of this marking is back- 
ed by our 31 years of responsibility. 


WY 


Inquiries are invited from wholesalers 
and manufacturing jewelers 


pe op De Gis ar C1 Os bis bp OD © D5 et ae Os OF 


DIAMOND IMPORTERS 
55 East Washington Street, Chicago 2 


AMSTERDAM e NEW YORK e ANTWERP 
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1. "Tapestry" ring mountings—a modern adaptation 
of the art of tapestry making applied to ring designs. 
By Goldstein-Gerson Co., 130 West 46th Street, N. Y. 


2. Four masculine religious medals which include some 
of the most favored of all religious medal subjects: 
the Miraculous, St. Christopher, Three Way Medal and 
the Cruciform. Retail at $1 each. By F. Whitaker Co. 


3. "Good Luck" jewelry specially designed by Swank 
for Valentine's Day. The cuff links and tie clip retail 
at $2.50 each, or in boxed sets for $5.00, plus tax. 


4. "Enchantment," a new 1881 (R) Rogers (R) pat- 
tern, is a blending of something new and something 
old. It will be introduced to the trade in Spring. 


5. Designed particularly for use on narrow and knitted 
ties, the new Anson "'Pin-ette" styles range from con- 
servative to sporty. Gold plated, each pin retails for 
$.75 plus Federal Tax. By Anson Inc., Providence, R. |. 


6. An authentic reproduction of a I6th century 
English ale mug in heavy sterling silver; stands 4° 
high, has cast handle. $30 retail. Manchester Silver Co. 


7. “Fit-Rite" solid shanks form a perfect circle on 
the inside and are expertly rounded to fit snugly onto 
ring mandrel. By Precious Metals Specialties, Newark. 
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CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS ° 


LEONARD ROSENTHAL, »< 


(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 





eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 


CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS» CULTURED-PEARLS ° 
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Modernization Facts 


(From page 83) 


is space for the store front, sales area, offices, repair 
section, storage room, etc. A good rule to follow is the 
old adage “A place for everything and everything in its 
place.” 

After first determining the space to be allocated to the 
store front, the next consideration is the type and design. 
Height of the front is very important; the higher the 
store front facade. the more effective the entire front will 
be. The modern store front affects a change away from 
the closed-mass store front, substituting a light glass 
mass, susceptible to display, not necessarily as a shopping 
display, but as a dramatic, arresting feature of the shop- 
ping area. 

Make a study of the store fronts of your neighbors and 
competitors in your city, in order that you may deter- 
mine the type of store front best suited for your purpose. 
Do not copy. What looks good elsewhere may be the exact 
opposite for your store. Consider the store front treat- 
ments of your adjoining neighbors on either side of you 
so that your store will be outstanding from the rest. Make 
every effort to be individual in your selection of the 
design of the front. 

The style of your store front depends a great deal on 
the methods of operation of the store. Visual fronts are 
the definite and accepted style today. Above all, plan the 
store front for the display of merchandise and visibility 


to the store interior, not as a stock room for your mer. 
chandise. 

Exterior signs should be considered an integral part of 
the store front design. Should you be able to erect both 
a flat and an upright sign, see to it that both signs are 
designed as one unit and as part of the entire store front 
treatment. 

Planning the store interior presents an opportunity to 
really shed the shackles of inadequacy and antiquity 
from many of the present jewelry stores. Proper plan. 
ning of the interior will mean the difference between just 
another store or the real outstanding, eye-appealing, 
modern store designed as a “Tool for Selling.” 

The importance of departmentalization of your store 
cannot be overemphasized. The planning of separate de- 
partments or sections for the various groups of wares 
carried should and must be the basis for the planning 
of the sales area of your store. In determining the size of 
the sales area, consideration must be given to the space 
required for the offices, safes or vaults, credit depart- 
ment—if your store operates as a credit store—room for 
files, repair section, storage area, receiving and shipping, 
and space for air conditioning equipment. 

The styling of store fixtures presents both an impor- 
tant opportunity and a problem in interior store design. 
The growth and development of the variety of merchan- 
dise now handled by the jeweler, makes it impossible io 
think of wallcases and show cases purely on the basis 
of jewelry fixtures. Since the majority of retail jewelry 
stores are not overly large, the design and planning of 
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565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 
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these fixtures must be such as to provide for a maximum 
of flexibility in order that the many items of merchandise 
can be properly displayed. 

Displays should be dramatic enough to excite interest 
as soon as the customer enters the store, and at the same 
time. make the merchandise easily accessible to either 
the shopper or the salesperson as the case may be. There 
are no given rules as to the architectural design of the 
interior fixtures. The type and kind of materials used and 
the form and shape depend mainly upon the physical 
layout of the store and the budget allotment for this 
phase of your store remodeling. 


CUSTOMER COMFORT 

It is essential to include under the heading of “Cus- 
tomer Comfort” a place where your customer can be 
seated. particularly at the silver section. The more seat- 
ing arrangements you can provide for your customers, 
the less sales resistance there will be. 

Another important rule to bear in mind in the planning 
of the sales area is to allow ample room for customer 
traffic. The flow of traffic must be clear and direct. The 
design of the equipment should be such as to enable the 
display of “impulse” merchandise. In short, the sales 
area should be so planned to direct customer traffic nat- 
urally to this “impulse” merchandise and to stimulate the 
sale of such wares by reason of full visibility. 

The next important area of a jewelry store’s space, and 
one that is too often neglected, is the office area. Although 
very few sales, if any, are made in this space, the admin- 
istrative and operational functions that are conducted 


there are of equal import to any other phase of the busi- 
ness. If the space permits, a small private sales or credit 
room in this area will prove invaluable for the transac- 
tion of such business that requires a certain amount of 
privacy. 

In planning the office area, consider the possibility of a 
vault if space permits. Otherwise allow adequate room 
for the sate or safes. Provide ample space for the people 
who are to work in this area, taking into consideration 
the size of desks, chairs and files. 

Electric wiring and lighting is the next step in your 
planning. This subject will be described in detail in an- 
ather article of this issue. There are certain basic items, 
however, that must be determined and considered before 
proceeding with your wiring and lighting plans. The first 
being the size of the main service into your store. The 
capacity of such a service should be at least 20 per cent 
more than the total load required for all electric power 
and light. Second, provision should be made for at least 
four spare circuits for each panel box. Third, adequate 
base and wall receptacles should be provided for through- 
out the sales and ofhce areas; as well as for cash regis- 
ters, adding machines, watch repair, engraving equip- 
ment and other equipment requiring current. Fourth, 
locate panel boxes in convenient places. There should be 
a separate panel box for the store front and exterior signs, 
located in the store front area. Time clocks for the win- 
dow lighting and the exterior signs are also a must. 


The selection of the lighting equipment should be based 
on the following. and in the order named: first, function: 
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second, appearance. It will be well to bear in mind that 
jewelers sell jewelry and not lighting fixtures. 


Air conditioning today is an essential part of a modern 
retail establishment, and whenever possible air condition- 
ing should be combined with the heating of the store, 
thus eliminating the use of unsightly radiators and the 
gaining of valuable space. In planning for this part of 
your modernization, provide for 100 per cent fresh air 
intake. Ducts should be placed so as not to interfere with 
the layout of the sales area. They should be concealed 
wherever possible. 


Floor covering is also an important part of the over- 
all picture and should be given proper consideration. 
First, make sure that the underfloor is level and in good 
condition. Floor covering materials such as plastic tile, 
rubber, asphalt and linoleum tile as well as regular lin- 
oleum can be used. Smart designs can be developed to 
harmonize with the balance of the color scheme. In stores 
that have separate diamond, silverware and/or china and 
glassware rooms. carpeting is recommended for these 
areas. 


The final phase of your store modernization (or it may 
be just what you contemplate at this one time) is the 
painting and decorating. A minimum of four different 
colors should be used in the sales area. If curtain walls 
are used over the wall cases, it is very effective to use a 
different color over each section or department. Deep 
tone colors should be used in contrast with pastel shades. 
Color in varying shades. properly selected. add charac- 
ter to a store. Wallpapers. too, can be readily used to 
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good effect; in particular, where only certain areas are 
wallpapered in conjunction with painted areas. There are 
no set color schemes. Choice and selection of color treat. 
ments will depend on the physical arrangement of the 
store, the finish of the woodwork and the fixture arrange. 
ment. 

The foregoing is a brief outline of the fundamental 
factors that retailers should consider as a check list for 
any contemplated modernization program. Notwithstand- 
ing the present situation as regards restrictions, there 
is and will be ample opportunity for you as a retail mer. 
chant to properly maintain the appearance of your store. 
You may not be able to do any heavy reconstruction to 
the building proper, but this will not preclude your being 
able to redecorate, install new floor covering, new lights 
and lighting, new store fixtures. Maximum results from 
any modernization program can only result from careful 
planning, and the above review of principles can serve as 
a beginning for a well integrated program. 





Happy Birthday to Me 


Milton H. Schlosser, 1505 K Street N.W., Washington, 
D. C., mailed out birthday cards in celebration of the 
company’s 20th birthday. Engraved on the card is a 
birthday cake with 20 candles, one of which is a miniature 
wax candle. 

The card reads: “Thanks to you, our customers, our 
friends, we are celebrating this month our 20th anniver- 
sary. Without you, our business would not have grown 
and prospered.” 
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Store Fronts 


(From page 84) 


modernization and 200 pounds of copper is enough to 
wire the show window and entrance from top to bottom. 

The trend in modern jewelry store construction is to- 
ward creation of an effective setting for the exclusive 
merchandise which stores of this type feature. This func- 
tional type architecture utilizes the store itself, both ex- 
terior and interior, as a constant merchandising medium 
and produces individual building styles as opposed to the 
dated standardized patterns. By following functional 
lines based upon the purpose of the store, particularly 
attractive and distinctive motifs can be achieved that are 
as appealing in appearance as they are eflicient in opera- 
tion. 

Keynoting the modern trend is the all-glass open front 
coupled with extensive interior use of glass in its many 
shapes and forms. As the name implies, the open-front 
type jewelry store emphasizes the visual angle and per- 
mits the customer on the sidewalk to see into the store. 
Started in the years immediately preceding World War 
II, the swing to the open-front store was retarded because 
of the lack of materials and labor. Current activity, how- 
ever, in practically all retail sales establishments, indicate 
that a majority of stores will adopt this new type front. 
The basic idea of the open-front is to eliminate all solic 





Signs of the Times 


A store sign that really catches the eye is the one now 
used by Burner Jeweler, 9550 E. Las Tunas. Temple City. 
California. 

Since its installation in the latter part of 1951, it has 
been responsbile for considerable business. It is not un- 
usual for first-time-in customers to make comments such 
as, “I never knew there was a jeweler here, until I drove 





by and saw your unique jewel and box.” and “Say, that 
diamond on the building sure reminded me where you 
were located.” 

So outstanding is this different style of display sign that 
all other signs in the block become commonplace. [t 
causes motorists driving by to turn their heads to get a 


better look; and people walking by on the sidewalk often 


point it out to each other. 

In addition to the good it does in bringing customers 
into the store, it also helps afterward. For it is a grand 
“conversation piece.” Often the new customer will laugh 
and say, “I don’t want a gem as large as yours on the 


building, but . . .” 
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IS A BIG SELLER IN OUR STORE” 


“Because of Art-Craft’s complete Jade 
selection, our Jade window displays 
have been the topic of much conversa: 
tion in town and the cause for many 
big sales. Every Jade piece appeals 

to a woman's good taste as well as 
her budget. The fine quality and 
beautiful designs have made Jade an 
important item in our store.” 








SAYS LOU GUTOWITZ OF GUTOWITZ JEWELERS, HEMPSTEAD, N. Y. 










J205 
A unique Jade and 
Diamond - stone 
Broach, elegantly hand 
set in Platinum. 
$700 


3118 
Fine Jade drops in 14K 
Gold mounting. 

$150. 


«* 





J15-15 
14K Gold Jade Pendant and 
Chain enhanced by genuine 
seed pearls in a_ luxurious 
| Gold setting. 

F $90. 


et eane8 


ALL PRICES KEYSTONE 


ART-CRAFT JEWELRY CO. 


America's leading Manufacturer of Jade Jewelry 


| W. 47th Street, New York 19, N. Y. 
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or non-transparent partitions between the exterior and 
interior of the store. 


MODIFIED TYPE FOR JEWELERS 


Although the use of the complete open-front type store 
would not prove particularly advantageous to many 
jewelry stores, there are several modifications especially 
attractive for the jewelry field. The front of the average 
jewelry store presents several difficulties not found in any 
other type retail store. Foremost of these is the display 
problem. Rings, diamonds, watches, and similar mer- 
chandise must be brought up to a level where the fine 
crafismanship and beauty can be seen without too much 
craning of the neck by the customer. This obviously calls 
for an unusually high bulkhead, averaging between three 
and four feet from the base. Because of the small size of 
most jewelry store merchandise, there is no need for 
height in the window display area. The facia, between 
the top of the store and the top of the display area, can b2 
considerably larger than in most stores. Reduction of the 
display area at first indicates that the interior visual angle 
from the street would be out considerably. However, in 
a jewelry store, the potential customer is up close to the 
window and thus a display front of approximately three 
feet of glass affords sufficient space to see into the store. 

The average jewelry store with a front of from 20 to 30 
feet can effectively combine opaque Carrara structural 
glass with polished plate glass and achieve a modified 
open-front that will attract attention. The Carrara can be 
used in different colors, for the high buikhead, facia. 
and other exterior members. Some jewelers are also em- 
ploving Carrara as the base for their window display 
areas. In place of the solid back window partitions which 
in the past screened off interior views, sliding panels of 
clear polished plate are being used. A most effective 
means for incorporating the important visual angle inte 
the average jewelry store is use of Herculite glass doors. 
These doors are one large panel of glass which has been 
tempered in much the same manner as steel. They pro- 
vide the means for the customer to obtain a view of the 
store's interior, are attractive and ornamental, and elimi- 
nate the adverse psychological reaction of a barrier which 
is ofttimes created by a door of solid material. 


COLOR A FACTOR 


In remodeling, color is important. It is an inexpensive 
servant ready to transform your interior into a beautiful 
and practical sales room. It is an inexpensive tool with 
which you can mold personality into your decorative 
scheme. 

Your first step in scientific color planning with Color 
Dynamics is choice of a basic color plan. There are four 
standard plans in which the full strength, tints, or shades 
of grayed versions can be used as well as black, white or 
oray. 

1. Complementary Harmony—two opposite colors on 

the color circle. 

2. Split Complementary Harmony—any color on the 

circle with the colors on either side of its opposite. 

3. Triad Harmony—any three colors equally distant on 

the circle. 

4. Analogous Harmony—a series of neighboring col- 

ors on the circle which contain one color in common. 
For example, yellow orange, yellow and yellow 
green all contain yellow. 
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These standard plans can be varied in many ways to 
suit your needs and desires. For example: 

An analogous series of colors may make use of accents 
of an opposite color. 

One accent color with neutrals—black, white, and gray 
—may be used effectively. A monochromatic scheme— 
one hue with its tints and shades—might also prove inter- 
esting. 

You can achieve a harmony of light tints—any com. 
bination of light pastel tints—for still different effects. 

In any color plan remember to use the intense color in 





Repair Manual on ‘Futurematic’ Watch 


Le Coultre Watches, Inc., division of the Longines- 
Wittnauer Watch Co., Inc., have made available a special 
booklet on the new “Futurematic’” watch made by the 
company. The 12-page booklet, “How to Repair the Le- 
Coultre Futurematic.” gives full technical data on this 
new fully automatic timepiece which contains several 
new features radically different from the ordinary auto- 
matic movement. 

Chief among these is the elimination of any clutch o1 
slip-spring. In the “Futurematic,” the mainspring is al- 
tached to both the arbor and barrel as in the ordinary 
watch, yet through the use of a unique “magic disk” 
the mainspring cannot overwind, nor can it run down 
to the point where accuracy would be impaired. When 
the mainspring is fully wound, the oscillating, winding 
weight automatically locks; when the watch runs down, on 
the other hand, the disk grips the mainspring barrel and 
the entire movement stops. 

Another feature of the watch is the lack of any wind- 
ing stem. The setting crown is located on the back of the 
watch, set into the case. 

An importént caution to watchmakers is repeated sev- 
eral times in the technical booklet which is that no part 
of the movement should be disassembled unless the 
mainspring is unwound. This is simply done as shown 
in the booklet from which the illustration shown here is 
taken. 





A screw driver is inserted into the winding pinion 
screw as shown. Next the click in the heel of the bal- 
ance cock (2) is released and with the screwdriver firmly 
held on the winding pinion screw, the mainspring is al- 
lowed to slowly unwind. 

Copies of this booklet are available from Vacheron & 
Constantin—LeCoultre Watches, Inc., 580 Fifth Ave., 
New York 19, N. Y. 
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—on Every Count! 


Here’s the latest, hottest news in the watch- 
band industry! In a coast-to-coast survey just 
conducted by an impartial research organi- 
zation, jewelers overwhelmingly voted 
Speidel the leader! Yes, we asked them to tell 
and they said Speidel. 


First in popularity! Speidel watchbands 
are asked for by name—five times as often as 
all other watchbands combined! 


First in styling! Speidel’s styling is ranked 
first by four times as many jewelers—a 4 to 1 
choice! —as its nearest competitor! 


First in display material! 7 jewelers out 
of 10 rank Speidel first in display material! 


THANKS JEWELERD OF AMERICA FOR YOUR VO 






First in packaging! Jewelers rate Spei 
containers a 9 to | choice over its closest com 
petitor’s! 


First in sales! Jewelers last year sold fy 
more Speidel watchbands than any other ki 

... Speidel continues as #1 among alll lea 
ing watchbands. 


First in recommendations! Spelt 
bands are recommended to their custome 
most often by 3 times as many jewelers‘ 
any other watchband! 


First in quality! Speidel is ranked first! 
quality by over twice as many jewelers as’ 
closest competitor! 


*Alderson and Sessions, Philadelphia’ 
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SPEIDEL CATALINA! Superbly fashioned 
with facet-cut links and tapering end pieces 
that blend into watch case. Also available 
with straight ends for sport watches and 
ladies’ automatics. ITEM No. 806 (Custom 
Ends) $12.95 F. T. |. ITEM No. 818 

(i —Ki’—o") $12.95 F.T.I. 


SPEIDEL GOLDEN HARVEST! Your 
bread-and-butter item —the biggest selling 
woman’s watchband in the world! It’s 
because of styling like this that jewelers of 
America voted Speidel FIRST! ITEM No. 
G.E. 796, $10.95 F.T.I. 











SPEIDEL BALBOA! Here’s the new Speidel 
beauty that came out just a year ago and has 
already raced to the front in men’s watch- 
band sales. Mighty! Massive! Masculine! 

No need to gamble—it pays to push 

Speidel. ITEM No. 384, $11.95 F.T.1. 





STOPS WRIST WATCH SHOCK... 


as old-fashioned rigid bands cannot do! 


Here is another big Speidel exclusive that Speidel 
Television sold to the public—and the public eagerly 
bought. Smart jewelers recognize that STOP WRIST 
WATCH SHOCK is a great selling tool. It has prob- 
ably done more than anything to help jewelers trade 
up their customers from unprofitable rigid bands to 
BIG-PROFIT expansion bands. Just one more way in 
which SPEIDEL HELPS YOU SELL. 














SPEIDEL SUN VALLEY ! New wide Sportsband that 
fits all sports watches and new automatics. Overwhelming 
choice in actual sales tests. Also available with gracefully 

; fashioned custom ends. ITEM No. 819 (Straight Ends — 
(%—Kig—'2") $12.95 F.T.I. 

ITEM No. 808 (Custom Ends) $12.95 F.T.I. 
























(At left) -SPEIDEL BOLD VENTURE! 
A really wide men’s band to fit large watches... 
chronographs, automatics. Nationwide tests show a 
huge market is waiting for this mighty new 
watchband. Sensational new window display free. 


ITEM No. 390, $14.95 F.T.I. 


(At right)—SPEIDEL FIRST NIGHTER! Hand- 
some aristocrat of watchbands—the perfect gift for 
men of distinction and men on the way up.A pre-tested 
Speidel masterpiece of styling that will soon rank 
with your best-sellers. ITEM No. 391, $11.95 F.T.I. 































Speidel’s Spectacular 
New “Parthenon” Display Has 
All 4 Things You Want! 








@ Lights up! A real eye catcher! 

@ In motion! 3 revolving stages! 

® Magnificent color! 

® Displays your merchandise... 


to real selling advantage! 


WITH YOUR PURCHASE OF 
THE SPEIDEL GT/34 UNIT. 
@ HERE'S WHAT YOU GET: 


A. TWELVE SPEIDEL WATCHBANDS 


(6 Ladies’, 6 Men’s) as shown with dynamic 
display at right. 


B. TEN BEST-SELLING MEN’S WATCHBANDS 


in handy tray display for counter, window, showcase. 


(See TR/10 Unit on page 8.) 


C. TWELVE SPEIDEL LADIES’ WATCHBANDS 
also in convenient new streamlined selling tray. 
(See TR/12 Unit on page 8.) 


34 WATCHBANDS IN ALL—PLUS FREE WINDOW 
DISPLAY—PLUS FREE TWIN TRAY DISPLAYS! 


YOUR COST-GT/34 UNIT... . $166.99 
YOUR SELLING PRICE (Fed. Tax Incl.) $408.85 
YOUR PROFIT (after deducting Fed. Taxes) $173.72 
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fore such an a - Speidel men’s watchband 
Measures just 14 sent display in such a “ mae be- 
play unit famine, /2 inches in width. A wera size. 
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your distributor tytn el s line for 
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Now! Never Lose 
Another Sale 
Because “The Band 

Won't Fit”! 
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Folds flat like 
a book for Speidel cures a real “headache” for jewelers 


handy storage. 
Now for the first time—a Speidel Special Length length to accommodate 99% of your special 


Unit with LONG, EXTRA LONG — SHORT, EX- wrist sizes. You'll never lose another sale with 
TRA SHORT bands for special fitting. this new unit always at your fingertips. 
Just the right percentage of each special Order from your distributor as SL/20 Unit. 


Riemannian YOUR COST—SL/20 UNIT..............$95.08 
i te lara aa YOUR SELLING PRICE ..................232.00 


will need in 99 out of 


100 “special” cases. YOUR PROFIT .................... $98.25 
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~ SPEIDEL MEN’S IDENT. Curb chain style. A massive all-expansion 
bracelet. The perfect gift for servicemen... ushers at weddings... 
birthdays and anniversaries. Handsomely gift-packaged. Attractive 
4-color service man’s display cards furnished free with your order. 
ITEM 388/SS. With sterling silver nameplate and top shells. $14.95 
F.T.I. ITEM 388/3. With 1/20th 10KT. Yellow Gold Filled nameplate 
and top shells. $17.95 F.T.I. 





~ SPEIDEL LADIES’ IDENT. A gorgeous 
new style sensation combining chic dinner- 
hour elegance with the smart new “outdoor 
look” so appealing to today’s woman. A 
perfect gift for the service woman and out- 
door girl. Gift-packaged. ITEM 815. Yel- 
low or white 1/20th 10KT. Gold Filled. 
$14.50 F.T.I. 








SPEIDEL LADIES’ IDENT. A magnificent 
new all expansion Ident Bracelet in Cata- 
lina styling. Reflects the style setting pace, 
the grace and elegance of Catalina’s chic 
sports women. A perfect remembrance gift 
he’ll give the one he loves. Gift-packaged. 
ITEM 814. Yellow or white 1/20th 10KT. 
Gold Filled. $14.50 F.T.I. 
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BY POPULAR DEMAND! Speidel Idents have quickly Tray furnished FREE with IDT/12 Unit. (6 Idents above 
become a tremendous favorite—not just for servicemen and 6 gift packaged—4 men’s, 2 ladies’.) 
but as sentimental gifts for millions of sweethearts, 


wives, college “steadies.” You asked for this stream- YOUR COST—IDT/12 Unit ............. $75.20 
lined new Ident Tray. Here’s everything you need to YOUR SELLING PRICE ................ 182.70 
build a highly profitable volume on a hot new item. Es 44e0enaceddsesseece $77.05 


NOW Featured on Speidel TV Show 
Starring Paul Winchell—Jerry Mahoney 























GALE! Simulated pearl necklace 
with flower drop and two leaf bar- 
rettes! ITEM No. S/505, $10.95 
F.T.1. 











COLLEEN! Simulated pear! 
necklace with heart locket. Ideal 
gift for every little girl. ITEM No. 
N/504, $7.50 F.T.1. 
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BETTY LOU! Simulated pear 


necklace in picture frame gift box. ‘ 


Priced so millions can afford it. | 
ITEM No. N/501, $4.95 FI. 
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Speidel Started It! | 
TV Sold it! You Make 
the Extra Profit! | 


Cash in on this huge new Little-Girl business yo 
never had before—the “forgotten market” of 4-to-14 daugh: 
ters and nieces that Speidel opened up for you and helped 
you sell. It cost Speidel 1,000,000 TV dollars—so remember 
—SPEIDEL REALLY HELPS YOU SELL! 


Order SJ/12 Unit with 12 selected STARLET Jewelry | 
Items and spectacular ‘Angel’ window display. 


YOUR COST—SJ/12 UNIT.......... .. $37.70 | 
YOUR SELLING PRICE........... 
YOUR PROFIT $35.39 : 
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small areas and use tints, shades or grayed versions in 
larger spaces. 

When you arrange your color plan, look over your 
rooms carefully. Those with a northern or eastern expo- 
sure should have warm, sunny colors. The rooms facing 
south or west call for cool colors to temper the sunlight. 

If you have some rooms with high ceilings, use a 
darker color than on the walls. Should the ceiling appear 
low, give it a light color. 

For those small rooms which should be larger, light 
colors are correct. And to visually diminish a room’s 
size use dark colors. 

You will find that there is really “building magic” in 
color’s power to visually alter a room’s proportions. 


SIGNS ARE IMPORTANT 

The store front is, of course, the medium by which the 
store is identified to customers. In selecting a proper sign 
or symbol as an identifying mark, the jewelry store owner 
should exercise great care. All too often have store fronts 
which are of excellent design and appeal been marred 
by a blatant or inappropriate sign. In choosing the proper 
identification medium consideration must be given to 
size, color, type of material, and how the unit will blend 
into the design of the front itself. 

Bent polished plate glass letters have been one of the 
very latest innovations used for store signs. The edges 
of these letters can be made to glow attractively and 
mysteriously by an ingenious installation and lighting 
system as there is no apparent source of electricity for 
the spectator to see. In this type sign the letters are made 
of one-half inch thick glass in whatever height is desired. 
The depth of the letters range from ten to twelve inches. 
When installed about four inches of the letter extend be- 
yond the Carrara face of the store with the remainder 
carrying into a metal case located inside the store. This 
metal case contains lights and when these are turned on, 
the illumination is transmitted through the edges of the 
glass letters to the outside, outlining each letter in an irri- 
descent glow that attracts the curiosity of the passers- 
by. This type of sign is very economical to operate and 
its maintenance cost is minimized inasmuch as all vital 
parts are located indoors and protected from the elements. 
There are many possibilities for use of the same illumina- 
tion principles for signs and displays for store’s interiors. 


INTERIOR DESIGN IMPORTANT 


With the use of the open type front, the interior of the 
jewelry store becomes readily accessible visually to the 
customer and it must be treated in as attractive a manner 
as possible. Just as various types of structural glasses 
are used in making the store front increasingly attractive 
so can the same material be used with equally satisfactory 
results on the interior. 

To the practical jeweler who has a higher priced and 
more exclusive product to sell than the average retail 
store, the open type store front plus the accompanying 
interior use of glass provides an effective medium for 
carrying on his business. From a decorative point of 
view, glass makes it possible to achieve the maximum 
merchandising value from store surroundings by provid- 
ing adequate settings for the merchandise. From a utili- 
tarian point of view glass is a material that is not affected 
by the common deteriorants and thus long range mainte- 
nance costs are considerably reduced. Judicious employ- 


FOR FEBRUARY, 1952 


ment of the latest trends in store modernization will make 
it possible for the jewelry store to retain its distinctive 
character and yet vie in beauty of appearance with the 
other modern establishments now going up on America’s 
main streets. 


Fashion and ‘Fads’ 


(From page 102) 

for her top-flight fashion creations in precious jewelry. 
In all of her fine jewelry she unerringly combines beauty 
with superb fashion, and her designs are seen wherever 
smart women gather in all parts of the world. One of 
Mrs. Ostier’s newest pieces is a magnificent diamond and 
platinum leaf pin, as big as the palm of your hand, in 
which she blends various diamond cuts. Radiance is 
sharpened by contrasting baguettes, brilliants, square 
cuts, marquises, briolettes, and triangular cut-diamonds! 
The platinum stems are gracefully outspread and the 
whole effect is one of brilliance and delicacy. 

This house also has an unsurpassable choice of three- 
strand bracelets, formed of precious Oriental pearls and 
featuring center diamond ornaments that again blend 
contrasting cuts and look like frost-fire flowers. These 
ornaments are detachable and can be worn as pins or 
throat jewels. Pagoda designed rings and earrings are 
striking in dimensional height and give an illusion of 
miniature Chinese replicas crested with diamond bril- 
liance. (Ostier diamond jewelry is illustrated on short 
formal gown.) 

Art-Craft Jewelry Co. are style leaders in the highly 
specialized field of jade and multi-color gemstones. The 
years of experience of John Babakian, senior member of 
this firm, are evident in his many beautiful designs in 
which he carries old-world flavor and antique effects 
into today’s fashion mood. 

Among Art-Craft’s new pieces are great cabochon 
jade rings framed in seed pearls like antique medallions; 
and romantic rings featuring peridot, amethyst, sap- 
phires, rubies and opals; pendant earrings blending gold, 
garnets and pearls swing daintily in approved short drops; 
and there are many handsomely hand-carved pronged- 
scarab, and dropped charm scarab bracelets and pins. 
Interestingly different, are scarab pins in a circle design 
spaced with artistic delicacy; and a series of rings, charm 
bracelets, and earrings formed of gold hearts, set with 
colored gemstones, all of different colors, and all of con- 
trasting shape and cut—no two are alike! (Art-Craft 
jewelry is shown on the model wearing fan-sleeved dress. ) 

Ferrante Rivieccio Co. are well known for their pres- 
tige line of cultured pearl jewelry featuring unusual 
clasps in arrestingly beautiful jewel combinations. Smart- 
ly styled to current fashion are their chokers of shimmer- 
ing white baroque pearls, in carefully graduated 2-, 3- 
and 4-strand widths, with white gold clasps furthering 
the air if feminine fragility. Texture contrast and color 
contrast are stressed in a theme of sparkling delicacy by 
clasps which also form lovely center ornaments—red 
tourmaline petals surround a stamen of white zircons 
creating an exotic flower; an immense baroque pearl 
circled with gold beads looks romantically historical; 
and radiant two-inch cabochon jewels, interlocked with 
multi-jewel clusters, are both delicate and dramatic. 
(Ferrante Rivieccio jewelry is shown on the model wear- 
ing tiny jacket and bouffant skirt.) 
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Reading this ad 
can be worth 





10 a minute 
to you! 


... and probably much more! 


Brief Facts that show how you can 


SAVE UP TO 30% on FIRE 
and JEWELERS BLOCK INSURANCE: 


Who sets fire insurance rates? Rates 
are set by state insurance bureaus to 
cover every type of business. These 
standard rates must cover a wide vari- 
ety of good and not-so-good risks. 


Is this a fair rate for jewelers? In your 
business (jewelry and related lines) 
losses by fire are low. As a result, the 
standard rate is too high for you. 


What can you do about it? A very ex- 
cellent solution is to insure with the 
“iewelers' own company''—the Jewelers 
Mutual. We insure only jewelers (retail, 
manufacturing, and wholesale), optom- 
etrists, watchmakers and their employ- 
ees. Our losses are lower. The savings 
(currently 30%) are passed on to the 
policyowners as dividends. We are cur- 
rently paying the same 30% dividend 
on Jewelers Block Insurance, too. 


A card will bring full information. 
No salesman will call. 











National Jewelers Mutual 


Fire Insurance Company 
Jewelers Insurance Building Neenah, Wisconsin 
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Windows 
(From page 85) 


display, you will want large, wide windows. Try to get 
adequate area for the amount of merchandise you yill 
need to show so that you will not be tempted to over. 
crowd your window. Be realistic about this. If you know 
you must show a wide selection of merchandise in your 
windows, don’t be talked into small shadowbox effects oy 
other types of windows which are not suitable for your 
store. However attractive they look architecturally, if 
you cannot keep your displays in that style, the architec. 
tural effect will be ruined and your window displays will 
be hopeless! If your type of store calls for prestige or 
feature type displays where a moderate amount of mer. 
chandise is shown, the small window is fine for you. 
Your store frontage and whatever arcade or alcove 
space you decide to devote to display will naturally deter. 
mine your overall window display area, but this area 








s%/— 4" Good average 
—2'- 2! —4 dimensions for 
jewelry store 
display windows. 


























can be divided into small units or kept open in one or 
two large areas. If your architect can devise some flexi- 
ble arrangement in a large area so that it can be tem- 
porarily divided into small units or thrown into one large 
one, this would be very desirable, but such an arrange- 
ment is not always practical. If the merchandise you 
regularly carry and display varies widely in size (diamond 
rings and television sets for example) you should have 
several windows of varying sizes adapted to the various 
sizes of the merchandise lines. 


ACCESSIBILITY IMPORTANT 


An important consideration in the jewelry store is the 
accessibility of the windows, since much of the merchan- 
dise is one-of-a-kind and requires frequent removal from 
the window for customer viewing. Incidentally, it is 
better sales psychology to show the customer the particu- 
lar piece of merchandise that he asks to see even though 
you may have an identical mate in the safe or showcase. 
In most stores, too, valuable merchandise must be r- 
placed with less expensive items after closing each day, 
so that much time and effort will be saved if the displays 
are easy to reach. Your display man will certainly appre- 
ciate it if he does not have to “make like a pretzel” 
every time he sets up his displays—and he will appre: 
ciate it even more if the access doors or sliding panels 
or whatever is used are not placed so that they invariably 
interfere with the best arrangement of decorative mate- 
rial. It isn’t possible to give any hard and fast rules in 
regard to window access arrangements because there 
are so many different types of window backgrounds and 


THE JEWELERS’ CIRCULAR-KEYSTONE 














PAYER ST een 


YO Pes 


‘ 

> 
& 
ge 
Re 
rr 
# 
° 
i 
4 

¥ 








so many possible kinds of window arrangements, but it 
is something that your display man should have a hand 
in deciding. : 

The materials selected for the construction of your 
window background—and also interior show cases— 
should allow for flexibility because static displays lose 
their pulling power. The old-fashioned jewelry window 
background was generally of fine woodwork which re- 
mained the background for every display for every season 
for years and years. Backgrounds today are planned so 
that they can be recovered or repainted to assume an 
infinite variety suitable to changes in seasons, merchan- 
dise and selling promotions. Many architects and con- 
tractors install inexpensive plywood panel backgrounds— 
unfinished—and let the display man make his own pro- 
visions from there. Another solution is to have back- 
ground and floor panels removable so that they can be 
recovered from time to time. Avoid materials which are 
so expensive that they must be permanent. Variety is 
necessary in sound display promotion. 

The window ceiling should be constructed so that pro- 
vision can be made for hanging display units from it 
when desired. The possibility of doing this adds greatly 
to the flexibility and variety possible in your display set- 
ups and makes it possible to get full use of the entire 
window area—not just the floor area. Such hanging 
units or decorations must, of course, be artfully planned 
for good effect and not used simply to cram in addi- 
tional merchandise. 

In addition to making provision for adequate overall 
lighting in windows and showcases, be sure there are 





plenty of extra outlets for additional spot-lights and other 
accessory lighting and also for motors for motion dis- 
plays and other special effects. It is better to have too 
many such outlets at first than to find later that dramatic 
lighting effects and special features are impossible because 
of inauequate wiring. All motion displays are not cheap 
and unworthy of jewelry store use and theatrical-type 
lighting is something for your display man to work on 
if he does not already make use of it. 

In choosing colors and materials for your store front 
facing, remember that every window display you put in 
from now on will have to harmonize in character and 
color with what you now choose. With neutral tones, 
there is little to worry about, but if you do plan on using 
a definite color—blue or green or whatever, be sure it 
will not clash with colors you may want to use in your 
window. Store front and window are not two separate 
entities to be planned apart. The passerby sees them as 
one unit and all elements in that unit should harmonize. 

If you are going really modern and have chosen one 


of open-front styles, then not only your window, but your 


whole store interior is seen with the store front. Every- 
thing is on display. The open front store is proving 
itself successful in many, many locations and many types 
of merchandising. It may not suit every situation, but 
it is worth consideration if you are planning alterations. 
If you do decide on it, be sure every detail of interior 
design and display is considered in relationship to the 
overall store appearance. 

Inside the store, contrary to window display technique, 
complete selections of merchandise need to be on display 


| 








These rings, as all 
Church creations, are 
exceptional values— 
values that win ap- 
preciation. 
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Amethyst... 


JEWEL OF THE MONTH 


The quality and beauty of these deep 
colored amethysts are richly enhanced by 
stylishly modern mountings of 14K yellow 
gold. 
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For the Largest Selections 
of Fine Dependable 


TIMERS 
Rely on RACINE 














Write for the new Racine catalog 
of Timers and Chronographs of all 
types—in all price ranges—for every 


industrial, sports and scientific use. 


*® GUINAND and GALLET TIMERS 
*® GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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in the cases and counters so that shoppers may browse as 
much as they like in search of the items they want. These 
stock displays should be supplemented by “spot” displays 
which feature seasonal or promoted items and frequently 
will tie in with window promotions. These “spots” may 
be in shadow boxes against the wall, on open counters 
or tables and include table settings featuring silverware 
and china. 

An important point to remember in planning interio; 
arrangements is that the counters, cases and tables are 
not furniture for the store in which room for displaying 
merchandise must somehow be found, but are units 
which exist wholly for the purpose of displaying mer. 
chandise to its best advantage. The design of this “fyr. 
niture” should depend entirely on its ability to do the 
job of displaying and sometimes storing merchandise jn 
the most efficient and effective manner. In the store 
interior as in the windows, what the display designer 
can do depends basically on what the architect gives him 
to work with. When the two problems of architectural 
design and display requirements are worked out to. 
gether, the most satisfactory results will be obtained. 





Fixture Design 


(From page 112) 


angle to the aisle, the “pitch” of the wall cases. Thus, 
light is applied at equal intensity, although the wall. 
cases and countercases slant away from the wall. 

Jeweler Moore is particularly proud of the remarkable 
ease with which the new store’s two display windows may 
be trimmed. The right window resembles merely a glass 
block, with a floor slightly below waist-height, into which 
a narrow runway has been cut. The “runway” is merely 
a continuation of the aisle behind the countercases, so 
that there are no doors to open, no obstructions to weave 
around in order to get into the interior. New merchan- 
dise, or alteration to the floor design of the window is 
readily accomplished, since the window trimmer may 
stand in the center runway and touch any part of the 
glass paneling which encloses him on three sides. Due to 
the simplicity of window trimming in both units, the 
window floor is changed far more frequently than was 
the policy in former Lee stores by substituting various 
types of props, shelving, display platforms, stands, etc., 
and covering them over with display cloths. 

Another unique feature which has caused much atten- 
tion is extension of the weldwood walls on either side of 
the store, as a “background” into the latter rear of each 
display window—amounting to six feet on the right win- 
dow, and more than 12 feet on the left. Inset in the weld- 





wood “wall” behind the windows are three blondewood | 
framed “shadowboxes” in which seasonally featured | 


items, gifts, novelties receive maximum possible atten 
tion. The three shadowboxes behind each window are 
independently lighted with its own incandescent system, 
and a variety of color eye-appeal can be worked out by 
substituting variously-colored bulbs, or backgrounds. 
All fixtures in the store, with the exception of wall 
cases, can be readily moved from one place to another by 
a single man, which, as Mr. Moore pointed out, facili- 
tates cleaning, constant “appearance change,” etc. “Our 


new store was designed to be as simply operated as possi | 


ble,” he emphasized. 
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Old World Decor 


(From page 93) 


store, and a variety of comfortable, antique chairs, in 
which customers are seated while watches, jewelry, gift 
suggestions and antiques may be brought from the rear 
room or the safe. There are two wallcases and one small 
countercase in the extreme right-rear, which are devoted 
to clocks, fine gold and platinum jewelry. On the left 
wall there are two consoles which, upon closer examina- 
tion, reveal themselves as miniature, shallow showcases 
for watches and other small jewelry suggestions. 


Past this restful atmosphere, through a doorway cus- 
tomers find the “Gift Gallery” in which, on scattered 
taborets, coffee tables and a mantelpiece, are shown a 
huge variety of imported gift suggestions, as well as 
antiques. Walls in this room, for an unusual contrast, 
are done in paprika red, with a green-and-white marble 
dado, and a massive carved wood fireplace. The bright, 
cheerful color of the “Gift Gallery” contrasts sharply 
with the generally subdued tone of the main store and 
has excited much comment. 


DESIGNED FOR ‘CARRIAGE TRADE’ 


Neither partner makes a secret of the fact that the store 
has been built to attract the “upper bracket” market, rep- 
resented by the thousands of wealthy, retired families, 
who have made this Colorado resort city their home. 
“Merchandising” has consisted first of developing a store 
so unusual that it is bound to create much comment and 


interest among the thousands of tourists who throng the 
city each summer, as well as to appeal to the wealthy, 
“collector” type of customer who resides in the city the 
year around. 

“Everything we carry must be first and last unusual,” 
Bryan said. “To that end we are carrying very few items 
which can be duplicated in other jewelry stores and de- 
pend rather heavily upon the antiques and unusual gifts 
to attract both types of customers.” 

Undoubtedly one of the most effective “drawing cards” 
developed by Bryan & Scott is a novel “Geneological 
service —whereby the store will trace down the geneology 
of a family and search out its coat-of-arms, if extant. 
These are neatly worked out on white vegetable parch- 
ment sheets, in colors, and turned over to the customer. 
“This has a great deal of what we call snob appeal,” 
Scott said. “We have found that almost every wealthy 
family member has a secret desire for a family crest. 
This has been a specialty of the store which has been re- 
sponsible for new tourists visiting us each year who have 
learned of the service from friends.” 

Along with their walnut front and Old World decor, 
Bryan & Scott use modern mediums of promotion. They 
regularly make use of newspaper advertising, direct mail, 
brochures, and “prestige ads.” Every newspaper ad in- 
cludes a lot of “white space” and usually features only a 
single item, with an invitation to visit the unusual jewelry 
store. Another specialty form of promotion which the 
Colorado jewelers found particularly effective, has been 
the inclusion of a Bryan & Scott ad on theatre programs, 
symphony programs, etc. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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Whether you're selecting a hat or store merchandise, 
the right choice depends on where you want to go. 
If you want the kind of patronage that creates 
prestige for your store then, obviously, 
you Il feature offerings of outstanding character. 
Search as you will, you'll find nothing more impressive, 
more expressive of discriminating taste than the 
ageless beauty, superb distinction and 
captivating chimes of a Herschede Floor Clock 
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No. 294 (illustrated) 
superbly portrays 
18th Century styling 
8612” ‘high. 


Either Westminster 
or Westminster 
Canterbury and 

Whittington 
Chimes. 


Write for 
catalog 
showing 
complete line. 
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Cathedral Chimes 
on Tubular Bells 
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phires—Various 
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#142—14K Accor- 
dion Charm set with 
Genuine Rubies and 
Sapphires. 


#130—14K Drum 
- Charm set with Cul- 
tured Pearls, Rubies 
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pearl drum sticks. 
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62 WEST 47TH STREET 
NEW YORK 19,N. Y. 





134 





Showcases 


(From page 86) 


single, most important part of most retail establishments, 
the interior lighting, traflic-flow patterns, display and 
department arrangement are all elements vitally affecting 
your over-all volume. 


Inside the store, one of the most important items ip 
your sales presentation is the display of your merchap. 
dise. In considering your showcases, bear in mind that 
there are many, many varieties of display units, all de. 
signed to accomplish different objectives, each better 
adaptable for varying types of merchandise presentations 
than for others. If you are planning to use a showcase 
for sterling, get a model and display background that will 
show off your flatware or hollowware to best advantage. 
The same is true for watches, diamonds, giftwares, and 
sO on. 


PLAN DEPARTMENT BY DEPARTMENT 


It is of utmost importance to plan your store layout 
department by department, in such a manner that cus. 
tomers who are at the diamond section will not be dis. 
turbed by an appliance sale. Separations of this kind can 
be easily attained with space devoted to wall displays 
that will lead to the next department. Concentration, 
especially in high price units, is a most important factor 
in successful jewelry selling. 


If, because of the individual nature of your store, the 
new showcase and/or display unit will be used to present 
different types of merchandise at different times .. . or 
if you need showcase versatility because you vary your 
promotions . . . don’t cramp your display style with fix- 
tures that are limited in function. You can select some- 
thing like the new ultra-versatile Flex-Bilt unit soon to 
be available. This consists of a group of matching plat- 
form pieces of beautifully designed, co-ordinated shapes, 
which can be arranged and re-arranged with the greatest 
of ease to fit every possible display problem, both in your 
showcases and windows. 


This is the type of thinking and planning that should 
20 into every detail of your modernization program. Of 
course, the thinking and planning need not necessarily 
originate with you. Just as you seek legal advice from a 
lawyer or construction advice from a reliable builder ... 
it makes good sense to get modernizing merchandising 
display advice from an expert. That expert can be a pro- 


fessional display man, the merchandising man in & | 


advertising agency or a consulting architect who is mer | 


chandise-minded. 


There are also progressive display manufacturers who 
will be glad to help you with your modernization prob- 
lems. The Mautner Company, with whom I am con 
nected in an advisory capacity, has long been recognized 
as important factors in the merchandising display 1” 


dustry. Last year they inaugurated a great forward step | 


in serve to jewelry retailers by setting up an expert con- 
sulting staff of “Imagineers” composed of experienced 
display men who combine active, creative, imaginative 
talents with practical, price-conscious engineering know: 
how. : 


These men will visit jewelry stores on request and, | 
after careful analysis, make specific modernizing, met | 
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chandising and display recommendations. This service is 
supplied without charge. 

It is not my intention here to go into every merchan- 
dising device and display available to the jewelery mer- 
chant. These must, of necessity, vary with the individual 
location, circumstance and character of the store involved. 
I simply want to reiterate the extreme importance of 
planning . . . the great value of display merchandising in 
your “Operation Modernization.” 

The extent of this value was revealed recently in a re- 
cent series of studies covering Visual Merchandising Re- 
search. These were conducted by the National Asso- 
ciation of Display Industries in conjunction with the New 
York University School of Retailing and the Retailing 
Dept. of Washington University at St. Louis. 

This research was carried on in twelve cities in various 
parts of the country. It carefully observed, classified and 
tabulated the behavior of a million and a quarter people 
as they reacted to specific window displays. All displays 
were typical of each store’s policies and procedures. 

Despite wide variations in type of merchandise, time 
and technique of visual presentation in each city, it was 
shown that remarkably high percentages of both men and 
women see and remember displays. 

Sales results, covering the different merchandise on dis- 
play, were reported by the cooperating stores for each 
week in a three-week period . . . namely: for the week 
before the window display, for the week that the mer- 
chandise was on display, and for the week after the dis- 
play was removed. No other publicity (newspaper, radio, 





TV, magazine or other advertising) was employed for the 
merchandise studies in these displays. 

The conclusion drawn by the researchers was this: 
when merchandise was properly displayed, sales rose in- 
variably. The week after the various kinds of merchan- 
dise were removed from display, sales dropped—but were 
still at a higher level than before they were displayed. In 
other words—visual merchandise presentation started and 
sustained sales increases. 

While that conclusion was reached on the basis of win- 
dow display studies, I don’t think it would be wrong to 
extend it to cover interior displays as well. And while 
no attempt was made to evaluate the particular kinds of 
display or types of presentation, it is reasonable to as- 
sume that they are not all alike in effectiveness. 

Knowing, then, that visual merchandise presentation 
does affect sales, you must conclude that the better the 
display, the better the merchandising, the better your 
sales results. So take a good long look at your own mer- 
chandising and display techniques—also call on and use 
the eyes of an expert—and when you modernize your 
store, modernize your merchandising as well! 





Plains Jewelry, Cheyenne, Wyoming, has modernized 
its establishment with several interesting features. Height- 
level microphones have been placed near all showcases. 
When a customer sees merchandise she is interested in, 
she talks into the microphone and a salesman is imme- 
diately at her side. 
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QUALITY ; a! Seuelry 


IS EASIER TO SELL 





Special among the kinds of pride that will not permit 


compromise with quality is the heart-felt pride of the lodge member 


in his organization. His enthusiasm knows no bounds... 


he spends 


a great deal of time and money in attaining and maintaining his 


fraternal ambitions... 


he feels his lodge is the best in the world 


. and (here's where you come in) he knows that nothing but the 


very finest emblematic jewelry can adequately serve as his badges 


of pride and honor. 


WeHerling Berry emblematic jewelry is recognized every- 


where as the highest standard of quality, craftsmanship and design. 
Or, in other words, the quality emblematic jewelry that is easier 


to sell. 


WY errertine Beem & CO. 


so cieaért Y 


MEMBER AMERICAN 


THE NAME THAT MEANS 


Sine _ feudy 


8 ROSE STREET, NEWARK 8, N. J. 
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It’s no secret . . . when you 
display Lustern 10K solid gold 
earrings (for pierced or un- 


pierced ears) ail eyes just natu- 


rally turn to see them. 


Shown are but a few of the 
many styles in the large and 
varied line — tailored or drop, 
stone set, cultured pearls, zir- 
cons, white sapphires and many | 
others — all designed to give you / ay cw 
a fast moving earring assort- eee 
ment. Your Lustern wholesaler 


will show you the complete line. | oa. : 


AS ALWAYS, THRU WHOLESALERS SUSIEER! 
a Ut 


LOUIS STERN COMPANY 
PROVIDENCE > Re 1 ¢ 
NEW YORK © PHILADELPHIA * CHICAGO 
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Lighting 
(From page 87) 


and ready to continue serving them, but will help attrag 
prospective customers into your store. There are many 
varied types of lighted signs for you to choose from, 
including molded plastic, glass-faced panel types, painted 
signs illuminated by PAR spot or flood lamps or fluor. 
escent strips, silhouetted signs and exposed lamp type 
signs. In choosing a new lighted sign or re-evaluating 
your present sign these are some points to check. The 
sign should be of uniform brightness for maximum effec. 
tiveness, as this will make the sign easier to read and 
from longer distances. The letters should be large enough 
to be read easily from the distance the sign can be seen, 
Six-inch letters for every one hundred feet you want the 
sign to be read are very effective. Clear, simple letters are 
much easier to distinguish than more fancy ones. 


MAKING YOUR SHOW WINDOWS SELL 


One of your best salesmen should be your store’s show 
windows. In the three or four seconds it takes a person 
to walk by the average show window, your windows have 
a tremendous sales opportunity. Good lighting can add 
greatly to the total effectiveness of this silent salesman, 

For maximum contrast between pieces of jewelry, 
silverware and other typical jewelry merchandise, there 
has been a tendency to use many dark finishes both in 
the show windows and in the store’s interior. Light fin- 
ishes, with their great reflectance values, will make a 
better overall impression on the viewer than will darker 
finishes. Dark materials may still be used directly be- 
neath or beside the merchandise to furnish the strong 
contrasts needed, but light finishes on the back and side 
walls of the show windows as well as the back wall of 
the store’s interior and the display fixtures, will give a 
wider area of brightness and greatly contribute to the 
store’s attraction value. 

In store design today there is a trend toward open 
front types in which the entire interior is placed on 
display. Reflections in the large glass areas can be mini- 
mized by creating a high level of brightness in the store's 
interior. The back wall becomes important in this type 
store too. If it is of a light finish and brightly lighted, 
it will create the illusion of almost stepping forward and 
asking customer to come in, look around and buy. 

A combination of filament and fluorescent lighting is 
used in the show windows of most stores today. Both 
types offer definite advantages to the jeweler. Filament 
lighting leads in the lumens per square foot of reflector 
opening or per square foot of ceiling space needed, in 
simplicity of installation and in flexibility so far as light 
distributions are concerned. It also leads in the ease with 
which the illumination can be stepped up. Fluorescent 
lighting is better in the production of color and varieties 
of white light, and in “coolness” of both the projected 
light and the wattage necessary to obtain the given 
illumination. For the jewelry show window, a com: 
bination of the two types of lighting has proved satis- 
factory. Fluorescent lighting is excellent for part of the 
overall illumination and general brightness, and combined 
with filament lighting, gives emphasis to particular 
jewels, creates a modelling effect, and adds dramatic 
variety to the total impression of the window. 
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GOOD LIGHTING GIVES MERCHANDISE SALES APPEAL 


The sparkle of precious stones, the lustre of fine silver, 
the gleam of exquisite crystal all respond to good light- 
ing. Again filament and fluorescent lighting both have 
their roles to fulfill. In the case of precious stones, fluor- 
escent lighting fills the stones with light, making them 
appear larger. F ilament light brings out their refracted 
colors and adds tone to their sparkle. In displaying 
silverware, fluorescent lighting gives line highlights to 
the craftsmanship of the designs, while filament light 
gives the merchandise greater lustre and sparkle. Crystal 
and glassware lend themselves to display on glass panels 
generally lighted from below by fluorescent lamps; how- 
ever, the addition of filament lighting will pick up the 
gleam of the crystal, making it more attractive and valu- 
able appearing. In the case of each of these lines of 
jewelry merchandise, light highlights their intrinsic quali- 
ties by making them appear more vivid in their beauty, 


and therefore more saleable. 


MAKING THE JEWELRY STORE LOOK BETTER 


Lighting installations in most modern jewelry stores 
today combine two lighting systems. They are the general 
lighting system which supplies the general brightness 
for the store’s interior, and the supplementary lighting 
system which supplies auxiliary lighting in show cases, 
on counters, on special or featured displays. General 
lighting in jewelry stores throughout the country today 
is in the range of 50-100 footcandles. In most instances 
this general overhead lighting is supplied by fluorescent 
lamps, however, in some instances all filament lamps are 
used. As a guide to an effective combination, the sup- 
plementary lighting system should be equal to or higher 
in wattage than the general lighting system. The trend 
today is toward more and more light in the areas where 
merchandise is actually displayed, and this is especially 
true in jewelry stores. Some stores today are using levels 
of 1000 footcandles and higher on special displays and 
are finding the results highly satisfactory. Great areas of 
brightness give life to the store, attract more customers, 
make it easier for them to appraise the merchandise and 
contribute to their final impression of the store as a 
desirable place to shop. 

Lighting can fulfill other roles, too. If your store is 
long and narrow and you want to reduce its apparent 
length, this illusion can be created by the type of lighting 
installation you choose. For this type of installation, one 
suggestion is to break the lighting treatment. Instead 
of running the fixtures lengthwise the store, or all cross- 
wise, divide the ceiling area, following a design that will 
divide the lines of light into two, three or more patterns. 

The too-high ceiling poses a problem for many jewelers. 
This again is a situation that light can help remedy. One 
method is to lower the ceiling or put in a false ceiling 
and recess the lighting equipment in it. Another system 
is to use a dropped louvered ceiling with filament down. 
lighting worked into the fluorescent system. For an un- 
usual or different effect, a panel or floating type ceiling, 
lighted from above with fluorescent lighting and with 
filament downlighting recessed into the panel, has been 
used successfully. 

Cove lighting, perimeter lighting, a brightly lighted 
back wall, special brightly lighted displays toward the 
back of the store are all ways to add to your own store’s 


FOR FEBRUARY, 1952 









—ii~ 


LUSTERN 





SON 


See 


e 


Cittle Blow r 
Shrine 


SELLS ON SIGHT ... AT 
EASTER TIME or ANYTIME 


Introduced just a few months ago, the Little Flower 
Shrine Rosary package has been increasingly popular. It 
holds a lovely Little Flower Rosary — can be used as a 
household shrine. its high polish and gold embossed Cruci- 
fix give it an irresistible sales appeal. The rosary is hung 
on a white satin pad — drapes gracefully to a small 
recessed platform. The center panel, on a swivel hinge, 
opens or closes at the touch of a finger. For more Easter 
Rosary sales, ask your Lustern wholesaler to show you 
this new exciting package. 
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LOUIS STERN COMPANY 
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For the BASKETBALL ARMY 


by ish 


For this season’s army of basketball 


players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


~ J. M. FISHER COMPANY, Attleboro, Mass. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 














Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 Se. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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effectiveness by turning forbidding space into invitins 
spaciousness. Good lighting costs so little and the penal. 
ties to the jeweler who has poor lighting are so great 
that today the jeweler who wants to remain competitive 
must give serious consideration to these ways of making 
his lighting system serve him better. 


(T PAYS TO MODERNIZE WITH GOOD LIGHTING 


An investment in planned lighting builds sales and 
profits. Here are some sales increases reported by store 
owners in all parts of the nation: 

Average Sales Gains 


Type of Store After Relighting 
I oo Oe ho oo ot ee, 21% 
Automotive Stores ........................ 19% 
ee Peer er eee 24% 
og a ass: a Ge aig ko ne LE 20% 
General Merchandise ..................... 22% 
Hardware Stores ................ccce cece: 40% 
Tg one bas sa denesewd vases 37% 
Se ee eee eae 24% 


These groups of store owners, including jewelers, found 
that good lighting resulted in more sales per customer, 
more sales per sales person, per square foot and per 
dollar invested, and therefore, greater profit. 

Good lighting is a sound sales investment and compe- 
tent help to aid you in determining the type of installa- 
tion you need to do the best selling job in your particular 
merchandising operation is readily available. Your local 
utility will undoubtedly be able to give you expert help 
in determining your lighting needs and in arriving at 
the costs involved. But good lighting doesn’t just hap- 
pen. To serve you well, it requires thought and planning 
and once you have a lighting installation that is serving 
you well, it cannot be forgotten if it is to continue to give 
you maximum efficiency for the money you have invested 
in it. Lighting maintenance is a continuing effort that 
requires only a small amount of time and effort, but pays 
handsome dividends in lighting efficiency. Dirt and dust 
collecting on lamps and reflecting surfaces of the fixtures 
can reduce the total light output considerably over a 
period of time. Lighting maintenance companies offer an 
easy means of providing this service, when the individual 
store operator does not have a staff to do the job. Such 
companies take complete charge of the lighting installa- 
tion, providing periodic cleaning, lamp changing and 
replacement. 

Final proof of the soundness of good lighting is re- 
flected in the sales record of the store. Enough of the right 
kind of light, the right prescription for your store, and 
your own ingenuity, can make an excellent team for 
increasing sales and profits. 





Kay Jewelers of Kansas City, Missouri, issues a monthly 
postcard calendar having on one side a snapshot of 4 
customer with a watch, diamond ring or other piece of 
jewelry. Underneath is a caption identifying the cus- 
tomer and under this caption are the days of the month. 
They are available each month at the jewelers and are 
also mailed to all customers. 

Each month a local photographer takes a picture of 4 
store customer in the latter’s home. The customer then 
receives a voucher worth $3 in merchandise and has the 
additional pleasure of seeing the picture on a monthly 
calendar. At the bottom on one side of the calendar is a 
“Bargain of the Month.” 
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Jewels in the Desert 
(From page 94) 


dinnerware, silver service, etc., along with them. The 
others live at any of several fabulous guest ranches and 
hotels clustered about the town. 

Alchian’s inventory reflects this resort phenomenon. 
The store does not stock wedding rings, flatware, dinner- 
ware or crystal. Originally, watches made up over 40 per 
cent of the inventory; fine costume and gold charm jewel- 
ry, 25 per cent; and the balance was divided between 
fine jewels and miscellaneous items. Currently, watches 
account for about 30 per cent of the stock. Until a year or 
two ago, diamonds were in heavy demand but the local 
trend has shifted to large fancy colored pieces such as 
emerald rings and to parti-coloreéd rings and earrings. 
That Alchian has successfully anticipated these trends is 
borne out by his recent expansion program which saw the 
little shop grow to double its original size. It is now 20 
by 50 feet. 

For the most part, Jewels by Alchian’s clientele is af- 
fluent, retired and sophisticated. Alchian conducts his 
buying accordingly, testing each item with: Is it different 
from anything my customers can buy elsewhere? 

Impulse buying is the key to selling this type of mer- 
chandise and the entire shop has been designed to stimu- 
late this impulse to buy. As a result, most of the sales 
in the store are made to women buying something for 
themselves, some little jeweled pin or necklace that she 
“couldn’t resist any longer.” 

Alchian has found that these unique and often expen- 


j 


sive pieces cannot be sold by high pressure but must sell 
themselves largely by customer appeal. On the other hand, 
he has found that it is easier to sell a $1000 watch than 
a $39 one in his shop. His watch customers, both men 
and women, are looking for this same unique quality that 
characterizes the shop’s fine jewels and costume pieces. 


The windows are the medium most used to stimulate 
the customer’s interest. The small, street front cases are 
made as tantalizing as possible to draw the customer into 
the store. All of the windows are backed by sliding glass 
doors so that the interior of the store is visible to anyone 
glancing at the window display. A floor-to-ceiling win- 
dow forms the corner of the shop and an unusual case 
containing Patek Phillipe or equivalent quality watches 
stands at this window. The store is located at the entrance 
to the Town and Country arcade which leads to a large 
park-like patio and one of Palm Springs’ smartest shop- 
ping areas. The south side of the shop which forms a part 
of the arcade is devoted to eye-level window cases. Each 
of the four cases features a different type of merchandise: 
one may carry women’s watches, another costume jewel- 
ry, a third will be devoted to men’s jewelry, and the 
fourth may carry purse accessories such as jeweled lip- 
stick cases, compacts, key chains, lighters, etc. A full 
length glass door at the end of the arcade windows pro- 
vides a second entrance to the store. 


The interior of the store appears to be in pink Italian 
marble but the walls are actually papered with an im- 
ported rose-pink marbled wall paper. The shop is divided 
into two rooms joined by an open arch at mid-point. 
The north wall of the front room and the north side of 
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STAR'S Birthstone line is created to please the discriminating customer. 


February's birthstone illustrated here . . 
cluster of two genuine amethysts with two brilliant diamonds. For him—o 


handsomely-designed closed bezel of synthetic corundum in amethyst color. 





SEAR AMG sss 






887-889 MAIN ST. 


. For her—a delicately-styled semi- 


Order through your wholesaler NOW. 






BUFFALO 3, N.Y. 



























Our many years of ex- 
perience in purchas- 
ing, restoring and 
jewelry, has gained for us the mpenielon of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Memos to rated jewelers 
¢ Estates Purchased 
¢ Special Order Work 


0. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 19, N. Y. 


Est. 1918 
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Trade Mark has 
become a Hall Mark 


Pearl Field. 


Integrity and Dependability for 
over a Quarter of a Century. 
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the back room are covered from floor to ceiling with mir. 
rors to foster an illusion of spaciousness. The partition 
which partially separates the two sections of the store 
contains a huge safe, a small stock room, and forms the 
back wall of the service desk in the second room. A small 
watchmaker’s bench and repair section also backs onto 
this partition. The watch repair service is offered to 
regular customers only. The store does not solicit repair 
work. 

All case work within the store has been designed by 
Mr. Alchian and built to order. The display cases are 
blond mahogany with black walnut bases trimmed with 
gold and lined with blue faille. The wall cases and ser. 
vice desk are done in this same blond wood with black 
trim. Fluorescent tubes illuminate the wall cases. 

The ceilings of the two rooms are recessed and the 
marbled paper is carried out over the louvers which con. 
ceal the recessed fluorescent tubes. Recessed reflecto. 
floods ar used in the ceilings to add sparkle to cut stones, 
The ceiling of the front room is light blue and that of 
the second room is gray. 

The entire shop is carpeted wall to wall in rose-gray 
broadloom. The upholstered chairs are warm gray with 
cherry plaid stripe. 

“The Villager,” a chatty but sophisticated magazine 
published in Palm Springs is the only medium of adver. 
tising used by the shop at present. A restrained signature 
advertisement, similar to the mirrored name-placque on 
the store front, is used rather than merchandising copy. 

Unlike other stores in the desert community, Jewels by 
Alchian does not stay open for the week-end tourist trade. 
Regular customers are reluctant to come into town on 
Saturday or Sunday because of the crowds from Los An- 
geles and other Southern California cities who throng the 
streets and shops. Because of the expensive nature of his 
merchandise, Alchian has found that it does not appeal 
on the whole to these week-end tourists who generally 
shop for trinkets. 

Like most resort areas, the town booms for the “season” 
and then enters a lethargic period of no business activity 
until the opening of the next season. Because of this cyclic 
pattern of Palm Springs’ life, most of the shops close over 
the hot summer months. Jewels by Alchian follows this 
same pattern and closes each year from June 1 to October 
1, permitting Vahan Alchian to “retire” —for the summer. 





Free Shamrock Plants Draw Store Traffic 
On St. Patrick’s Day 


Wilsons Jewelers, Syracuse, N. Y., pulled steady traflic 
on St. Patrick’s Day last year by offering a free shamrock 
plant to every visitor, regardless of whether he made a 
purchase. 

The store employed special newspaper advertising to 
alert the public to the offer. “Just bring an honest face 
and wear something green,” read the ad copy. 

It continued: “Right from the ol’ sod itself. John D. 
Wilson will give away 5,000 genuine Irish shamrock 
potted plants. Tomorrow morning, in honor of St. Pat- 
ricks’ Day. 

“John D., always planning pleasant surprises, had the 
seeds flown in from Ireland last year. From these you 
will get your lovely plant, as graceful and green as the 
Emerald Isle itself.” 
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Floor Covering 


(From page 89) 


number of ways to more effective merchandising that 
pays off in increased sales. 

Linoleum is the oldest and most widely used of all the 
resilient floorings. Linoleum is available in a wide range 
of types, colors and patterns so that it can fit into any 
imaginable decorative plan. It is ideally suited to custom 
design, particularly designs incorporating sweeping curves 
and scroll effects. Insets of the name of the store, a mono- 
gram or some other appropriate insignia can be inset 
for individuality and character—a real advertising plus. 

Linoleum can be used to departmentalize a store. By 
combining different colors or designs, a linoleum floor 
can neatly and decoratively divide an establishment into 
several sections, or emphasize particular displays. The 
linoleum floor can even be designed in such a way as to 
“direct traffic.” A straight or curved strip of linoleum 
in a color that contrasts with the field of the floor can 
lead customers into the rear of the store or into any other 
area desired, for customers unconsciously tend to follow 
such “traffic lanes.” 

Linoleum floors can be designed to create optical illu- 
sions. If a jeweler with a long, narrow store wishes to 
have it appear wider, a linoleum floor installed in a pat- 
tern of rectangles or with broad bands running across 
the store will create the illusion of greater width. In 
much the same way, a floor design can be created to 
“lengthen” an establishment or otherwise to “change” 
its shape. 


DESIGN VERSATILITY 


Linoleum’s wide range of colors and patterns are re- 
lated and contrasted for the greatest possible effective- 
ness in harmonizing with any scheme of interior decora- 
tion. Plain colors of contrasting shades can be very at- 
tractive. Many merchants like the striated effect of jaspé 
patterns or the swirl graining of marbelle, for these types 
tend to hide footprints and dirt. Embossed inlaid lin- 
oleum is the favorite where the decorating accent is 
feminine and gay. The straight line linoleum with its 
clear cut, sharp patterns of blocks, tiles, or other designs 
is chosen for many stores. 

Linoleum retailers are glad to give advice and help to 
jewelers in choosing colors and patterns. A special ser- 
vice by the Bureau of Interior Decoration of the Arm- 
strong Cork Company is available through local linoleum 
merchants for help in solving flooring problems. The 
Bureau’s trained personnel will suggest colors and color 
schemes, design individual monograms or other insignia, 
or create a special floor design built around the needs 
of a particular jewelry store. In the matter of color and 
design there is wide latitude, of course, for individual 
preferences. However, it is axiomatic that light colors, 
pastel shades, tend to make a room appear larger; and 
dark shades seem to make an area smaller. Colors that 
many decorators consider most in keeping with the char- 
acter of a jeweler’s business are the “cool” shades—aqua, 
turquoise, light blues. Thoroughly attractive and digni- 
fied floor designs have been created for jewelery storcs 
that judiciously combine these “cool” shades as accent 
colors with a background of rich, darker colors. 

Aside from its unlimited decorative possibilities, lin- 
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The HALE, ideal for the 
small room is 7512” high. 
Westminster Chimes. 
Retails for $435, plus tax. 


WESTMINSTER 


Vel chon Yfolored 


_ REVERE clock 


The R-941 — brilliantly modern, 

encased in natural blond Avodire, 

and with Westminster Chimes. 
Retails for $60, plus tax. 
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oleum is a good buy on other counts. It can be quickly 
installed so there is a minimum of interference with bygj. 
4 A | - S ME N W A N TE 1) ness. Since it comes in rolls six feet wide and up to 99 
feet long, it can be installed with few seams and jOints, 
These seams can be made almost invisible and they can 
be waterproofed. 
E T E R N A Linoleum is not easily damaged from the impact of fall. 
ing objects, however, to avoid marring heavy furniture | 
and equipment should be placed on furniture rests. This [ 


is advised for all types of resilient floorings. 
Properly installed and maintained linoleum can last a]. | 








has profitable territories open for experienced 
watch salesmen who have good following among 
the better retail jewelers, to sell our nationally 





advertised line of inost a life-time. The patterns and colors go all the way 
| through to the backing, so that the pattern always re. 
ETERNA-MATICS ; mains sharp and the colors bright. The resilient composi- 


tion of linoleum makes it comfortable underfoot, a quality 
that is appreciated by patrons and staff. 

The maintenance of linoleum is easy. Routine sweep. 
ing and damp-mopping, with regular waxing and occa: 


the first self-winding watch on ball bearings for 
men and women. 


1. Texas, Okla., La., Ark., and Miss. sional washing, is all that is needed to keep linoleum [| 

2. Mo., Kans., Neb., Iowa, N. & S. Dakota bright and new looking. Another cleanliness feature [| 

3. W. Va., Pa., N. J. and New York State, ex- and a decorative one—is to have the linoleum covereda [| 
cluding Westchester County, Long Island few inches up the sides of walls or permanent fixtures, f 
and greater New York thus eliminating the dirt-catching, right-angle joints. 


Linoleum may be installed on virtually every type of 
sub-floor—wood, concrete (if it is suspended and thor. 
oughly dry), metal or terrazzo. 

Linoleum is not recommended for installation over 


Liberal Commissions 























Write to: Max Templehoff, Sales Manager concrete that is on grade or below grade. This is the chief [| 
Eterna Watch Company of America, Inc. limitation of linoleum. 
980 Fifth Avenue = New York 19, N. Y. For on-grade or below-grade areas, asphalt tile is the | 
(Established 1856) recommended resilient flooring. Asphalt tile, which is / 
—————"' | entirely different from linoleum in composition, is not 
— affected by the moisture and alkali usually present in on- 
a NEW stock of grade or behead areas. While it is hudesel pri- 


marily for installation in basements, it is suitable for any 


interior installation, upstairs or downstairs, whether over 
th wood, metal, or concrete. It is widely used in basement- 
AA ure Car S less buildings with concrete slab floors, a type of con- 


struction which is becoming very common in many 
* ° 
at new low prices region. = | 
— Asphalt tile is available today in a good range of at. | 
tractive colors, and it offers a wide variety of design pos- | 





| © NECKLACES sibilities. All sorts of geometric designs are possible. 
All Sizes and Grades From Trademarks or other insets can be cut to order and easily 
: $15 to $5,000, Keystone installed. 


Memorandum selections sent on request 


Asphalt tile is installed by individually cementing each | 
tile to the sub-floor. Surprising as it may seem, this | 





Furniture and fixtures can be moved to one side to 
clear a working area and put back in place as soon as the © 
tiles are laid in that section. There’s no waiting for the 
floor to “set” after it is installed. And a tile that might 
be accidentally damaged in use may be replaced withou! 
disturbing the rest of the floor. 

The smooth surface of asphalt tile eliminates much of 
the cleaning problem. It’s as easy to clean and maintain 
as linoleum, and it resists scuffs, scrapes, and even cig@ 


By & ee T U NY f rette burns. 


CULTURED PEARL SYNDICATE Rubber tile, often called the aristocrat of all resilient 
550 FIFTH AVE., N. Y. 17 Plaza 7-0769 floorings, is characterized by rich beauty and great quiet 


ness and comfort. The natural resilience of rubber makes 


1/20—12K gold filled; smartly 
styled to retail from $5 to $25. 


e LOOSE PEARLS method does not add to the time required for installa | 
From 3 to 10MM., All Qualities tion. In most instances, it actually speeds up the job be | 

cause fitting around fixtures and walls is done with con | 

e CULTURED PEARL JEWELRY venient-to-handle individual tiles. t 
z 





; 


Orders accepted from wholesalers, job- 
bers, manufacturers and importers. 


Immediate delivery from one of the largest 
and most complete stocks in the country. 
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this floor cushion footsteps to an unusual degree. As a 
result, it helps to reduce fatigue and increase the efh- 
ciency of personnel who must do considerable walking or 
standing. Its beautiful coloring and delicate graining, its 
general richness, make this flooring a natural for busi- 
nesses in the luxury class. Rubber tile can be installed 
on all suspended floors, and, with the use of a special ad- 
hesive, on on-grade concrete. It is not recommended for 
: use in basements. 

Another resilient tile that jewelers might consider for 
certain areas, such as behind counters, in the consulting 
room, or the cashier’s cage, is cork tile. Cork tile is the 
quietest and most resilient of all smooth-surface floorings, | oo 
which make it extremely comfortable to walk upon. With 
: the rich coloring of natural cork, its appearance appeals 
| greatly to many people. Cork tile is not recommended 
: for installation on concrete floors in direct contact with 
the ground. 

In the matter of cost of resilient floorings, it is im- 
possible to give specific figures since many variable fac- 
: tors such as the condition of the sub-floor, the complex- 
: ity or simplicity of the design selected, and local labor 
rates, enter into every installation. Costs naturally vary 
not only within the whole line of resilient floorings but 
usually within each particular type, due to differences 
in color, gauge, style or pattern. Generally speaking, how- 


A&G Says 
“Thanks! 


FOR THE PAST ... 

















To you who have patronized 
Aisenstein & Gordon in the past, we 
want to take this opportunity to 
express our sincerest thanks. Your 
kindness in selecting us to do busi- 


ever, asphalt tile in the darker colors is the lowest cost 
resilient flooring. Going up the price scale linoleum is 
next in line; though the thinner gauges of linoleum will 
cost about the same as the lighter colors of asphalt tile. 


ness with ... your co-operation and 
understanding in helping us deal 
with the problems which have be- 
come a part of our industry .. . 


your friendship and courtesy . . . all 
are deeply appreciated by the staff 
of Aisenstein & Gordon. 


In the next higher bracket is Linotile, an Armstrong 
! product, with cork tile and rubber tile following in that 
order. 

. Obviously, the selection of a resilient flooring for a | seeeeec: 
particular store will depend not only on cost but on other 
factors, not the least of which is the personal preference 
of the proprietor. But whichever type of resilient flooring 
is chosen, it will go a long way to dress up and modernize 
a store—it will prove to be a sound investment. 


FOR THE FUTURE ... 


During 1952, you can look 
for bigger and better things 
from Aisenstein & Gordon. 
As always, we will continue 
to strive to improve our ser- 
vice in every way possible. 
We will continue to bring 
you the finest products by 
America’s leading manufac- 
turers. As members of the 
trade have done ever since 
1895, you can place your 





Denver Store Attracts High School Set 
During Valentine’s Day Promotion 


In Denver, the “Queen City of the West,” jewelers reaily 
go all out on their Valentine’s Day promotions. Invaria- 
bly, each year a store will attempt to surpass its previous 
promotion. 

A year ago Sunshine Jewelers focused its attention 
on the group which takes this holiday most seriously: 








the high school set. The store offered a special sale of j fd ; 
Valentine gifts for school boys and girls. The items in | 288 pews “ns a ta F oe 
the sale were no higher than $5 and all purchases were a — 
gift-wrapped. 


DISTRIBUTORS OF MORE THAN 50 


The store invited a high school senior to serve as 
NATIONALLY ADVERTISED BRANDS 


“Miss Valentine Gift Hostess” for a week or so prior 
to St. Valentine’s Day. Apart from serving as an attrac- 
tion for shy high school youths, “Miss Valentine” made FINE JEWELRY °* DIAMONDS ° TOILET WARE 
gift suggestions and offered advice as to the propriety A COMPLETE LINE OF FINE STONE RINGS 
of certain gifts, scan guenncnananentis, tan ancnanen tegatana ctenanenae tetanic nsnenensneete ts SEES 
Moreover, Sunshine Jewelers promoted a sale of watch- senstei nm, Inc; «= 
bands to tie-in with Valentine’s Day. With each watch- Wook eee alien. ” Ga conmigo 
. band purchased a week prior to the holiday, the store mee: -—" al aati econ 


offered to give a complete check-up of a timepiece at no 
extra charge. 
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SALESMEN 


3 GOOD TERRITORIES OPEN 
NATIONALLY ADVERTISED 


DASON 


DIAMOND RINGS » STONE RINGS 
MID-WEST Missouri, Kansas, Nebraska, 


lowa, Wisconsin, North and South Dakota. 


SOUTHEAST south Carolina, Georgia, Flor- 


ida, Alabama, Mississippi. 


NORTHWEST Montana, Idaho, Wyoming, 


Utah, Colorado. 





First-rate opportunity for man to carry one of America's 
most extensive stone-ring lines and an excellent line of fast- 
moving diamond rings, all manufactured by ourselves. We 
are known for providing dealers with more sales-help 
material than any other manufacturer. If you have a car 
and live on one of the territories, write in detail and 
complete confidence. 


Manufacturers Since 1894 


DAVIDSON & SONS JEWELRY CO., Inc. 
20 W. 47th ST., NEW YORK 19, N. Y. 











Diamond Education 
(From page 98) 


Philadelphia serve to acquaint both residents and visitors 
with the Barr firm and its merchandise, particularly dia. 
monds. A typical billboard pictures a beautiful bride 
wearing a brilliant cut diamond, and lists the addresses 
of Barr’s eight stores. In addition to the 24 sheet bill. 
boards there are painted sign-boards on which appear 
the following copy: “Make her dream come true with a 
diamond from Barr’s.” This outdoor advertising is the 
only medium used by the company for diamond promo- 
tion which does not incorporate an “educational message.” 

Three or four times a year over 150,000 pieces of litera. 
ture on diamonds are sent out to the company’s mailing 
list. These are often four-page folders with a multi- 
colored cover showing an attractive girl looking admir. 
ingly at her diamonds. Reprints from instruction mate- 
rial by Myer Barr (published by N.Y.U. and the Uni. 
versity of Pennsylvania) offer the more detailed accounts 
of diamonds and diamontology. One of these articles is 
an illustrated treatise titled “Romance in Truth—The 
Story of Diamonds and Diamontology.” 

Geared to appeal to the average layman, the copy in 
this booklet explains the obligations of a retail jeweler 
to keep faith with his customers and not to violate any 
confidence placed in him. Explanations of rather techni- 
cal material are set down clearly along with illustrations. 
A map shows the principal sources of diamonds; a sketch 
illustrates the modern diamond mine. 

Over seventy thousand of these educational booklets 
have been placed in banks, lawyers’ offices, beauty parlors, 
and other places where people are most likely to read 
while waiting. 

Mr. Barr, who is chairman of the Educational Com- 
mittee of the Diamond Council of America, also lectures 
at the N.Y.U. School of Retailing several times a year. 
On many occasions he addresses various groups of con- 
sumers as well as jewelers. In his estimation these talks 
are a great aid in engendering confidence and creating 
interest in diamonds. He also appears on television fre- 
quently, on the firm’s own television show as well as a 
guest on other programs. He usually illustrates his talks 
with charts, close-up pictures and exhibits of fabulous 
jewels owned by celebrities. (Every day for the past 
two years the store has promoted diamonds over the radio 
by means of a one minute DeBeers transcription in the 
break of the Lady Hamilton show.) 

A 20-foot display complete with a diamond exhibit, 
a diamond cutter in action and an illustrated printed ex- 
planation of the evolution of diamond from the rough 
mattrix to the polished finished gem, was sponsored by 
the company as guests of the State of New Jersey at the 
State Fair, near Camden. Colored slides of diamonds 
and a motion picture, “The Eternal Gem,” were viewed 
by 20,000 visitors. Last year, this event was tied-in with 
the opening of the Camden, N. J., store, the seventh in 
the Philadelphia area. 

Although the educational program is the major, long: 
range plan for promoting diamonds, most of the popular 
means of promoting business are employed from time to 
time, such as remounting and redesigning of older gems, 
illustrating “before-and-after” pictures. 

“However, we find it was unnecessary to use florid 
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phrases or fragile promises such as money-back guaran- 
tees,” says Mr. Barr. He never uses the phrases, “blue- 
white,” “perfect” or “flawless,” to describe diamonds. 

The net result of Barr’s educational program is one of 
startling success. The firm has maintained a diamond 
volume amounting to at least one-third of their annual 
gross volume while sustaining a healthy volume justify- 
ing the opening of a new store on the average of one 


every three years. 





Plan Your Investment 


(From page 108) 


store merchant and obviously the major portion of the 
investment should be in this classification. Popular 
brands of watches, good selling styles of rings, and popu- 
lar lines of silverware fall into this group of stock items 
that provide the day-to-day sales for most jewelry stores. 

Seasonal merchandise can include stock that only sells 
during certain seasons of the year. Or, it can be used 
for a division of staple stock that sells better during other 
times of the year thus providing a cushion for the staple 
stock investment. Many jewelers are of the opinion that 
this figure of 15 per cent is approximately right for year 
‘round distribution of the investment. 

During heavy selling seasons it may be necessary to 
increase this investment figure slightly to take full advan- 
tage of the seasonal sales. However, at most times during 
the year it is safest to keep this investment in seasonal 
stock within the 15 per cent limit. 

Novelty items are stocked and sold successfully in some 





retail jewelry stores. These articles include special types . 
of novelty jewelry and unusual packages to promote such 
items as necklaces and children’s watches. Most retail 
jewelers feel that the total investment in these novelty 
items should not exceed 5 per cent of the total dollar 
distribution of stock. 

By examining your own store investment with these 
average figures you will have a basis for making your 
own future plans. These are merly guide figures, but as 
guides they will provide jewelry store owners with a start- 
ing point for planning total dollar investments to realize 
the largest possible return per dollar deposited in the 
business. 





Free ‘Talking’ Letter for Servicemen 
Garners Good-Will and Extra Sales 


Barker’s Jewelry store, American Fork, Utah, brought 
in scores of new customers by a unique offer to families 
of servicemen in the Army, Navy and Marines. The 
store, one of the oldest in the section of the state, recently 
offered a free “talking” letter made on a special recording 
tape to servicemen and their families. 

In a special display ad Barker’s Jewelry invited all ser- 
vicemen and servicemen’s families to drop into the store 
—without obligation—and “just speak into a micro- 
phone.” In addition, the store promised to mail the talk- 
ing letters anywhere in the world. 

Store officials said that although the offer was made 
not as a profit-making plan but rather as an institutional 
promotion, it resulted in much added business. 
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ARE YOU BURNT UP 


ABOUT YOUR REFINING YIELDS 








You won’t be if you use our Modern Plant for 
the burning and crushing of your sweeps. 


Send in Your Sweeps, Filings, 
Scraps, Ete. We Have a Rep- 
utation For Giving The Highest 
Returns in The Trade. 


REFINING COMPANY 


116 NASSAU STREET - NEW YORK ?-N.Y 
COrtland 7.4496 
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SALESMAN 
WANTED 


for Michigan, Ohio, Indiana, 
Illinois. 








This lucrative well established 
territory has been traveled by 
us for over 35 years. 


Complete line of rings and 
mountings. 


Commission and drawing ac- 
count. 


Only experienced jewelry men 
will be considered. 


GOODMAN & CO. 


42 W. Washington St. Indianapolis 4, Ind. 


















































Shop! 








SEND US YOUR 


your Watch Repair 





Air Conditioning 
(From page 88) 


heat creators. Furthermore, it adds to the efficiency o{ 
employees because of their physical comfort and better 
appearance resulting from the maintenance of crisp, clean 
clothing. In short, it makes the clerk a better salesman, 

Therefore, many jewelers who have enjoyed the bene. 
fits of air-conditioned stores have expressed the opinion 
that they would rather have air conditioning in their 
places of business than any other single improvement jn 
modernization. As an air-conditioned store is a haven 
during hot, humid weather, people linger and thus are 
encouraged to inspect more of the store’s stock than they 
would normally. It is because of this that many jewelers 
report that air conditioning helps maintain store traffic 
at a high level during the summertime. Thus, air condi- 
tioning has gone a long way in helping them elevate the 
valleys in sale charts. In fact, reports are available where 
jewelers say that air conditioning has increased their 
annual business as much as 37 per cent. 

Under most conditions—and this is only a generaliza- 
tion—packaged type air conditioners are preferred for 
jewelry store installations. These units take up very little 
floor space, being no larger than a small showcase, and 
are designed and finished in such a way as to blend in- 
conspicuously and harmoniously with even the finest 
equipment. Being self-contained, they are easily moved 
and re-installed if a change of store location is made. 
They range in cost from approximately $1,000 to $2,000. 

For large establishments, ducts and grilles are neces- 
sary to distribute the air uniformly throughout the store 
and thus provide an even level of temperature at all 
points with low-pressure, draftless circulation. Few 
stores, however, of the size generally found in the jewelry 
business, will require an investment of more than $5,000 
to $10,000, and the problem of ducts and grilles is seldom 
serious. 

Enumerating some of the many benefits derived from 
air conditioning in a jewelry store, we find that (1) it 
increases business by (2) minimizing summer slumps. 
It does this by providing (3) customer comfort and (4) 
aiding employee efficiency, and (5) lengthening the shop- 














ping stay. By (6) keeping out noise and (7) leaving 
the store and merchandise clean, it (8) attracts better. — 
class customers and (9) builds store prestige. Then, by 7 
keeping the (10) salesmen neat it (11) improves ther 7 
appearance and (12) their morale. 








WATCHES FOR REPAIR 


@ Efficient, accurate, ethical workmanship 


@ No requirement too difficult. Every make, 
Foreign or Domestic, can be handled 





@ Only genuine parts are used Announcement Ad Lends P restige 


to Store 


It was a comparatively small ad printed in the form of 
an announcement, but it attracted a good deal of atten’ | 
tion. Appearing in a recent issue of the Los Angeles |~ 
Times just above Donavan & Seamans’ regular merchan- | 
dising ad, the announcement read: “The American Gem | 
Society of the United States and Canada takes pleasure | 
in announcing the re-appointment of Donavan & Seamans | 
Co., Los Angeles’ oldest jewelers, as Certified Gemologists | 
and Registered Jewelers of the Society for the year 1952. 

“These coveted titles, awarded only to a comparatively 
few jewelers throughout America, signify the peak of at: 


@ Rapid Delivery—work started same day 
your order is received 


@ Fully bonded and insured 
VERY REASONABLE RATES! 








Send your watches to us with Confidence! 


UR SHOP 


The Jewelers’ Watchmakers 
40 W. 66th St., New York 23, N. Y. 
ENdicot? 2-7985 
“The Difficult Takes a Little Time. 




















The Impossible Takes a Little Longer.’’ 
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tainment in the jewelry profession. They can only be 
achieved after exhaustive examinations of gemological 
proficiency and unquestionable business ethics and prac- 
tices . . . and must be re-won each year.” 

The effectiveness of such an ad is not to be measured 
‘n terms of immediate sales. Its value is derived in in- 
creasing the prestige of the jeweler in his community by 
accenting the “specialist” angle, thus achieving addi- 
tional customer-confidence for his store. 


Palladium 


(From page 118) 





means a stranger in the field of jewelry. One of New 
York’s Fifth Avenue jewelers, whose name is a household 
word for quality and prestige, has maintained since the 
First World War a line of fine palladium jewelry in the 
larger pieces, such as brooches, sprays and eay-clips, 
where this metal’s relative lightness of weight is a dis- 
tinct advantage. Surely this line would have long since 
been abandoned, unless a discriminating clientele had 
learned to appreciate the attractiveness of palladium 
jewelry and accept it as a precious metal. 

Similarly, Byard F. Brogan, the Philadelphia designer 
and manufacturer, has been promoting all-palladium and 
two-tone gold and palladium jewelry for the past fifteen 
years, and is now featuring all palladium mountings, 
wedding rings, guard bands and pearl jewelry. And 
John Giovanetti, of New York, for the past 30 years a 
leading caster of platinum rings, recently announced to 
the trade that he had created a complete line in palladium. 
He is currently producing and promoting all-palladium 
engagement and wedding rings, cocktail rings, watch 
cases, watch bands and bracelets. At the same time the 
consuming public is becoming increasingly aware of 
palladium as a jewelry metal through the cumulative 
effect of a full ten years of advertising and publicity. 

These various developments by no means add up to a 
landslide, but they do reflect activity along the line from 
manufacturers to the consuming public. A member of the 
platinum group of metals, palladium is a “blood sister’? 
of the more famous metal. These two share such char- 
acteristics as their brilliant whiteness and their almost 
complete resistance to tarnish; but they differ in specific 
gravity and in working characteristics. They are alike in 
that, for use in jewelry, each is alloyed with another 
sister metal of the platinum group; thus each is an all- 
precious metal alloy with no base metal as a component. 
Platinum is alloyed with 10 per cent iridium, whereas 
palladium is commonly alloyed with approximately 5 per 
cent ruthenium in order to get the best working properties. 

If palladium follows the example of platinum in win- 
ning and consolidating a place for itself in the jewelry 
industry, it will not be as a competitor to or substitute 
for platinum. Especially at this time our industry wants 
no challenge to platinum and yellow gold, no struggle to 
supplant either one of them. What we do want and should 
cordially welcome is some new but sound base on which 
to build new and profitable promotions. If palladium can 
provide this stimulus by winning for itself a place as a 
white all-precious metal in the moderate price range, 
all phases of the jewelry industry should benefit thereby. 
And it would seem that this metal has made a quiet but 
substantial start toward its objective. 
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Joseph Klein 


Announces— 


that effective January 30, 
1952, he is no longer con- 
nected with the firm of 


Kritzer, Stern & Klein, Inc. 


He is interested in be- 
coming affiliated with an 
important firm in the 
jewelry trade, which can 
use his successful selling 
and merchandising record 


to its advantage. 


His long contacts with 
the important jewelers in 
the East, whom he has 
successfully served for the 
past 22 years, should be 
advantageous to the right 


parties. 


Please address me at— 
271 East Kingsbridge Road 
Bronx 58, New York, N. Y. 
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Second annual silver and china show was held on mezzanine of Ardmore Hotel. 


Consistent Silver Promotions 
Earn ‘Headquarters’ Tag for Oklahoma Store 


Was A JEWELRY STORE sees fit to appro- 
priate five wall cases for the display of silver hollowware 
and, at the same time, carries 52 patterns of sterling flat- 
ware, one is inclined to think that silverware is unusually 
popular with local residents. And, down in Ardmore, 
Oklahoma, customers of Peden’s Jewelers do have more 
than a curious interest in such merchandise. 

But the present recognition of Peden’s as a headquar- 
ters for silverware did not come about accidentally. No 
accident either is the fact that Peden’s carries 29 patterns 
in china and 21 in crystal. The recent surge in the sales 
of these lines is due to the imaginative promotional tech- 
niques of Peden’s Jewelers. Stimulated by this jewelry 
firm, Oklahomans have developed a keen interest in silver 
flatware and hollowware. 

Peden’s, known as “The Bride’s Store for Southern 
Oklahoma,” attracts brides-to-be and senior girls of Ard- 
more High School. Each year the store sends out invita- 
tions to each of the senior girls to select either a sterling 
teaspoon of their own choice or the high school lapel pin. 
The store has found that 25 per cent of the girls who se- 
lected a pattern in sterling have ultimately bought addi- 
tional pieces of their pattern. And, a good number of 
the girls eventually return to buy their diamond rings and 
gift items. 

However, this merchandising technique is just one 

(Please turn to page 179) 
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How to win SALES and 
influence SHOPPERS... 


Plan timely promotions around the brand names 
March House Beautiful will be pre-selling to your 
names like the typical 


For cards, featuring advertisements of your own selection, check any or all of the 
products on the March listing below that are preceded by a number. For a mat, in 
which product names can easily be inserted, check the square indicated. Fill in 
your name and mailing address, mail to: Merchandising Division, House Beautiful 





js bal 





most logical prospects .. . 





best-sellers whose helpful trade messages appear 


below: 


DAFFODIL, a sparkling new floral etching has just 
joined the royal family of CAMBRIDCE’s best selling 
etched stemware and flatware — and is featured in a 
strikingly beautiful illustration in the March House 
Beautiful advertisement. Daffodil, and the new Cam- 
bridge Square base pieces, created much favorable 
comment at the Pittsburgh show. 
* ° . 


EATON’S FINE LETTER PAPERS, like silver and china, 
are available in Open Stock. Stores throughout the 
country have discovered that Open Stock Papers bring 
in their best customers, then bring them back for more! 
Also increase profit, keep volume high. Eaton supplies 
excellent mats for promoting Open Stock Papers 


locally. 
* 2 » 


MIRAMAR — $15.50 for five piece place setting (re- 
tail). New and popular grey border pattern finished 
in sparkling platinum bands. Center of attraction is 
the full-bloom pink rose with grey leaves, if you 
please, that match the grey border to perfection. 

° * * 


PACIFIC SILVER CLOTH was rated the best anti- 


tarnish wrapping in a recent issue of Reader's Digest. 


This beaver-brown fabric is impregnated with a silver 
compound that traps tarnishing gases in the air, pre- 
vents them from reaching the silver inside. All products 
made of Pacific Cloth are labeled. 


TAPERLITE DINNER CANDLES by Will & Baumer 
offer a fast selling, pre-sold brand in a smart two- 
pack cello-wrap package which cuts sales costs, keeps 
candles clean, unbroken, and makes eye catching dis- 
plays. High impulse item in shopping traffic locations. 
Fifteen colors based on Rahr national survey of con- 
sumer preferences. Four popular lengths — 10, 12, 15 
and 18. Displays and dealer helps available. 


LICHTOLIER features a complete line of new, truly 
modern lamps for Spring 1952 — combining fashion 
and function to fit the budget. Focus lamps that 
turn, twist and twirl, gleaming alabaster conversation 
pieces, traditional figurines, contemporary Italian 
masterpieces, ‘‘See-Thru’’ lamps with aspen-slat 
shades. For information write Lightolier, 11 East 36th 
Street, New York. 


Use House Beautiful’s influence prominently on your 


counters, in your windows, in your local advertising. Send 
today for free “Right from House Beautiful” display 
cards, mounted with advertisements in the March issue. . . 


for free tie-in newspaper mats. 


Magazine, 572 Madison Avenue, New York 22, N. Y. 


69. 
70. 
71. 
72 
73 
74 
75. 
76 
77. 
78 
79. 
80. 


BRODEGAARD SWEDISH CRYSTAL VASE 
CAMBRIDGE DAFFODIL CRYSTAL 


CARVEL HALL CUTLERY 
CRANE’S FINE PAPERS 
EATON LETTER PAPER 


FLINTRIDGE MIRAMAR CHINA 
KUPPER FRANCONIA CHINA 






81. TIFFIN CRYSTAL 
82. WAERTSILA CHINA 


83. WILL & BAUMER TAPERLITE CANDLES 
84. HAMMERCRAFT GIFTWARE 
85. LIGHTOLIER LAMPS 


LIBBEY DIAMOND CUT CRYSTAL 


PACIFIC SILVER CLOTH 
PRESTO DEEP FRYER 


SENECA CRYSTAL ELEGANCE 


SPODE DINNERWARE 


86. VERPLEX PLANTER LAMPS 


[_] “Seen in House Beautiful’ Mat. 














NAME 

ADDRESS 

CITY ZONE STATE 
JCK—MARCH 
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Pratska spotlights _ silver- 
ware panel in corner 
of window display. Below: 
a china ad ties-in with 
store's silver promotion. 


Silverware Window Panels 


Facilitate Pattern Display 


by AL P. NELSON 


Was Prastka Jewelers, Cedar Rapids, 
Iowa, remodeled its Marion branch store this past year, 
a number of display panels were put into the window 
which have greatly increased silverware sales. 

The panels, varying in width and height to accommo- 
date the areas in which they are placed, make the most 
of the window area by getting a great deal of merchan- 
dise close to window area spectators in a neat, dignified 
and appealing way. 

Attached to the wall in special wooden cases, the panels 
can be taken out of the window areas very easily, new 
merchandise substituted and the panels replaced. They 
have been used almost exclusively to date for silverware, 
and have greatly increased the volume on this line, ac- 
cording to Robert Prastka, who with his father, Louis, 
owns the two stores. 

A large picture window in the Marion branch store 
enables the public to look deep into the store. A table 
setting up front, complete with linen and dishes, carries 


150 


out the silverware theme very well and lures many 4 
housewife inside to look at the display at closer range. 
One of the window panels also shows a dinner plate 
attached to it, and this emphasizes the fact to passersby 
that the Prastka store also has a stock of dinnerware. 
Because the Prastka store at Marion displays sterling 
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POOLE STERLING 


as the ideal quality gift 
...at sensible prices 








Sterling open Salt and Peppers Sterling Picture Frame 
No. 98 Retail $20.00 No. 242 Retail $10.00 































Sterling Cigarette Box Sterling Sugar and Creamer 
No. 77 Retail $35.00 No. 300 Retail $24.00 





Hoy.) i All prices subject to Federal Tax. 
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A consistent national advertising pro- s ey’, | 

gram in some of America’s leading “\siiiad 


magazines is building up the idea that 
“gifts of fine Poole Sterling” are easy 


buy. Poole will conti hi oe yy : 
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NEW YORK SHOWROOM: 366 FIFTH AVENUE . 
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silverware extensively, the volume of this line has lately 
exceeded that of plated ware. This attests the power of 
good window display backed by keyed selling. 

An interesting innovation of the Marion store front is 
that one section of it has the miniature jewelry box type 
of display area, also with smaller silverware display 
panels, but which give the store a contrast in its front, 
and also an opportunity to display watches, diamonds, 
etc., merchandise which cannot be well shown in the floor 
level visual front, according to the owners. 

The combination of the two types of front gives the 
Prastka Jewelers an opportunity to show the public part 








of the new store and also to center attention on window 
displayed merchandise. 

Inside the store a set of display fixtures along one 
pastel-colored sidewall, designed by the Prastkas, enables 
the firm to show glassware, dinnerware and silverware in 
an ensemble effect. The glassware and dinnerware occupy 
the two top shelves, while silverware is well shown on a 
lower shelf. 

On the wall, above the selves, is a panel depicting a 
number of table settings, designed to catch the attention 
of the modern housewife. The entire wall display area 
devoted to the above-mentioned merchandise has curved 
dividers throughout, and this helps to make the displays 
more distinctive and eye-catching. 

With displays of this type, Prastka Jewelers get con. 
siderable business from women of the area who are look. 
ing for a store with merchandise which can be used for 
gifts for various occasions. 

The store has a special “Bride Card” which the bride. 
to-be fills out, giving her merchandise preferences in 
china, crystal and silver, plus her married name and the 
wedding date. After the bride fills out the card and leaves 
it at the store, her friends can consult it as a guide toward 
making more suitable gift purchases. 

This plan has worked out very well at the Cedar Rapids 
and Marion stores, states Mr. Prastka, with customers 
appreciating such a service. Once a bride has satisfactory 
relations with the jewelry store, she is certain to recom- 
mend it to her friends who are planning to get married. 
In this way, considerable extra business flows to the store 
from satisfied customers. 

(Please turn to page 159) 


Above: special "Bride Card" which prospective 
brides fill in listing their merchandise pref- 
erences. Below: an interior view of the com- 
bined china, crystal, and silverware section 


with Pratska-designed shelves and dividers. 
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Souvenir 





205 


205A 


peons for every STATE in the NATION 


2058 


. — Spoon popularity is sweeping the country and those jewelers who sensed the trend are cashing in handsomely 
Name of State and State Seal are stamped in the handles—attractively boxed—All engraving hand engraved. When 


ordering spoons with views, send post card of any view desired. Special prices for gross or more 


#150 State spoon, plain bowl 

#I5S0A State spoon, name of city in bowl 
#150B State spoon, view in bowl 

#205 Coffee spoon size, name of city in bowl 


ZH205A Coffee spoon size, view in bow 


HIOOA Souvenir spoon, plain bowl—city cut out in handle 45.80 dz. 


(ILLUSTRATION FULL SIZE) 
KEYSTONE PRICES DO NOT INCLUDE THE 20% FEDERAL TAX 


FOR FEBRUARY, 1952 


$31.40 dz. 


#£100B ad spoon, 


hand 
HI00C Souvenir spoon, view in bowl, 


handle 
#101 Souvenir spoon, plain bowl, month or year cut out 


in handle 


Thiatin SILVER CO. 


PROVIDENCE 5, RHODE ISLAND 
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1. Two compacts by the Wadsworth Watch Case Co. 
Model at left, retailing at $7.95, has a polished gold 
case. Colorful model at right, 7E-4677, retails at $5.00. 


2. "Vanguard" No. 125 is the latest addition to New 
Haven Clock & Watch Co.'s line of Swiss wrist 
watches. Water repellent and shock resistant; $10.95, 
plus tax. 


3. "Minstrel." a Telechron electric alarm clock, is 
housed in an ivory-colored plastic case and has a 
unique winged back which conceals controls. Extra- 
wide base provides stability. Retails for less than 


$6.00. 


4. “Sleepytimer,'' a five tube set with ultra-modern 
styling, is a clock-radio featuring a plastic cabinet 
in willow green or ivory, and a Telechron electric 
clock. Retails for $39.95. From the Arvin Industries. 


5. Designed exclusively for women is this high-fashion 
Volupte cigarette lighter with a matching compact. 
Availabie in both gold and chrome plated case with 
special motifs. Set retails for $17.50. Others from 


$8.75. 


6. An Osterizer liquifier-blender, by John Oster Mfg. 
Co. of Racine, Wisconsin. The Osterizer is priced at 
$39.95 with white or gray enamel base; chrome: 


$44.95. 
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Area-Wide Modernization 


(From page 97) 


“People like to shop in pleasant surroundings,” Isadore 
Meyer says, “and that’s what we’ve tried to give them at 
the New Meyer’s. The increased number of customers has 
let us know that our efforts have been appreciated.” 

The layout of the New Meyer’s has solved one of the 
most vexing problems facing retailers today—how to op- 
erate a business to the utmost efficiency with a minimum 
of personnel. The sales area is all on one floor, and all 
counters are within sight and easy access of the sales 
personnel. At the same time, merchandise is displayed 
within sight and easily accessible for the customer. 

The possibility of adding a mezzanine floor was con- 
sidered before final plans were drawn up. The Meyers, 
father and sons, found hearty disapproval of the idea 
on the part of other jewelers whom they visited. Most 
gave their opinion as an emphatic “no” where selling was 
concerned, a begrudging “yes” if there could be no other 
location for the credit department. In their experience, 
customers would not walk upstairs to make a purchase; 
they would make the effort when it was necessary for pay- 
ing installments, but too often their next charge pur- 
chases were made where the payment desk was located on 
the ground floor. 


The “hands off” policy where customers and merchan- 


dise are concerned has to a large degree been passed over 
for one that might be described as “let the customer feel 
close to the item she wants.” Of course, watches, gems, 


and much of the flatware are kept in closed glass cases, 
but these are arranged at comfortable height which in- 
vites the customer’s gaze. As for the most delicate and 
expensive crystal, china, and hollowware, the customer 
may pick them up and examine them if he or she chooses. 
The Meyers agreed that closed glass cases would elimi- 
nate dusting and lessen tarnishing, but their idea was to 
make customers feel at home, close to the article. Cello- 
phane covers help protect hollowware. Increased sales 
make insignificant the cost and effort of keeping merchan- 
dise spotless. 

The silver counter at the New Meyer’s is truly a plea- 
sure for both customer and sales person. The extensive 
sterling inventory includes approximately seventy-five 
patterns of flatware, and a full place setting of each is 
displayed on a velvet plaque in the long glass counter. 
Any one of the plaques may easily be removed and set on 
top of the counter for closer examination or handling by 
the customer who, meanwhile, is seated as comfortably as 
if she were buying a pair of gloves. Should the customer 
wish to seek a pickle fork, serving spoon, or butter knife 
in any one of the patterns, the sales person quickly ob- 
tains them from one of the two long drawers conveniently 
located behind the counter. 

The traditional bride’s preference book is an important 
service at the New Meyer’s. However, Miss Mary Hicks, 
who supervises the silver department, has found that the 
preference book can be extended far beyond its usual 
listing of wedding gifts, with a resulting increase in sales. 
For example, women going through the chairs of their 
various lodges annually receive numerous gifts. Both gift 
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givers and recipients have welcomed the opportunity to 
have a silver preference registered at the New Meyer's. 
Individual tastes in china and crystal, too, are registered 


in the preference book. 


The bride’s table provides a means for attractively dis- 
playing as many as six different place settings, all ex- 
hibiting dishes, glassware, and silver. Miss Hicks finds 


place mats of plastic lace most convenient and best suited 


to showing off the settings. The plastic is easy to clean, and 
the simple pattern of the mat does not detract from the 


merchandise. 

Electrical appliances are displayed on four long shelves 
along one wall of the New Meyer’s. There is no need for 
the customer to wait to test the tonal quality of a portable 
radio or the heating rate of an electric iron; each shelf 
is equipped with sixteen electric outlets, and any appli- 
ance may be tested at any time. 

Some retailers still hold the theory that the payment 
desk for installment buyers should be located at the rear 
of the store—“Let them walk through and see as much 





The Meyers—father and sons. Left to right: 
Benton S., Isadore Meyer and Wesley N. 


merchandise as possible when they come to make pay- 
ments.” The Meyers want their customers to see the mer- 
chandise, but they have found that they see more, and 
consequently are more apt to extend their accounts if the 
payment desk is located approximately two-thirds of the 
way through the store and set at an angle. The customer 
making his weekly or monthly installments at the New 
Meyer’s is always close to new and attractive merchan- 
dise. One week there may be an open case of flatware on 
the counter to his left, a tray of diamond rings in the 
glass case to his right. Most interesting of all will be the 
wall he faces, a large panel of bleached oak that serves 
as a giant billboard, though it is in every sense more at- 
tractive and more tasteful than those words might imply. 


REMOVABLE DISPLAY PANELS 


This large waist-high panel, 9 x 20 feet in size, is di- 
vided into twenty-one smaller panels (three rows of seven 
each). One side is always kept clear, but each of the 
small panels may be turned so that the opposite side, 
finished in the same bleached oak, may be used to display 
promotional merchandise. Thus, no scratches or screw 
holes need ever be made on one side, and merchandise 
or decorations will cover any marring of the side reserved 
for exhibits. One week the wall may display a complete 
set of promotional china, another week, a flatware service. 
When the clerk, handing over the receipt for the pay- 
ment made, says, “We have a special value in sterling 
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this week, Mr. Jones,” or “Have you received your free 
gift tea pot, Mrs. Brown?’’—the customer’s interest has 
already been aroused; more likely than not, the account 
will be extended. 

At the time of establishing credit, the prospective cus. 
tomer deserves and appreciates privacy. The credit office 
of the New Meyer’s is located at the left and rear of the 
store, within a few steps of any department. However, 
the customer, seated with his back to the sales area, can 
feel quite removed from the gaze of others. Whether the 
new customer is arranging to purchase a diamond ring, a 
watch, or a less expensive item on a time payment basis, 
he and the sales person can easily “step right over here.” 

The minimum amount of space has been taken from 
the sales floor for office purposes. A file of more than 
eighteen thousand names is kept on the second floor. At 
least one employee is present in the second floor office at 
all time, and usually more are required. When a new ac- 
count is to be opened or an old one to be extended, the 
sales person has merely to step to the inter-com, flip the 
switch, and give the customer’s name. Within a few sec- 
onds, the customer’s record card comes down the chute 
from the second floor, the sale is entered, and the card 
dropped into the return file. Several times each day one 
of the secretaries from the upstairs office empties the file 
and returns cards to their proper places. Also located on 
the second floor are a completely equipped shop where 
Meyer’s craftsmen make and repair settings and clean 
gems, a shop for the watchmaker, and large store rooms 
for the extensive inventories of silver, china and crystal. 

Increased business in the pleasant, modern surround- 
ings of the New Meyer’s is a fact that proves the practi- 
cality of Meyer’s plan for moderning the entire block. 
An increase in business has been experienced by the other 
stores which participated in the program, too, to such an 
extent that the remodeling project designed for one block 
of the street has spread to a second block. 





‘Picture Postcard’ Notifies Customers 
to Pick Up Repair Work 


Instead of the usual prosaic penny postcard, or printed 
form, a “personalized” picture postcard printed in sev- 
eral colors does a far better job of building goodwill in 
notifying customers to pick up repair work, according to 
Robert Armstrong, head of Armstrong Jewelers, in Waco, 
Texas. 

Mr. Armstrong, a veteran of two decades of jewelry 
retailing, believe customers appreciate the picture post: 
card which shows the front of the store, with its eight 
large display windows because it reminds them of similar 
picture postcards received from friends or relatives on 
vacation. Therefore, he utilizes not only the multi-colored 
photograph but “script” which resembles handwriting to 
deliver the message. This states simply, “Repairs have 
been completed on the article which you left with us. 
Will you kindly call at your earliest convenience? Cor- 
dially, Armstrong Jewelers.” Above this a printed para- 
graph points out “Armstrong Jewelers, one of the finest 
firms in the southwest, was founded by T. A. Armstrong, 
jeweler, in 1890. Enjoying an enviable reputation for 
their excellent values in the better grade of watches, dia 
monds, jewelry and silverware, this store has also become 
one of the showplaces of Waco.” 
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Publicity 
(From page 113) 


This mechanism will work in smoothly with the previous 
one, or it may be used for any unrelated subject. 

(9) Adopt a working plan. People are always inter- 
ested in programs of this sort even though it may deal 
with an ordinary explanation of how you are going to 
conduct your business for the coming year. 

(10) Arrange to have yourself included in the pro- 
grams and meetings of public bodies and organizations. 
Such groups are always in need of, and will appreciate, 
your support. But be sure to report your activity therein 
to the newspaper with as much organization background 
as will make the release credible. 

(11) Announce an appointment. It may only relate to 
the addition of another stock-boy to your staff, although 
you will not call him that in your release. 

(12) Report any trip you make. If it is a business trip, 
try to ascertain what phases of it will interest the public. 

Only a dozen mechanisms have been alluded to. They 
merely scratch the surface. You can invent ten times as 
many more, but keep a jaundiced eye cocked for their 
practicability. 

Now, a word about photographs. Hardly anything at 
all has ever been discussed with business men concerning 
this all-important tool. To familiarize yourself with what 
does and does not constitute photographic raw material, 
study the kind of pictures your local newspaper like to 
print. This method is an infallible guide. The common 





thread you are likely to discover is one concerning people 
in motion—people doing something. In short, human 
interest. You will also discover that children, animals 
and pretty girls are perennial favorites. 

You ought rarely to have any photographs made at your 
own expense. Taking proper photographs is a knack re- 
quiring years of development when it relates directly to 
news material. You can never be quite sure, no matter 
how skillful the photographer you hire, that you are con- 
forming to the prejudices in vogue on a particular photo- 
graphic staff. Newspaper prefer to have their own staff 
members shoot the pictures they want. 

How then should you go about getting a picture in 
print? First, chew over the idea and make sure it is edi- 
ble. Then address a memo to the photo editors briefly 
describing the possibility that exists. Use the same letter- 
head stationery as always. Head the sheet: MEMO TO 
THE PHOTO EDITOR OF THE BIG CITY GAZETTE. 
Several spaces beneath that line sell your idea in no more 
than four or five typewritten lines. 

Ways of getting into print are fabulously numerous 
and it isn’t my intention simply to try to mention as many 
as space will permit, but rather, to open up to you the 
major approaches from which all the myriad side streets 
flow. 

However, the main problem in any program you elect 
to follow is to forestall the danger of working in a hit-or- 
miss fashion. Thinking of your work in terms of units 
of one year will do much to prevent such a danger arising. 
A year is a nice flexible unit. Viewed thus, there is no 
compulsion to get out any releases by rote. If a week, 
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Pacific Silver Cloth was rated the best 
antitarnish wrapping by an impartial 
research laboratory selected by the 
Reader's Digest. This patented, chestnut 
brown, feltlike fabric is impregnated 
with a chemical compound of silver. The 
millions of tiny particles of the silver 
salt trap any sulphur gas before it gets 
through to the wrapped silver. Pacific 
Silver Cloth comes in ready-made bags 
for hollow-ware, in rolls for flatware or 
by the piece (31 inches wide). With 
proper use, it will protect silverware 
from tarnish for 15 or 20 years. 

See “To Keep Silver Bright,” 

December Reader's Digest 


PACIFIC MILLS... 
Weavers of fine Cottons, Rayons, Worsteds and Woolens 


FOR FEBRUARY, 1952 


Millions read these facts in the 
December Reader’s Digest 
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PACIFIC MILLS, Dept. 2R, 1407 Broadway, New York 18, N. Y. 


Gentlemen: I am interested in wraps , chests . 
hollow-ware bags , place-setting rolls , packets 
made with Pacific Silver Cloth. Send me names of sources. 
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15 DIAMOND 
BRIDAL SET 


EXQUISITELY STYLED 
TWIN-ROW DESIGN 
WITH FULL CUT 
CENTER OF FINE 
QUALITY. 14 fine, 
white matched dia- 
monds in 14 K. gold 


$37.50 
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Rings enlarged 
to show detail 





305 East 47th Street 
New York 17, N. Y. 
MUrray Hill 8-2750 
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Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 






Prices 


and tllustrations 
gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 
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or even a month slips by without your having jumped 
into print, think nothing of it; you will soon enough by 
one or another of the routes outlined for you. The im. 
portant thing to cultivate, and one which thinking jy 
terms of one year will render easy, is to arrive at a regu. 
lar, rhythmic method of sending out releases when the 
opportunity permits, all the while laying in a reserve of 
opportunities by tending to your future book and paving 
the way for profitable tie-ins. 

In the long run, the same psychological selling factors 
that compel people to buy specific nationally-advertised 
brands will also compel many of your potential customers 
to become actual ones. 

Every time you and your business are mentioned in 
print brings this desired result closer. Publicity will do 
its work in a more subtle way than advertisements, al- 
though advertisements have a definite place in your long. 
range program. 

The subtle publicity effect, however, works like s 
charm. Your name and business have been painlessly 
pounded into the public’s consciousness over a sufficiently 
long period to take root. Consequently, when the time 
arrives for your potential customer to make a purchase 
or to avail himself of your good offices, he will wend his 
way in your direction. 

Therein lies the whole trick, the aim for which you 
should strive. 

Faithful adherence to the blueprint thus far charted 
for you will assure you an endless vehicle for public rela- 
tions. Occasions will arise, though, from time to time, 
presenting an opportunity to cash in on the biggest pay- 
off of all—a feature story. 

It is sometimes difficult to assay the worth of publicity 
material found in our own backyards. But after you have 
become proficient in landing a succession of little stories 
and after you have familiarized yourself thoroughly with 
the type of material your local newspapers like to print, 
you will discover that all this material contains “human- 
interest” values. 

You all know what these are if you stop to ponder for 
a moment: contests or conflict, current topics that have 
earned broad interest, romance or sex, the adventure 
principle, children, animals, hobbies, social welfare, do- 
mestic interests, anything that is familiar through long 
usage —that it, what is commonplace; anything that 
smacks of mystery, the unusual, and, leading the field, the 
appeal based on the universal desire to achieve success 
and happiness. 

When you run across something in the operation of 
your business that incorporates one or more of these 
basic appeals, you have the makings of a special article. 
Now, it would be a shame to waste the potentialities of 
such a treasure by handling it in the usual way. The 
space you get through that route will be relatively small, 
despite the fact that a succession of small stories provides 
the backbone of your yearly program. But here you have 
something that rates a lot more space. What to do? 

Give the assignment to a staff writer of your local 
newspaper and let him do the work! Newspapers are 
ever hungry for sparkling and interesting material. 

It is advisable to use this method, when the material 
warrants, for the additional reason that a newspaper will 
rarely allow you the same amount of space it would ap- 
portion its own paid reporters. 
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By listing the by-lines of reporters and special writers 
and filing them in your notebook according to the depart- 
ments they handle or the special interests that are their 
province, you will soon have all the necessary outlets. 
Once you have tipped a newspaperman to a good story, 
he will return like a homing pigeon for more material 
later on. 

Here again the memo device pays off handsomely. Ad- 
dress it: MEMO TO (followed by the name of the re- 
porter, special writer, or, lacking these, to the city desk or 
to the anonymous editor of whatever page you believe 
will be especially interested). 

After you have become known to the newspaper fra- 
ternity, you may employ the telephone to equal advan- 
tage, briefly outlining your story prospect just as in the 
memo, being prepared to answer elementary questions 


regarding it. 
KEEP A FILE 


A final word now to those of you who have decided to 
go about this business in a thoroughly professional man- 
ner. It will pay you to keep a file of strange and odd facts 
or interesting general information concerning your busi- 
ness. Be guided in its selection by the same appeals 
mentioned previously. People are intrigued by the 
strange, the unusual or interesting facts about occupations 
with which they are only generally familiar. When you 
work these up into short publicity releases, mention your 
business or trade name as the source of the information. 

After you have earned your first little sheaf of press 
clippings, it is time to buy yourself a scrapbook and to 
paste in your stories, in order, as they are printed. Write 
the name of the newspaper and the date on which your 
release appeared, directly under the clipping. Also indi- 
cate briefly what method you used to earn print in that 
particular case and add any observation it may bring 
to mind. 

At the end of the year you will have a succinct record 
of your operations in the publicity garden and sure-fire 
ideas, based on what has worked out for you in the past, 
for the next year’s campaign. There is no substitute for a 
scrapbook such as this. It is invaluable and cannot be 
measured in terms merely of the thousands of dollars in 
increased business and good will it is surely worth and 
represents. 


Window Panels 


(From page 152) 


The Prastka stores advertise silverware quite fre- 
quently in newspaper ads and over the radio. On alternat- 
ing days the store has a brief radio program on station 


WMT, Cedar Rapids, following the news. 


Both father and son in this jewelry organization feel 
that good display, backed with proper advertising, ser- 
vice and values, makes a sales combination which ticks 
effectively. It is doing just this for the Prastka organiza- 
tion. Louis P. Prastka has been in the jewelry business 
for over 30 years. His Cedar Rapids store also uses silver- 
ware display panels, but not so extensively in the window 
areas, due to structural limitations. The silverware panels 
inside the store display area, however, show the same 
sales effectiveness as those in the Marion establishment. 
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® Consistently advertised in national magazines with increased 
schedules planned for 1952! 


® More and more pipe smokers insisting on the unique Beattie 
Jet Lighters have sent our sales to an all time high! 


Retailing at: 


Heavy Silver Plate $10.00 
Heavy Gold Plate, 
Leather Covered $15.00 


Heavy Nickel Plate $5.95 

Pigskin or Black Morocco $6.95 

Satin Chrome $6.95 

Engine-turned Chrome $8.00 Heavy Gauge Sterling Silver $27.50 
Desk model, custom built body, genuine Leather $8.95 


@ Also Beattie extra large flints, retailing 25¢ per pkg. 


Ask your favorite wholesaler or write direct to 
Beattie for name of distributor in your territory. 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. 


Rush complete price lists and dealer discounts for 
Beattie Jet Lighters to: 
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NEW GEMEX 


COUNTER PAD DISPLAY ASSORTMENT 
PRICE $77.80 KEYSTONE 








e 10 handsome expansion bands, each one of proven popu- 
larity —5 each for men and women. 


e FREE —da distinctive, rich wine velvet display covered in 


attractive simulated lizard, 14'' x 8" closed. 
© A 3-way display that gives you 10 opportunities to increase 
your sales. 


Display either open with flap in front or with flap folded 
under, or with display closed showing attractive merchandise 
simulated lizard case. 


JOS. B. BECHTEL & CO. 


729 SANSOM ST. PHILADELPHIA 6, PA. 
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Gift Section 


(From page 114) 


detract from our main wares, but merely lends itself to 
jewelry as a proper adjunct. We were definitely opposed 
lo getting into the highly competitive major appliance 
field.” 

White’s Gift Centre was opened late in October. Full. 
page newspaper advertisements broke the promotion on 
the opening day and were repeated a week later. The ads, 
offering free merchandise that week, were slanted to 
appeal to the home-minded woman. The results were 
immediate. Shoppers came into the jewelry store to buy 
cifts. 

Upon entering White’s, the gift-shopping customer 
found that the new Gift Centre was located well back 
into the store. But the new section was easy to spot from 
the front. A large modernistic sign, with light-colored 
letters on a darker background, announced the Gift 
Centre and also served to set it off from the rest of the 
store. 

The establishment of gift business in the rear not only 
reduced the “bowling alley” reaction, but it also turned 
dead space into a live center of customer appeal. Better 
yet, its location made the gift buyers march past the 
double rows of jewelry counters. The result is obvious. 
Jewelry sales picked up. 

“Tt’s a little difficult to say now just how many of our 
gift customers become jewelry customers too,” Heyman 
declares. “But the heavier traffic flowing past those 
jewelry displays is not going to waste. There’s a lot of 
exposure to jewelry before you get to the Gift Centre. 
That’s bound to have its effects. And I’ve seen a lot of 
cases where those gift customers who didn’t buy jewelry 
one time, remembered us later and did so at a later date.” 


White’s is now in the gift business to stay. A woman 
experienced in giftware sales was hired especially to take 
care of that section. And before opening it, Heyman 
surveyed the giftware market thoroughly and “bought 
on the basis of good taste.” In line with their price range 
of jewelry, White’s gifts include popular-priced crystal 
pieces, aluminum ware, earthenware and similar lines. 

Still relatively new to the store, the current lines of 
gifts are undergoing “a shakedown cruise.” “We're still 
studying our gift sales to see what are the best selling 
items,” says Heyman. “We'll know where we really stand 
in the future. But we’re sure of one thing now: we're 
on the right track with gifts.” 


Besides, all gift sales are “plus business,” he feels. 
“Even if our gift customers never bought any jewelry— 
which is far from the facts—we would still be getting 
this plus business. As it is, the Gift Centre addition 
brought in heavier store traffic, which perked up overall 
sales, and it solved the problem of the dead end ‘bowling 
alley.’ The Gift Centre turned out to be a natural for us.” 





Sales Tip—Choose jokes with care. Every salesman is 
expected to know a few new jokes. Too many modern 
jokes produce laughter at: the expense of personality, 
traits, beliefs or convictions. Make sure the new joke 
we’re readying for the next telling can offend no possible 
customer. 
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Family Affair 
(From page 106) 


ofice and janitorial help—more spread out, DeNardo in- 
stalled a seven-station intercommunication system. 

Seated at his desk at the extreme rear of the store, at 
the entrance to the fire and burglar proof vault, De- 
Nardo can, by flicking a switch, communicate with upper 
foors. cashier’s desk, watch repair desk. the middle of the 
store at a point within comfortable distance of clerks. 
and the extreme front of the store. If he wishes he can 
communicate with all at once. 

The system is, of course, two-way. Any station can 
both receive and transmit. 

“This saves a tremendous number of steps,” DeNardo 
savs. “Saves a clerk from leaving a customer if he wants 
to ask something of me or of the cashier.” 

He believes also that it makes for a more quiet dignity 
in the store if it never is necessary for a clerk to raise his 
voice to speak with someone in another section. 

Closely associated with the inter-com system is a pub- 
lic address system piped from window to street. It had 
its inception in a curious way. 

For the major league all-star baseball game last July, 
DeNardo installed a television set in the window. It drew 
crowds outside in Braddock Ave., where passersby paused 
to watch. Through the store window, fans could follow 
the play on the screen, but they were unable to hear the 
voice of the announcer. DeNardo vowed to correct this 
during the alteration, and has done so. 

Now the voice of television can reach sidewalk spec- 
tators. A microphone has been installed in one window 
and will be used for demonstrations of watch repair. 
jewel setting, engraving, and various appliances. 

This particular portion of window, it might be pointed 
out, has full length glass, and one need only step up one 
shallow stair height to reach it from the selling floor. 


BLOWER SYSTEM COOLS WINDOWS 


Another window feature is a blower system to remove 
heat from the window areas. 

“A jeweler,” DeNardo comments, “spends more time 
in his window than any other merchant. I don’t know any 
other business where the windows are re-dressed for each 
day’s business. You put valuables in in the morning, 
take them out at night.” 

Spending so much time in his windows, DeNardo was 
uncomfortably aware of the heat which concentrated there 
from the banks of floodlights which illuminate the win- 
dows. So he set out to relieve this condition during the 
remodeling. 

He accomplished it through a fan system not unlike 
that used in the kitchens of many homes to expel cooking 
heat and odors. 

The ingenious system also accomplishes another end. 
It prevents the oil in watches displayed in the windows 
from drying out in excessive heat. 

Although air-conditioning was not installed in the win- 
dows, it most emphatically was in the remainder of the 
store. A precipitone filter system has replaced the old 
blowers and maintains an even heat and purified air in 
the store. 

During his remodeling, DeNardo conceived another 
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Easy-to-read price information is only one 
advantage of Monarch Price-Marking Systems 


When every item in the store is clearly, accurately price- 
marked, doing business is easier all around. Customers and 
salespeople get correct information at a glance. No more 
mistakes and misunderstandings caused by smudged, illeg- 
ible pen-and-pencil price-marking. 

Everything moves along smoothly on the sales floor and 
in the marking room. Anyone—even boys or girls just out 
of school—can easily learn to operate the Monarch 
‘Pathfinder’ or the Monarch “‘Junior’’ Price-Marking Ma- 
chine, with a big saving in clerical costs. Management, 
too, enjoys the advantage of complete control information 
and coded costs printed right on the tickets, tags and 
labels with the price-marking. 

Monarch Tickets, Tags and Labels are available in styles 
for every type of merchandise. Monarch Senso Labels, es- 
pecially, are a great timesaver, making even hard-to-mark 
merchandise easy with their quick, secure attachment by 
simple pressure. If you have questions about price-marking 
methods, machines or supplies, you may save both time 
and money by consulting your Monarch representative. 


The MONARCH 
Marking System Company 


Since 1890—World's Largest Manufacturers and Distributors 
of Merchandise Price-Marking Equipment and Supplies 


Toronto, Canada e DAYTON, OHIO e Los Angeles, Calif. 
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TEDDY SAYS é 
i will never 


let your 
reputation dowa! 











































SEND US YOUR 
WATCHES FOR REPAIR 


@ Efficient, accurate, ethical workmanship 
@ No requirement too difficult. Every make, 
Foreign or Domestic, can be handled 

@ Only genuine parts are used 

@ Rapid Delivery—work started same day 
your order is received 

@ Fully bonded and insured 

@ VERY REASONABLE RATES! 


Send your watches to us with Confidence! 


UR SHOP 


The Jewelers’ Watchmakers 


40 W. 66th St., New York 23, N. Y. 
ENdicott 2-7985 


“The Difficult Takes a Little Time. 











The Impossible Takes a Little Longer.’’ 











JEWELRY SALESMAN 


to represent well-known 
manufacturer of a com- 
plete line of Ladies’ and 
Men’s 10K and 14K Gold 
stone rings in established 
Eastern territory. Top 
quality line. Drawing 
against commission. Expe- 


rienced salesman only. 


BOX “A., 2842" 
JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 














feature which he enthusiastically passes along to othe;s 
who may be considering new cases and counters: 

‘Lots of small drawers are better than a few big ones,” 

Installed behind his new mahogany display cases are 
500 small drawers, each meticulously labeled. 

‘Not just a drawer for rosaries,” DeNardo says. “Qne 
for pearl rosaries. One for crystal, one for silver ros. 
aries.” Time saving is tremendous, he says. 

In keeping with the glass front, the whole store has 
been opened up. | 

“We used to have everything under glass,” DeNardo [ 
says, “now—except for valuables—it’s out where people | 
can touch it. You’re much closer to a sale when a pros. | 
pect can touch the item than when he can just look.” 

Shelves are open, and not barricaded from the cus. 7 
tomer by the long counter. Shelves are strategically | 
placed at the breaks between counters, where customer 
can go right to them. 

Though the store never closed during the remodeling 
it held a grand opening on the day of the completion. 

Each visitor was given a crystal ash tray as a souvenir, 
Between November 16 and Christmas, DeNardos gaye 
away 10.000 of them. 











Salon Arrangement 


(From page 110) 


comfort to the customer who can enter the store, sit down, | 
see the jewelry he desires at a pleasing eye-level plane, 
and, above all, feel that the entire atmosphere is one of 
living-room ease.” 

For sales personnel, the use of settees and chairs re. 
moves the strain of “constant standing” and the new fea- 
tures also spark customer reaction by making “demon. 
strations simpler, and providing time for decisions (0 
be made.” 

Sales personnel also maintains that the location of stock F 
cabinets directly behind, or to the side of the display case, [ 
provides them with the opportunity of presenting an en | 
tire line at minimum effort. Furthermore, it removes the | 
“cluttering up” effect, and it prevents “shop lifting” in | 
that after showing one tray, the tray can be returned to | 
the case and another brought out. At the same time, the © 
customer can comfortably view the rest of the merchan: | 
dise in the display case. : 

In planning the layout for the store, Sam Deutsch, © 
president, and his associates, vice presidents Rober : 
Deutsch and Jay Feder, sought to realize a breaking 0 © 
the deadly monotony of fixed display units. Consequently, | 
they planned for a division of the ten show cases into two 
separate types; one rectangular case alternating with a | 
octagonal shaped one. : 

Lighting, too, plays a prime role in making for shop 
ping ease. The bulk of the lighting stems from cove / 
fluorescent lights. To highlight and dramatize individual 7 
showcases. spotlights are beamed from the ceiling. Elim: ( 
nated are lights in the cases, thus removing islands of heal 7 
and accentuated dark and dust spots. 

Location of the cases also was planned to attract the 
customer’s eye from the moment he enters the stor | 
With the door opening from the left, the customer’s fits | 
glance is to the unit including ladies’ diamond watches | 
and attachments. Adjacent to this unit is a display ) 
diamond rings. The third case contains mountings of # 
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types. Then comes a unit with a variety of stone rings, 
including Masonic rings, etc. The fifth case contains 
miscellaneous merchandise such as pen and pencil sets, 
knives, buckles, etc. | 

Along the right wall are found earrings, bracelets and 
karat gold accessories. Compacts form the basis for one 
display, and men’s watches for another. ! 

The store front is another dramatic step in design. 
The facade is of dark red Vermont granite, trimmed with 
strips of stainless steel, behind which is white neon tub- 
ing for night lighting. Twin doors of heavy stainless steel, 
one inch thick, carry the company emblem in dirigold 
crest. On each side of the doors are show windows 
framed in stainless steel. The windows are just over four 
feet in height and provide for maximum eye-appeal while 
permitting passersby to view the entire store. One can 
see the entire length of the store by looking in through 
the inside glass doors. 

Accentuating the compactness of the shopping area are 
the solid oak panel interior walls, interrupted on either 
side by three full-length mirrors with coral drapes which 
extend from the cove-style ceiling to the floor. 

An attractive clock spots the rear wall, while just over 
the opening is a picture of the founder of the store, 
Rudolph Deutsch. 

The company was founded 57 years ago and has moved 
three times in Cleveland before moving into its present 
$1,000,000 showplace in busy Playhouse Square. The 
present store layout is primarily the thinking of Sam 
Deutsch and reflects his more than 35 years in the busi- 
ness. 

“With our new store, the Rudolph Deutsch Co. be- 
comes one of the few jewelry firms in the U. S. where 
ull proceedings identified with the jewelry industry, such 
us designing, making to order of specially ordered pieces, 
cutting diamonds to fit, setting and completing in every 
way, are accomplished under one roof,” declared the 
vompany president. 

In the near future the company will have a 12-foot 
Westminster clock in front of the Euclid Ave. entrance. 
The clock will chime quarter-hourly. 





‘Meet Your Merchant’ Articles Promote 
Loeal Stores 


Once a week the Waukesha Daily Freeman features a 
“Meet Your Merchant” series of articles for the purpose 
of permitting residents to “get to know better the people 
who serve you every day.” | 

Recently, this Wisconsin newspaper spotlighted Est- 
berg & Sons, a local jewelry establishment. Given a 
prominent position on the business and industrial page, 
the article included a picture of Ken Cooper, manager and 
part owner of the store, showing a gift item. 

A brief biography of Ken Cooper was incorporated 
into the story. The story went on to describe the gift 
shop at Estberg’s, the merchandise carried and the spe- 
cial services given. Also included in the story was a list 
of all the names and positions of store’s personnel. 

The article, in part, read: “Estberg’s is one of the old- 
est jewelry stores in Wisconsin and, for that matter, in 
the country. It was founded in 1858. It remained in the 
Estberg family until 1948 when it was purchased by 
Cooper in association with his father and two brothers.” 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 








~_ MADISON AVE. MEMPHIS 1, TENN. Piz 














THERE’S 
GOOD PROFIT 
In Replacing 
A Spring Ring 





For the little time and labor in- 
volved, there’s mighty good profit 
in replacing Spring Rings. And in 
many other simple repair jobs. And 
remember, this work builds good- 
will, to bring customers back to buy 
new jewelry, too. 


Be ready to give quick repair service 
by having on hand WRC spring 
rings, catches, clasps, ear wires, etc. 
Order an assortment now, from 
your jobber. 


WRC rinpincs of Quality 


Manufactured by W. R. Cobb Company 
Providence, R. I. 
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Gift Shoppers Become 


Regular Customers for All Lines 


View of the glass and ching 
gift department at Lord's 
Lew Edwards president, . 
background. Below: ads like 
this are continuously back. 
ing the giftware department, 
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This Yankee jeweler found that people are extremely gift-conscious and 


usually spend more for a gift item than something for themselves. When he 


established a separate gift department sales volume and prestige soared. 


-™ Lord’s, Inc., jewelers and silversmiths, 
started in business about 414 years ago in West Warwick, 
R. I., the gift department has been developed to the point 
where it produces about 35 per cent of the store’s total 
annual sales volume, and is second only to the jewelry 
department. In addition to the volume produced by the 
department, Lew Edwards, president, estimates that an 
additional 30-35 per cent of the business in the jewelry, 
silverware and other departments is for gift purposes. 

“Originally we had no intention of going after a large 
gift business,’ explains Mr. Edwards, “but we found that 
people are extremely gift-conscious, that they want quality 
gifts, that they spend more for a gift item than for some- 
thing for themselves, and that they prefer the prestige of a 
jewelry store when buying gifts. Experience has proven 
to us that a good gift department adds a plus business 
that is highly attractive from the profit and prestige 
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by MILDRED SULLIVAN 


angles. We also found that many people whose homes are 
very well furnished and whose families are well pro 
vided with good jewelry represent a relatively small sales 
potential for jewelry but do provide a large potential for 
sift merchandise. 

“Realizing this tremendous interest in gifts, we began 
to add this merchandise little by little and about a year 
after the official opening we set up a separate gift depart: 
ment. We took on such lines as pottery, glassware, china: 
ware, specialties, novelties, cameras and photographic 
accessories, luggage. portable typewriters and minor elec: 


ares 
al aa 








PETER AI AER op 





tric appliances. These were assembled in the rear of the § 


store, reserving the prime locations of the store for 
jewelry and silverware. 


“One of our most valuable business-getters is our gift 
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It all started with a tip 
from “Handmade Glassware News ! 


No, we re not suggesting that a “glasseteria 
will increase your glassware sales! But we 
do say that American Handmade Glassware 
News is loaded with many a new practical 
idea you can use. It’s a handy, easy-to-read 
digest of all the latest and best merchan- 
dising and selling twists, gathered from the 
successful experience of dealers all over 
America. 

The News is published monthly by Glass 


Crafts of America—an association of leading 


to help you Sell 


American handmade glassware manufac- 
turers. It is distributed free to the customers 
of the member companies: Blenko, Cam- 
bridge, Dunbar, Duncan & Miller, Erickson, 
Fenton, Fostoria, Heisey, imperial, Indiana, 
Morgantown Glassware Guild, Seneca, Vik- 
ing and West Virginia Glass Specialty. 

All back issues of the News are out of 
print—but the coming months will have 
just as many new, fresh ideas for you. Read 


them, save them, use them. 


W(Rescour 








FOSTORIA GLASS COMPANY ¢ MOUNDSVILLE, WEST VIRGINIA 
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Luggage and small electric 
appliances are some of the 
fast selling lines in this 
New England jewelry store. 
Week-end units ranging in 
price from $12-$25 are the 
best in the luggage line. 


wrapping service, which is set up to wrap any gift in the 
store in a choice of colors and in identification boxes. 
Every gift purchase, even a dollar item, is gift wrapped. 
We have so many instances where people ask if the selec- 
tion will be gift wrapped and if it will be in a box bearing 
the store name, that we are thoroughly convinced of the 
valuable prestige and good-will this department brings. 

“The gift department brings in many new customers, 
and we know for a fact that many of these people have 
become regular customers for all departments of the 
store. Another advantage of the gift department is that 
it provides color and novelty to the store interior; it 
brings people in just to see what is new.” 

Lord’s is located in the Pawtuxet Valley, about 12 miles 
south of Providence, and draws trade from the northern, 
eastern and southern portions of the state as well as 
eastern Connecticut. It is located in an area where the 
people are predominantly textile workers and farmers. 
In spite of the seasonal trend of incomes in these fields, 
Mr. Edwards finds they are good gift customers. 

The gift lines are well advertised. They have one win- 
dow the year round. They receive an important part of 
the store's Thursday advertisement in the Pawtuxet Valley 
Daily Times, where quarter pages are used out of season, 
half pages in busy times, and full pages for the major 
gift seasons of June and December. These two major 
seasons are also promoted with mailings of 10,000 circu- 
lars to all customers and to all R. F. D. box holders. 
Printed pieces come from two sources—those made up 
by Lord’s and those obtained from manufacturers and 
trade sources. 

The big promotions during the spring months are the 
anniversary sale in May, which is tied in with gifts by 
running reminder blocks such as “Buy now for Mother’s 


Day, Graduation, Wedding Gifts, Father’s Day, Anniver- 
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saries,” and the gift-season sale in June. These are both 
announced with full pages, followed by half and quarter 
pages. The June promotion unites in one major activity 
all of the gift occasions of that season. 

Lord’s advertises gifts in a wide price range, from 75 
cents up, which brings in the younger set with limited 
funds. Among these very inexpensive gift promotions are 
costume jewelry, silverplated salt and pepper set, 6-piece 
kitchen bowl and jar set, men’s three piece tie slide and 
cuff link set, seven piece water set, a Lazy Susan cruet 
set, four piece knife set, compacts and figurines—some 
in the dollar bracket and almost all under $2. Inexpen- 
sive gifts are actively promoted for traffic building and 
new customers. 

Added three years ago, pottery is the fastest selling line 
in the gift department; biggest seller during the past year 
was the TV figurine ranging in price from $5 to $15, with 
the lower price the fastest moving. Next best in the line 
is the Chinese figurine, now in its second year of popv- 
larity. 

Second best volume line in the gift department is glass- 
ware. Of three price lines, the medium moves the fastest, 
with the most expensive—silver on crystal—a very good 
line. 

Small electric appliances are always good, the best 
numbers being toasters from $23-26 and coffee makers 
at $29.50. Table top broilers from $12.95-24 and com: 
bination sandwich and waffle grilles are very popular. 
The egg cooker is fairly good although Mr. Edwards finds 
this is an item that has to be sold, since people are not 
generally familiar with its operation. 

Luggage is one of the best lines; week-end units ranging 
in price from $12-25 are the best in this line, with the 
$17 number the fastest moving. This line requires ample 

(Please turn to page 177) 





THE JEWELERS’ CIRCULAR-KEYSTONE 








TORRE Peere eee neens 





a 


ee eee 





— 














“QUEEN ANNE” FINE ENGLISH ROYAL WINTON CHINTZ DINNERWARE 
(and matching giftware items) by GRIMWADES, LTD. 


An intriguing petit point pattern embodying two tones in each of four colors: rose. blue, yellow and green reproduced from an 

old authentic petit point design, and of course, bearing the distinguished “Royal Winton” backstamp. Open stock dinnerware, 

assortments and matching gift-items. Prompt shipment from stock at Philadelphia. Exclusive placements offered. There are thirty-one 
different items available in this fine pattern! 


QUEEN ANNE PATTERN—OPEN STOCK 


Wholesale prices 


1 Tea Cc & Ss e*eese@ee#eee#ee#ee#ee#ee#e#e#e#e#@# 1/2 Dz 
3 B & B Plate, 634” eeeeeeeeeeee eee @ 1/2 Dz 
eee Ws OP ng dsccddcccsccesss 2 
6 Dinner Plate, 10” eeeeeeeeeeeeeeee 1/2 Dz 
8S Fruit Saucer, De” coccecccscecscsos A/S De 
12 Salad Bow 1, 9% a e*e @fee7e#eeee#e#ee#eee#e#ee#e#e#e : | /6 Dz 
16 Open Sug & Cr (Rd) .....eeeeeeee 1/4 Dz 
BS Cow's Sug & CP ccccccccccccccccsse 2/6 Da 
19 Rd Teapot, 4 Cup eeeeeeeeneeneeenenee 1/6 Dz 


20 Rd Teapot, 6 Cup ......eeeeeeeees 1/6 Dz 
23 Platter, 1144” pean tas Ve Dz 
26 Oval Vegetable, 9” Seesescsscsscsoce IS Re 
29 Rd. Teapot Stands $4e0eeeoe0eeee BI 
80 Sa. Open Sugar & Cr .........++++ 1/4 Dz 

1 Sq. Open Sugar & Cr eeeeveeeveeeeee 1/4 Dz 


Dozen 
12.00 
6.75 
10.50 
16.50 
6.50 
27.00 
18.00 
33.00 
33.00 
39.00 
24.00 
21.00 
15.00 
18.00 
18.00 


32 
33 
34 
35 
36 
37 
38 
39 


Pkg Dozen 
Rd Bonbon, 414 - *eeeeee#ee#*e#2.5oeee#ee#eee#e#e#*# 1/4 Dz 12.00 
Triangle Bombom ...-e2ececceeeeeee 1/4 Dz 12.00 
Oblong Bonbon ...cceeeeeseeseeeses 1/4 Dz 12.00 
Rd Bonbon, 5” e*e@eeeeee#ee@ee#e#ee#fee#eeee#e#fes#se#s##e# * 1/4 Dz 12.00 
Nat Dish, Handled e*e@eeee#ee#*ee#*e#srn5§ee#e#eee#sese#e#*# : | /4 Dz 18.00 
Diamond Bonbon ...---eeeeeeeee IA/4 Dz 12.00 
Sq. Handled Cake Pl, e*eeee#eee#eneesernfee#e#e#*# 1 /4 Dz 27.00 
Oval Compote, 5 % o yy e*eeeee#ee#eee#ees?s¢ 1 /4 Dz .00 
Oval Compote, 6” eeeee*ee#ee#e#eesee#ee#e#e#e#e# 1 /6 Dz 27.00 
Cigarette Box *eeeees#ee3s+5eees#eeee#ee#e#e#e#*® 1/4 Dz 24.00 
Ashtrays, Oblome ...ccecseeeeeeee 1/2 Dz 9.00 
Twin Relish Trays e*eeee*eeee#eeee#ee#ee#e?#*# 1 /4 Dz 27.00 
Sq. Bonbon, .¢ *eeeseeee@ee@ede#s+fc§co@*eee@ee#e#eee#ee#e#e#e¢# 1 /4 Dz 12.00 
Rd Bonbon, 414" @*eeee@ee*ee@eee#ee#ee#ee#ee#e?##8e#*# 1/4 Dz 12.00 
Bedside Set—) Pes eeeeveeveveeee eee 1/12 = 90.00 
Comb. Pot, Sug & Crecccccccccece 1/13 D 45.00 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE: 707 CHESTNUT STREET, PHILADELPHIA 6, PA. 
CHICAGO 54 LOS ANGELES 14 


NEW YORK 10 
225 Fifth Avenue 
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2. Bone China Dinnerwcre 





4. New Leaf Pattern 





5. Pottery Pepper-Salt Set 
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3. New Stemware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. This delicately sculptured modeling of child chased by 
a goose, from art department of Lorenz Hutschenreuther, 
in Bavaria, is made in white china, is 6" tall. From Paul 


A. Straub & Co., Inc., 19 E. 26th Street, New York, N. Y. 


2. "Kingcup'’ carries the name of the gay flowers in its 
design; made in bone china dinnerware, it is colorf! for 
tea or breakfast; 5-pc. setting may retail for $14.05. From 
Josiah Wedgwood & Sons, Inc., 24 E. 54th St., New York. 


3. New "Capri" stemware shape, with hollow cupped base 
and large bowl (goblet 14!/2 0z.) appears here with pol- 
ished cutting, "Rondo"; $2.50 each, retail; 8" plate retails 
for $3. From Fostoria Glass Co., Moundsville, West Virginia. 


4. "Woodhue", new dinnerware pattern on square Flair’ 
shape, was designed by Viktor Schreckengost; shows spray 
of leaves in forest colors of brown, green and blue. It 
has just been introduced by Salem China Co., Salem, 0. 


5. Addition to Vreniware line is this pepper mill by Verity 
Southall, with matching salt shaker; 5" tall, made in pink, 
blue or yellow; mill, $9 retail; shaker, $7.50. By Santa 
Anita Potteries, 3117 San Fernando Road, Los Angeles. 
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HAND-WROUGHT 


the finest 
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CRYSTAL 





0¢@ 





back again! 


Fresh from the shows and readv to go to work 
for vou... this hand-cast crystal is specially 
designed for the easy informality of either 
modern or colonial surroundings. If vou 
havent seen Ipswicu vet, ask your Heisev 
representative to show vou the full line of 
durable stemware, beverage items, and 
table pieces. Better order now for early 
delivery . . . Ieswicu is hot! 


A. H. Heisey & Co., Newark, Ohio. 


To be advertised in May 
House & Garden 


in glassware, made in America by hand and nationally advertised for over fifty years 
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2. Ceramic Bull Fight 
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4. "Twilight" Stemware 





5. Decorative Assortment 





1. Regency Pattern 





3. Portuguese Ceramics 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. "Reynolds" in Spode earthenware—a pattern from the 
English regency period showing a basket of flowers and 
fruit in deep, rich colors, on the "Marlborough" shape. 
Stocked by Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


2. Dramatic and brilliantly colorful is this bull and matador 
grouping; bull is finished in dark walnut and it retails 
for $10; matador in white, gold and red, for $15. Created 
by Brayton Laguna Potteries, Laguna Beach, California. 


3. Ceramics from Portugal include this graceful shell bowl 
and compote, decorated in either green or maroon on 6 
cream background; bowl is 9!/2"" long, the compote 10!/," 
long. Imported by Mottahedeh & Sons, 225 5th Ave., N. Y. 


4. New Tiffin stemware line with extra large bowls and 
cut stems appears in "Twilight," subtly changeable blue- 
violet color, just introduced in stemware and various a¢- 
cessories by the United States Glass Co., Tiffin, Ohio. 


5. Here is an assortment of ceramic fruits and vegetables 
high-fired in natural colors—a gay decorative touch for 
living room or dining room; 12 assorted retail for $18. 


By Bell Mfg. & Sales Co., 1320 S. Main Street, Los Angeles. 
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glassware sales 





House Beautiful’s 525,000 
home-conscious readers will get 
another reminder this March of 
the simple beauty of sparkling 
“Diamond-Cut” Crystal Glass- 
ware . . . stemware and match- 
ing tumblers. 





LZ 


This eye-catching, full-page adver- 
tisement will solve many a Spring 
wedding gift problem. But 
thin-blown, jewel-bright Libbey 
“Diamond-Cut” Crystal Glass- 
ware isn’t only a bride’s pattern. 
It’s ideal for every gift-giving 
occasion and can be given with 
the assurance that it’s decorator- 
correct with traditional and 
modern china. 





. rim of 
orig ago ever > 
At lect 


Beautifully prepacked, in 
handsome gift boxes, Libbey 
“Diamond-Cut” Crystal Glass- 
ware makes an impressive gift. 
And, remember, the extra- 
fine, chip-resistant rims are 
fully guaranteed: “A new 
glass if the rim of a Libbey 
‘Safedge’ glass ever chips!” 





This Spring build your gift 
promotions around the proven 
popularity of Libbey glassware. 

To order: Contact your near-by 
Libbey Glass Distributor . . . 

or write direct to Libbey Glass, 
Toledo 1, Ohio. 
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BEY GLASS Vitinalve, latnines 


ESTABLISHED 1818 
LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo I, Ohio 





1. New Leaf Pattern 


2. Bone China Figure 
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3. Bronze Miniatures 


4. Swedish Ceramics CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


|. Leaves in shades of green and delicate gray blossoms 
with touches of gold make up this "Sycamore" pattern on 
Franconia china from Krautheim; 5-pc. setting retails at 
$8.95. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


2. Riding crop in hand and garbed in side-saddle habit, 
"Marianne" in Royal Doulton bone china is 7!/:" tall and 
may be retailed for $25; habit is rust-red, white cuffs and 
collar. From Doulton & Co., Inc., I! E. 26th St., New York. 


3. This whole array of miniature animal and bird figures, 
fashioned in Austria of solid bronze and painted by hand 
in natural colors, is available to the store for $25. From 


Hudson Art Importing Co., 225 5th Ave., New York, N. Y. 


4. Vases in high-fired stoneware designed by Carl Harry 
Stalbane are part of a collection of fine artware price 
from $15 upward recently brought here from Sweden, dis- 
played in showrooms of Rorstrand, Inc., 225 5th Ave., N. Y- 


[] 5. Stylized leaf bowls designed by Belle Kogan are done 

5. Leaf Bowls in combinations of two colors—greens, grays, yellow, white 
and coral. Each piece may be retailed for $3. Manu- 

factured by the Red Wing Potteries, Red Wing, Minnesota. 
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by MADELINE LOVE 


am. of course, from the new styles and colors appear- 
ing in the various display rooms, one of the most 
interesting facets of the Pittsburgh china, pottery, and 
glass shows last month was the definitely growing impor- 
tance of jewelry stores as outlets for this type of mer- 
chandise. To someone who has watched this advance in 
recent years and who has tried to give it a little shove 
along the way, it was significant that each year more and 
more jewelers attend these shows—and more and more 
manufacturers are turning to them as a stable and reliable 
source of business. 

For many years, the department store has been the 
china and glass manufacturer’s chief sales target. Such 
stores can, of course, buy in impressive quantities and 
they have space for widely diversified stocks. Both of 
these things are still true, but their value is offset, all too 
often, by factors which are not a part of jewelry store 
operation. 

The man who does the china and glass buying for the 
jewelry store is frequently its owner. Or, if not, he is 
part of a close-knit organization whose various require- 
ments are known to all. When he comes to a trade show, 
he is equipped with authority to give and sign orders— 


and the manufacturer who has had to wait for months 
before a department store order is confirmed, is apt to 
give the jeweler a warm welcome. 


% = % 


T HERE was much to be seen at the shows this year, 
In dinnerware, the new shapes and decorations were 
consistently casual in feeling. A number of the new plates 
are off-round—either oval or slightly squared—and many 
are couped. Solid colors in muted tones appear in even 
the finest china dinnerware, frequently to be used with a 
patterned design dominated by the same color. 

And just as gayety and warmth of color pervade the 
dinnerware field, they show up, too, in every glassware 
collection. There are several new greens, as well as 
many shadings from blue to amethyst and such colors 
as amber, brown, russet, and smoke. Stemware shapes 
continue to be medium-low in stem and many combine 
crystal and color or even two colors. 

Dates for next year’s china and glass shows are an. 
nounced during the exhibit. January 8 to 16 has been 
chosen for the William Penn Hotel show and it is likely 
that the importers’ show at the Fort Pitt Hotel will be 
held at the same time. 

% % * 

meee & Reuss Co., import firm, has announced the 

appointment of Vincent G. Zubras as sales representa: 
tive in Texas, Oklahoma, Colorado, New Mexico, 
Arkansas and Louisiana. Since his release from active 
army duty, Mr. Zubras has been chief of the Visitors’ 
Bureau and general manager of 13 United States Army 
Hotels in the Frankfort Area, and more recently was 
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PASCO 


OPEN STOCK 
DINNERWEAR 


Pattern No. 8032 
THE GRAYMOOR 





from 


Lorenz 
Hutschenreuther 


Available in 
94 and 64. 


Piece Sets 


Immediate 
Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 
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This Zippo sells for 
$ 175 9" 
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DELUXE 14 KARAT GOLD ZIPPO 


with finely detailed engine-turned case. 


This Zippo sells for 
$750" 


EEE EEE 


TOWN AND COUNTRY ZIPPO. 6 designs, 


engraved and inlaid in brilliant ceramic colors. 


Both Mean Priceless Customer Satisfaction! 


Of course there’s generous profit for you in selling 
Zippo Lighters. But there’s more... much more ! 
When you sell a Zippo, you make a friend— 

for life. For Zippo is the lighter that always 

lights with a zip—even in wind or rain... 

the lighter that offers free mechanical repair 
service regardless of age or condition. 

See your distributor about selling Zippo—the 
lighter that never stops selling for you! 


ZIPP 


*Plus Federal Excise tax. ZIPPO MANUFACTURING COMPANY, BRADFORD, PA 





























THE ONE-ZIP 
WINDPROOF LIGHTER 
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L dc since 1770 


THE VWFINE ENGLISH 


DINNERWARE 





COPELAND 
RZ, 


Fine English Earthenware GPODE 
a ae 


ENGLAND 














be 7 SPOUE 
Pp 
English Bone China COPEtAncs CHina 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





Nationally Advertised 


FRANCONIA CHINA 


One of Europe’s Finest 
HAWTHORN—White flowers and green leaves enhanced by 


shades of gray and brown, on white translucent china with 
gold ornamentation. 
Contemporary in spirit. Sets a charming table. 
5-pc. Place Setting with 1034" dinner plate $7.95* retail 


Write for Iliustrated Price List of 
, this and other FRANCONIA patterns. 


HERMAN C. KUPPER, INC., 39.41 W. 23rd St., N.Y. 10, N.Y. 














*Slightly higher South & West 


176 





sales manager for the Pan-American World Airways in 
Germany. 
% % * 

en of a Lester Retz memorial award for the 

Southern Californian making an outstanding con- 
tribution to the dinnerware and glassware fields each 
year, was announced by the California China and Pottery 
Guild at its second annual Ladies’ Day luncheon. John 


Higgins, of Libbey Glass, president of the Guild, made 





Left to right at head table of California China and 

Pottery Guild luncheon: Frances T. Heard, home furnishings 

editor of House Beautiful magazine; Robert Peaslee, chair- 

man of the meeting (Metlox Mfg.); Neil Petree, president 

of Barker Bros.; John Higgins (Libby Glass), president of 
the Guild. 


the announcement and Robert Peaslee, of Metlox Mfg. 
Co., was chairman for the day. 

Principal speaker was Neil Petree, president of Barker 
Bros., who spoke on the close inter-relationship between 
architecture and tableware of all types, and the changing 
pattern of American life. “We are living,” he said, 
“through a revolution in daily habits and constantly mov- 
ing toward a wider acceptance of informal living and a 
more casual way of life.” This is reflected, he pointed 
out, in the increasing demand for casual styles in things 
for the table. 

“+ * # 
| pacgpnge Bruce & Co., china and glass importers of 

Philadelphia and New York, has appointed D. D. 
Ostott Co., of Dallas, as sales representatives in Texas, 
Arkansas, Oklahoma, and Louisiana. Wilmer B. Shaw. 
who formerly covered this territory, will continue to 
represent the firm in the rest of the South. 


+ * % 


T HE Viking Glass Co., New Martinsville, W. Va., has 

named the D. King Irwin Co., 200 Fifth Avenue, 
New York, as representative in New York, Westchester 
County, and Long Island. 


% % % 


ne Gump, head of the internationally famous 

Gump jewelry, china, glass and antiques stores in 
San Francisco, was principal speaker at the luncheon held 
January 15 by the Advertising Club of Los Angeles in 
advance of the California Gift Show. Mr. Gump dis- 
cussed the role of advertising in the giftware field, and 
urged agencies to write meaningful, helpful copy which 
tells the consumer what the product will contribute to 
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their lives. He also asked that the salesman in the store 

be given something to say about the product to his cus: 

tomers. “If a sales person can talk intelligently about 

your goods, he can sell them," said Mr. Gump. 

. * 

Tt Hudson Art Importing Co., Inc., of New York, 
will be one of the exhibitors at the International Trade 

Fair to be held in March at the Navy Pier in Chicago. 

In addition to their Royal Vienna Augarten china and 

Knight Ceramics, the firm will show its lines of Austrian 


metal accessories. 
*& %* * 


Dengan IT MADE” mezzanine surrounding the work- 
ing area to permit visitors to watch the manufac- 
turing process is part of Brad Keeler’s new pottery at 
San Juan Capistrano, Cal. 
3 % * 
a. Flintridge China Co., of Pasadena, Calif., has 
appointed Frank M. McNiff as its representative in 
the Pacific Coast Area. Mr. McNiff was recently with 
Fondeville & Co., New York china importers. 
% * * 
J & H. ALEXANDER, 225 Fifth Avenue, New York, has 
® been appointed exclusive national sales representative 
for the Ann Dreyer Ceramics line. 





Gift Shoppers 


(From page 166) 


stock in all types, styles and colors; the week-end units 
in solid green and grey colors are the most popular. 

Portable typewriters turn well, moving the fastest in 
June and December, since these are almost always gift 
purchases. Cameras and such photographic accessories 
as enlargers, printers, flash outfits and dark room kits 
are always moving along well. 

“Approximately 75 per cent of our stock represents 
nationally advertised names,” says Mr. Edwards. “People 
want the prestige of a well-known manufacturer when they 
buy gifts; it just doesn’t pay to concentrate on unknown 
lines. In these times, everyone reads magazines; they 
form their preferences when they read the manufacturers’ 
advertising; and they’re half sold when they come to the 
store. We go along with the manufacturers’ advertising, 
emphasizing the themes they do, because we know that 
these are the themes that have pre-sold the prospect. We 
often feature ad blowups and occasionally cut and paste 
an ad showing it with the product display in our store. 

“When customers enter the store, we have found they 
like to browse around, so we don’t approach them until 
they hesitate at one place or one item long enough to 
indicate a real interest. The salesgirls then approach 
them and start to talk about the item the customer has 
indicated. Salesgirls are trained to show customers the 
difference between two items, indicating just why one is 
higher priced. People are attentive to a sales talk if it 
contains real information; people like to know the dif- 
ference in quality, special features, etc., and this helps 
to sell the better article in a large proportion of cases. 

“Our salesgirls are likewise trained to find out if it is 
a gift purchase, and something of the person for whom it 
is intended, which enables them to make appropriate sug- 
gestions and to show articles that the customer may not 
have thought about.” 
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ORDER JEWELERS 
BOXES NOW... 





















... and Here's Why! 


First, you can be SURE of having boxes when you 
need them, IF you place your order now. You also 
make sure of getting the kind of boxes you want... 
your pick of the cover papers and designs you like 
best ... the full range of sizes and styles you need. 
There’s a price advantage, too ... you can make up 
an order now for ALL the various boxes, folders, 
and fancy wrapping paper you need for an entire 
year ... buy from ONE reliable source ... at a 
FIRM PRICE. You can schedule deliveries through- 
out the year... “pay as you go,” and protect your- 
self against rising costs and material shortages. 


Wait no longer. You can enjoy these many advan- 
tages only if you act at once. The first step is to 
answer this ad today! 


SEND FOR FREE CATALOG 


Contains complete information sample _ swatches, 
prices, discounts, covering PICTORIAL’S complete 
line of packaging needs, cotton filled, satin lined, set 
up and folding boxes for jewelry, flatware, china, 
glass ... fancy wrapping paper, tying materials, seals, 
stickers, etc. 


— 
~ 


5@ 
PICTORIAL packaceCORPORATION 


)” 
232 S. Lake St., Aurora, Illinois 
15-116 Merchandise Mart Bldg., Chicago 

















| | 
Pictorial Paper 
| Package Corp. MAIL COUPON NOW | 
| Aurora, Illinois 
| Please send complete catalog of jewelry boxes, includ- | 
ing paper samples, prices, and discounts covering your 
| complete line of Jeweler’s packaging needs. | 
| En 6 eh bb60066460600046464660686060600608 000 008 | 
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Stamp NAMES 
or MONOGRAMS 


ON 
FOUNTAIN PENS 
LEATHER GOODS 
WRITING PAPERS ~~) 
GIFT ITEMS 





Make your own ‘a a | 
Price Cards 7 | 
Price Tags 





Exclusive Mottahedeh Design A 
This adjustable dish cross with a Dolphin motif is : ‘ae | 
from our selection of distinguished Italian brass. TAs 1 fF SA 2, we 


No. X776, 11!'/." Long, $35.00 Retail. | 7 eS 3. 


Prices are retail, subject to usual trade discount. 


See our Modern and Antique imports at 


Hotel New Yorker, Room 621 
during the New York Gift Show NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


MOTTAHEDEH & SONS Write for full details 


New York, 225 Fifth Avenue 
Chicago, 1555 Merchandise Mart 


; . 
STAMPING MACHINE CO. 
Los Angeles, 633 No. La Cienega Blvd. Kings!eg HOLLYWOOD 28, CALIFORNIA 


























SALESMEN 
WANTED 


Excellent opportunity with a na- 
tional organization for experienced 
salesmen having a solid following. 





Liberal drawing account against 
commissions for right men accus- 
tomed to top earnings. 





Established territories with active 
accounts available. 


Al Pro ‘table dbus 


HAGENAUER BRONZES have found favor with 
jewelers and their customers throughout the 
country because of their simple, classic designs, 
flawless workmanship and appealing prices. 


Be sure to see the complete line with our other 
imports at Hotel New Yorker, Room 907, at the 
New York Gift Show. 


Tbideun Apt Importing Co., ; 


225 Fifth Avenue New York 10, N. Y. 


State lines carried, territory cov- 
ered, background, references. Re- 
plies in confidence. 


Box 'A., 2807," care 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 
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Silver Promotions 
(From page 148) 


minor aspect of the over-all silver promotion tactics em- 
ployed by Peden’s. 

It was only three years ago that silver merchandise was 
just another line in the store, something to be carried but 
nothing to get unduly enthusiastic about. But William 
Peden, owner, did get enthusiastic about this merchandise 
and realized its great sales potential. All that was lacking, 
he figured, was proper promotion. 

So, in 1950, Peden’s staged its first annual silver and 
china show in the mezzanine of the Ardmore Hotel. In- 
vitations were mailed to the numerous ladies clubs in 
town, as well as in surrounding areas, to enter their club 
in a table setting contest. Some 25 clubs quickly re- 
sponded, and eager ladies gathered to pool their creative 
powers in defending their club’s prestige. 

The show lasted two days, receiving considerable pub- 
licity in local newspapers, and was a huge success. 

Profiting by the inexperience of the previous year, the 
1951 show was better executed and more elaborate. Once 
again a variety of ladies clubs eagerly responded to the 
contest. One organization, the Sulphur Garden Club, 
came a distance of 50 miles to enter the contest. 

Newspaper stories, invitations, ads and word-of-mouth 
heralded the second annual silver and china show, which 
was held April 19 and 20. 

Peden’s invited two well-known, respected ladies to 
serve as judges: Mrs. Albert B. Kimbell and Mrs. Roy 
QO. Howell. “Each of the ladies,” Mr. Peden noted, “are 
recognized nationally as authorities on table and flower 
arrangement.” 

At the first show only three cash table prizes and one 
door prize was awarded. Since more clubs entered the 


second contest, Mr. Peden offered seven cash table prizes, 


ranging from $5 to $50, and three attractive door prizes: 
a 92-piece silverplate set, a pair of sterling hurricane 
lamps, and a sterling silver bowl. 

Approximately 1400 ladies registered for the two-day 
event, which took place from 2:30 to 5:00 p. m. and 7:30 
to 9:00 p. m. each day. The ladies were quite enthusiastic 
and showed a great deal of interest as they examined care- 
fully each entry. Each of the contestants, of course, was 
supplied with china, silver, and crystal from Peden’s 
Jewelers. 

Another center of attraction was the special displays 

put on by three manufacturers. R. Wallace & Co. and the 
International Silver Co. presented several attractive silver 
displays. The Lenox China Co. exhibited a variety of 
chinaware used in various countries and also the White 
House china, which aroused considerable interest among 
the ladies. 
_ Well, what has been the result of these promotions? 
In Mr. Peden’s own words, “Our silver and china sales 
have increased 50 per cent in the last two years. I 
especially attribute the silver and china shows as a major 
factor in the increase of sales. I also feel that Mrs. Peden 
is to be given credit for the tremendous silver and china 
business that this store does because of her frequent 
lectures to the different ladies clubs and home economic 
classes. These lectures are delivered in the store on table 
arrangments and the proper selection of silver and china 
for various types of homes.” 


FOR FEBRUARY, 1952 





THE STERLING FLATWARE 


PATTERN INDEX 


Contains Material Found In No Other 
Publication 


Jewelers find THE STERLING FLATWARE PATTERN INDEX 
absolutely indispensable for identifying patterns to be matched 
—and for making selling suggestions to customers. It contains, 
under one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obsolete patterns. 


Each pattern name is listed in one alphabetical index .. . 
and cross-indexed again under the name of the manufacturer 
using it. Illustrations are beautifully done, in full size, and 
printed on fine coated paper. The binder is of rich black 
cowhide leather, gold stamped. These pages are supplied in 
convenient loose-leaf form, and revisions published periodically 
will be available at a reasonable cost. 


IMMEDIATE DELIVERY 
With Binder $20.00—Without Binder $15.00 


Prices subject to change without notice. All books 
are sold remittance with order. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 

















ume West 47th St. © New York 19, N. Y. © JUdson 6-1666.w 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 














DIAMONDS ror EXPORT 
BARBER saxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, £. c. | 


C7. N18 Sy SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ann AMSTERDAM 
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COPPER—BASE ALLOY ALLOTMENT INCREASED. The 10 per cent allotment of copper base 
alloys to the jewelry industry for the first quarter of 1952 has been increased 
to 25 per cent, NPA has announced. The supply picture in the face of defense 
production that has not as yet reached full stride, is still not a bright one 
for the jewelry industry. Production of military goods in 1952 is expected to 
double the 1951 rate and bring with it a much tighter situation as far as 
consumer durable goods is concerned. Whole supply picture is a pretty muddled 
one no matter which way you look at it. NPA says that there is no prospect of 
a substantial increase in copper in 1952; Cornelius F. Kelley, Chairman of 
Anaconda Copper Mining Co., in a newspaper report says that the supply of 
copper will "improve materially" in the last half of 1952. You call it. 


PUBLIC HEARINGS ON FAIR TRADE BILLS. Representative Emmanuel Celler (D., N.Y.) 
Chairman of the Monopoly Subcommittee of the House Judiciary Committee, has 
announced a series of public hearings on bills related to the Fair Trade issue 
which will begin on February 13. Among the bills to be considered by the 
Subcommittee are those designed to alter the effect of the Supreme Court's 
decision last spring in the Schwegemann case and other bills which would repeal 
the basic statutory authority for Fair Trade. Representatives of retailers, 
manufacturers, trade associations, consumer groups, labor unions, as well as 
attorneys and economists who are experts in the field of anti-trust law will 
be invited to the hearings as witnesses. 


"FAIR TRADE" ABOLISHED IN CANADA. Under a new ruling which went into effect on 
December 3lst in Canada after a bitter fight in parliament, wholesalers and 
retailers will be free to sell goods at whatever prices they choose, regardless 
of dictates of the manufacturer. The new legislation makes it illegal for the 
manufacturer to enforce any schedule of resale prices for his products. The 
Canadian Jewellers Association strongly opposed passage of the bill, pointing 
out that "where price is advertised and maintained, quality is similarly 
advertised and maintained." 


BASKIN BROS. SOLD. 56-year old business of Baskin Brothers, Inc., New York ring 
manufacturing concern has been sold to Jewel-—Smiths, Boston. Dies, tools and 
molds have been acquired by Davidson & Sons Jewelry Co., New York, and Baskin 
ring line will be continued under the Dason trade mark. 


1951 PLATINUM DEMAND EXCEEDED SUPPLY. Despite controls on platinum and important 
increases in South African and Canadian production, demand for platinum exceeded 
supply for all of 1951, according to C. W. Engelhard, president of Baker & Co.., 
in his annual report. Complexity of pricing has not helped to increase urgently 
needed platinum supplies in U.S., he reported. : 
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NO AGREEMENT ON "PERFECT DIAMOND" DEFINITION. Representatives of various trade 


groups which met on January 10 in New York under sponsorship of the Diamond 
Manufacturers and Importers Association to discuss new trade practice rules 

on the definition of "perfect" diamonds proposed by the American Gem Society, 
considered the AGS rules "too ideal to be practical," and could not be enforced. 
Present FTC rules were considered sufficient for the protection of the consumer 
by the majority and first essential was better enforcement and policing of 
these. 


CONSUMERS SURVEYED ON BUYING PLANS. Survey teams sponsored by the Federal Reserve 


System are meeting the consumer face to face and asking questions on 1951 
income, major purchases during the past year, and intentions to buy cars, houses 
and other durable items in 1952. Project, scheduled for completion in February, 
is seventh annual Survey of Consumer Finances. Purpose of the program is to 
provide information on what people think of their own economic situation, as 
well as the Nation's. 


ASSOCIATION ELECTIONS. Maurice Adelsheim, Sr., was re-elected Chairman of the 


Board of the Jewelry Industry Council; William E. Smith was elected Secretary 
and Leonard Shiman, Treasurer ..... Irving J. Wolfgang, of Cole & Erwin, 
Detroit, was named President of NACJ at meeting of board in N.Y. ..... G. H. 
Niemeyer was re-elected Chairman, Walter N. Kahn, Vice—Chairman and Leo L. 
Kaplan was re-elected Secretary and elected Treasurer of Jewelers Vigilance 
Committee. 


NO ACTION YET ON WATCH TARIFF POLICY. The awaited Tariff Commission report and 


recommendations on tariff duties on Swiss watches and movements had not been 
presented to the President at press time although it is expected soon. Mean- 
while President Truman increased customs duties on hatters' fur on January 7. 
He warned the Tariff Commission that higher tariffs imposed for the protection 
of American industry must not remain in effect too long lest they invite 
retaliatory actions. He proposed the adoption of a periodic system of review. 


INDUSTRY ASSISTANCE CLINICS TO HELP SMALL MFRS. NPA will hold industry assistance 


TAX 


OPS 


clinics in 14 cities starting this month in an effort to help small 
manufacturers most seriously affected by low first-quarter allotments of 
critical materials. Clinics, scheduled for New York City, New Haven, Conn. ; 
Charlotte, N. C.; Miami, Fla.; Birmingham, Ala.; Dallas, Cleveland, Pittsburgh, 
Detroit, Chicago, St. Louis, Los Angeles, Seattle, and Portland, Ore., will be 
restricted to firms which received 34 per cent or less of their normal base 
period consumption of copper or aluminum for the first quarter of this year. 


BOOST PROPOSALS MEET COOL CONGRESS. The President's request for $5 billion in 
new and higher federal taxes last month met with little enthusiasm from members 
of either political party --— and with the public at large. Not indicated was 
the sources from which this new revenue was to be derived, but in line with 
government thinking, it's the "little guy" that's supposed to represent the 
bulk of untaxed income. Then too, the door's not closed on new or increased 
excises and/or a general sales tax. 


FINES AND THE INCOME TAX. To what extent may the penalties paid by retailers 
for violations of price-—control orders be deducted in preparing income tax 
returns? OPS says there's no set policy on this and that each case will be 
decided on its merits. DiSalle has instructed his enforcement director to make 
recommendations to the Internal Revenue Bureau in such cases. 
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re modern interior of Underwood Jewel 
ers new store is shown in the 

' Photo h 
below. Pictured left to right are: ote 
Thelma Rogers, D. G. Underwood, Mrs 


D. G. Underwood, und Bob Underwood. 
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MR. D. 6. UNDERWOOD, 


PROMINENT WINST ON-SALEM, N. C, JEWELER 
© PRM / 


Hawnulton Watches 
Elgin Watches 
Gruen Watches 
Calvert Watches 































Dinilyte Tableware 
1847 Rogers Sslverware 


Underwood ewelens 


Watch, Clock & Jewely Repairing 
D. G. Undewood, Proprietor 
536 NV. Liberty St. P.O. Box 2796 Phone 2-4289 
Winston-Salem 1, NV. C. 
May 22, 1951 


NEW ADDRESS 
110 W. 4th Street 


Bavane’ Cinna 


C. & E. Marshall Company 
1445 West Jackson Blvd. 
Chicago 80, Illinois 


Gentlemen: 


I've been using your Add-A-Unit Systems since 1943, and I 

am more than satisfied with their operation. First of all, 
I know I have saved money, both in buying material and in 
handling of material. With your Handy Manuel, we can locate 
parts very quickly and easily. 


Another very important point is that the Systems cannot 
become obsolete, and we especially like the fact that we can 
expand or contract the systems by just inserting or removing 
envelopes. Certainly saves & lot of trouble. But, probably 
the most important point is the Interchangeability of parts 
that you outline for us. This feature prevents duplication 
of parts, holds my stock to an absolute minimum, and helps 


me to give better service. 


The better service I can give has helped build good will for 
my store and has also helped to build store traffic. 


All in all, I would say that your Add-A-Unit Systems are & 
wise investment for watch repair departments. 


Cordially, 
124 hatewsooel. 


D. G. Underwood 


OFFICIAL RAILWAY WATCH INSPECTORS 


The Store That Gives Service After The Purchase 












C. & E. MARSHALL COMPANY 


BRANCH 
ES AND DISTRIBUTORS IN PRINCIPAL CITIES THROUGHOUT T 


ee can get 3 Combined Swiss Staff & Stem 
; is ee as little as $17.50. This system con- | 
ed | staffs and 48 stems which have 2000 | 

R POSSIBILITIES. A lifetime system— 
seman never to become obsolete—all con- 
gained in a 2-drawer stee| cabinet. Write today 


for complete detail i 
oaane aa i es this and other Marshall 





BOX 7737, CHICAGO 80, ILLINOIS 
HE U.S.A 


THE JEWELERS’ CIRCULAR-KEYSTONE 


RRR ere tne ceremony 
w: 










7 7 at 














TaN Fal GS 














Vol. CXXII 


FEBRUARY, 1952 


No. 5 





—_ 


New Canadian Legislation 
Rescinds Fair Trade Law 


Retail price maintenance, known as “fair 
trade” practices in the United States, has 
been abolished in Canada after a bitter 
fight in the Canadian Parliament at Ot- 
tawa. Under the new ruling, which went 
into effect on December 31st, wholesalers, 
jobbers and retailers will be free to sell 
goods at whatever prices they choose, re- 
gardless of any dictation from the manu- 
facturer. The latter can only set maximum 
retail selling prices. 

The new legislation makes it illegal for 
any manufacturer to enforce any schedule 
of resale prices for his products. Manu- 
facturers will still be able to suggest prices 
at which goods should be sold at retail, 
but they will be liable to criminal pro- 
ceedings if they try to enforce their list 
prices by denying further supplies or by 
other sanctions. 

The new ruling against retail price 
maintenance is not expected to start any 
chaotic price wars. It is not expected that 
prices will vary too much from the sug- 
gested retail price of the manufacturer. 
Should prices fluctuate too drastically 
through too great use of loss leaders, the 
government has stated it will bring price 
stabilizing legislation into effect. Manu- 
facturers and dealers will still be able to 
advertise jointly at suggested prices under 
the new legislation, and merchandise can 
be marked at suggested retail prices, How- 
ever, dealers cannot be induced to sell only 
at suggested retail prices. 


CJA SUPPORTS 'FAIR TRADE’ 


Before enactment of the new legislation 
prohibiting retail price maintenance, the 
Canadian Jewellers’ Association voiced 
strong opposition to its passage in a brief 
presented to the Parliamentary Committee 
that studied the matter. In the brief, the 
CJA pointed out that it supports resale 
price maintenance “as a basic right of the 
individual manufacturer.” The association 
added that it is an established principle of 
business “that where price is advertised 
and maintained, quality is similarly adver- 
tised and maintained.” 

“As an association,” the brief read, “we 
have publicly condemned monopolistic 
practices and there is ample evidence that 
there is a sufficiently-wide range of prod- 
ucts available to the public that they need 
never deal in merchandise where a resale 
price is required.” 

The brief suggested that the manufac- 
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turer “must see to it that he is not ‘priced 
out of the market’ by too high a selling 
price or that public approval is lost 
through cut-throat and unethical business 
competition.” 

Dealing with loss leaders, the association 
held that only by a manufacturer’s resale 
price could loss leaders be avoided. 





HouseGroup Plans Hearings 
On New Fair Trade Bills 


First congressional move of 1952 on the 
consideration of re-establishment of Fair 
Trade practices will be taken in Wash- 
ington this month. 

Representative Emanuel Celler (D., 
N. Y.), chairman of the Monopoly Sub- 
committee of the House Judiciary Com- 
mittee, has announced the opening on 
February 13 of a series of public hear- 
ings on bills related to Fair Trade issues. 

Among the bills to be considered by 
the subcommittee are those designed to 
alter the effect of the Supreme Court’s 
decision last Spring in the Schwegemann 
case and other cases which hold that the 
Miller-Tydings (Fair Trade) law does not 
apply to non-signers of Fair Trade con- 
tracts, and other bills which would repeal 
the basic statutory authority for Fair 
Trade. | 

Congressional critics of the antitrust 
“policy” pursued by Mr. Celler’s subcom- 
mittee see little hope of favorable action 
for the retail trades on the Fair Trade 
bills which will be considered in the public 
hearings this month. They point to Mr. 
Celler’s previously-announced stand of 
basic opposition to Fair Trade legislation. 
Mr. Celler has stated that he considers 
the Miller-Tydings (Fair Trade) Act an 
exemption to the nation’s basic antitrust 
policy, and that he opposes any and all 
exemptions to the antitrust laws. 

However, the hearings opening on Febru- 
ary 13 will include “full and compre- 
hensive” treatment of all phases of Fair 
Trade, Mr. Celler states. He states that 
his subcommittee is inviting as witnesses 
representatives of retailers, manufacturers, 
trade associations, consumer groups, labor 
unions, as well as attorneys and econ- 
omists who are experts in the field of 
antitrust law. 

Mr. Celler states that “legislation will 
be considered carefully, and at length, so 
that all phases of the Fair Trade prob- 
lem, which has a great impact upon all 
levels of society, may be given the atten- 
tion that it is due.” 





Stricter Policing Asked 
On FTC Diamond Rules 


Stricter enforcement of present Federal 
Trade Commission rulings regulating the 
description of diamonds in selling and 
advertising was urged by the majority of 
representatives of national trade associa- 
tions who attended a meeting held Janu- 
ary 10th at New York’s Hotel Roosevelt. 
The meeting was held under the sponsor- 
ship of the Diamond Manufacturers & 
Importers Association of America for the 
purpose of discussing certain new trade 
practice rules on diamonds which the 
American Gem Society was preparing to 
submit to the Federal Trade Commission. 

The rules under discussion at the meet- 
ing were adopted by the American Gem 
Society at their 1951 conclave. An endorse- 
ment of the proposed AGS definitions was 
given in the form of a resolution adopted 
by the American National Retail Jewelers 
Association at their 1951 convention. (For 
complete text of the AGS rules, see JC-K 
for October, 1951, p. 231). 


CITES GROUP'S POSITION 


Presiding at the meeting was George 
Fine, president of the Diamond Manu- 
facturers & Importers Association of Amer- 
ica, who set forth that organization’s po- 
sition in regard to the new rulings in his 
opening statement. 

“We believe,” said Mr. Fine, “that the 
present Federal Trade Commission rules 
are sufficient for the protection of the con- 
sumer. We believe that the first essential 
was better enforcement and policing of 
the present rules by the industry in co- 
operation with the Federal Trade Com- 
mission. The adoption of the AGS rules 
would fail to cure the evil but would 
rather create a harassment and impedi- 
ment to the honest diamond merchant— 
and we choose to believe that the honest 
merchants are in the vast majority. 

“We feel,” Mr. Fine continued, “that 
the definitions proposed by the AGS are 
too technical and impractical and if 
adopted would make it impossible for any 
legitimate and ethical diamond merchant 
to sell a ‘perfect’ diamond under any cir- 
cumstances.” 


In expressing his opinion of the pro- 
posed AGS rules, Walter N. Kahn, vice 
chairman of the Jewelers Vigilance Com- 
mittee, made it clear that he did not think 


(Please turn to page 192) 
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Fabulous Fiftieth Anniversary Banquet 
Held by New York 24-Karat Club = 


The Banquet Committee of the 24 
Karat Club of New York decided this year 
to reduce the number of tables on the main 
floor. It was well they did. The extra 
room was needed for the expanded chests 
of the members when they ushered their 
guests into the ballroom of the Waldort- 
Astoria and pridefully observed the fan- 
tastic beauty of the decorations. The ap- 
pearance of the hall could be fittingly 
described as worthy of the occasion—the 
fiftieth annual banquet of such a distin- 
guished group of jewelry personalities as 
always gather for this dinner. The high- 
light of the industry’s winter season, this 
year’s dinner had been planned by the 
Banquet Committee headed by Wm. B. 
Ogush, Chairman, and G. H. Niemeyer, 
Honorary Chairman, as an event worthy 
of the occasion. 

The stage, where the head tables were 
located, was lavishly decorated with floral 
pieces and branches of gilded acanthus. 
From the center of the ceiling hung 
mammoth gilded bells which served as 
the center of golden cloth draped to the 
sides of the ceiling. 

Quite naturally the bill of fare high- 
lighted by breast of native pheasant as 





well as the entertainment were all con- 
sistent with the quality of the decorations. 
Eight acts of entertainment were climaxed 
by the performance of Xavier Cugat and 
his tropical troupe featuring Abbe Lane, 
whose exciting performance was chal- 
lenged by the appearance of the souvenir 
of the evening, a 17-jewel, 14-karat lady’s 
gold Hamilton watch. Future banquet 
committees of the club will be hard put 
to even approach the well-rounded pro- 
gram which was presented with military 


(Please turn to page 187) 





Souvenir was this 17-jewel, 14-karat, spe- 
cially designed lady's Hamilton watch. Band 
was supplied by R. F. Simmons Co. 
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Chicago Jewelers Banquet Draws 


< 


All previous attendance records were 
broken at the 78th annual banquet of the 
Chicago Jewelers Association held Satur- 
day evening, January 5th, at the Conrad 
Hilton Hotel. The 1261 members and 
their guests who attended literally packed 
the main floor of the huge ballroom which 
was, as usual, tastefully decorated for 
the evening. From all indications, they 
thoroughly enjoyed the pleasures provided 
by the banquet committee. 

A reception and cocktails occupied the 


The lightweight and compact Capehart 

portable radio shown here was the souvenir 

presented to each member and guest who 
attended the CJA banquet. 


Biggest Attendance Ever 


hour from 6 to 7 p.m., immediately pre- 
ceding the banquet, and good fellowship 
got off to a good start. Presiding at the 
head table was Mead Montgomery, M. A. 
Mead & Co., president of the association, 
flanked by dignitaries of the jewelry in- 
dustry together with several state officials. 

The evening was highlighted by the pres- 
entation of a scroll to Harry J. Bromley, 
president of the Tweny-Four Karat Club 
of the City of New York, in commemora- 
tion of that organization’s 50th or Golden 
Anniversary. The presentation was made 
by Mr. Montgomery. 

The warm friendship and cordial rela- 
tions that has always existed between the 
New York and Chicago organizations was 
made clearly evident by the inscription 
on the scroll. Titled “A Tribute to the 
Twenty-Four Karat Club,” copy on the 
scroll read as follows: “Whereas the 
Twenty-Four Karat Club of New York is 
a worthy and distinguished organization 
devoted to the good and welfare of the 
jewelry industry; and whereas it has com- 
pleted fifty years of noteworthy achieve- 
ment in the promotion of good fellowship 
among jewelers; and whereas the Chicago 
Jewelers Association gratefully acknowl- 


(Please turn to page 186) 
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Wolfgang Succeeds Goldberg as NACJ President 








i a 


The annual meeting of the board of directors of the National Association of Credit Jewelers 
was held January I4th at New York's Biltmore Hotel. Among those present were, seated, 
left to right: George Gerber, Elmer Present, Clarence Olsen, Seymour Greenberg, Wm. 
Wagner (executive secretary), H. A. Goldberg, Fred B. Dreifus, Leo Weisfield, Irving N. 
Chayken, Ray Goodman and Stanley B. Goodman. Standing, left to right: Jay B. Rudolph, 
Barnett C. Helzberg, Ralph DeRoy, Jay C. Lighterman, Jules Lindenbaum, Jake Hamilton, 
Irving J. Wolfgang (president for 1952), H. M. Abelson, Samuel Gerson, Sidney Singer, 
Isadore Horwitz and Myer B. Barr. 


Directors of the National Association of 
Credit Jewelers from all parts of the United 
States attended the annual meeting of the 
board in New York on January 14. Irving 
J. Wolfgang, Cole & Erwin, Inc., Detroit, 
was elected president, succeeding H. A. 
Goldberg, Cooper’s, Inc., Portsmouth, Va., 
who had been president for four years. 
The other officers for 1952 are Seymour 
Greenberg, first vice-president; H. M. Abel- 
son, second vice president; Barnett C. 
Helzberg, third vice president; Irving N. 
Chayken, fourth vice president; Samuel 
Gerson, secretary; Jay C. Lighterman, trea- 
surer, and Clarence Olsen, chairman of the 
board. William Wagner continues as ex- 
ecutive secretary. 

Jewelry-trade matters taken up by the 
directors included Fair Trade Acts, excise 
taxes at the manufacturing level, exemp- 
tion of jewelry from price control and 
merchandising activities of the Armed 
Forces Exchanges. 

In assuming the duties of the office of 
president, Mr. Wolfgang said that he ac- 
cepted the responsibilities and pledged him- 
self to carrying on the association’s numer- 
Ous activities, many of which were started 
during the four years that Mr. Goldberg 
was president. He said, “With the coopera- 
tion of the directors, we will go forward 
to build a finer, larger, and in every way 
greater retail jewelers’ association.” 

Mr. Wolfgang has been in the jewelry 
business in Detroit since 1916. He was 
the founder, and for several years the 
president, of the Retail Jewelers Associa- 
tion of Greater Detroit. 





To assure the success of the National 
Jewelry Fair in 1952, which promises to be 
one of the largest trade shows ever held 
for the industry. Mr. Wolfgang reap- 
pointed all of the members of the Con- 
vention Committee and added the retiring 
president, Mr. Goldberg, to the committee. 

The members of the committee are 
Clarence Olsen, chairman; Irving N. Chay- 
ken, vice-chairman; A. E. Newmark, trea- 
surer; Norman Kernis, Fred B. Dreifus 
and H. A. Goldberg. The president serves 
as a member ex-officio, and the executive 
secretary is the secretary of the committee. 


IRVING J. 
WOLFGANG 


New President of the 
National Association of 
Credit Jewelers 





Between semi-annual meetings of the 
Board of Directors, the affairs of the NACJ 
are left to the Executive Committee which 
is appointed by the president and con- 
firmed by the board. The members of the 
1952 Executive Committee are H. A. Gold- 
berg, vice-chairman; Myer B. Barr, H. M. 
Abelson, Sidney Singer, Fred B. Dreifus, 
Samuel Gerson and J. B. Rudolph. The 
president acts as chairman of the Executive 
Committee. 





CHICAGO JEWELERS BANQUET 
(From page 185) 


edges a helf-century of fraternal friend- 
ship and cordial relations; now therefore 
be it resolved by the Board of Directors 
of the Chicago Jewelers Association in reg- 
ular session assembled November 15, 1951, 
that the warm hand clasp of fraternal 
fellowship along with well-earned congrat- 
ulations be extended to the Twenty-Four 
Karat Club of New York in commemora- 
tion and upon completion of a half-century 
of service; and be it further resolved 
that the Chicago Jewelers Association con- 
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templates with great pleasure the begin- 
ning of another half-century of friendship 
with your honorable organization and 
takes this opportunity to extend felicita- 
tions for its continued success in the 
future.” 

A clever innovation of this year’s enter- 
taining and varied floor show was the 
employment of two attractive girls to 
handle the duties usually performed by 
the master of ceremonies. Copying a 
style used in the days of vaudeville, the 
girls announced each act by placing 
printed cards on a stage easel. 

Souvenir of the occasion was a small 





and lightweight Capehart portable radio, 

The party, as usual, ended with infor. 
mal gatherings for the remainder of the 
evening through the various hotel suites, 

Guests at the head table included: Mead 
Montgomery, president, Chicago Jeweler 
Association; Hon. Martin H. Kennelly, 
Mayor of Chicago; The Right Reverend 
Wallace E. Conkling, Bishop of the Epis. 
coal Diocese of Chicago; Harry E. Radix, 
honorary member, Chicago Jewelers Aggp. 
ciation; Howard D. Schaeffer, honorary 
member, Chicago Jewelers Association; 
Captain John D. Kelsey, U. S. N., Con. 
mandant, Great Lakes Naval Training 
Center; Colonel Stephen E. Bullock, Con. 
manding Officer, Fort Sheridan, IIl.; Eq. 
gar E. Baker, president, New England 
Manufacturing Jewelers & Silversmiths 
Association; Harry J. Bromley, president, 





Harry J. Bromley (left), president of the 
Twenty-Four Karat Club of the City of New 
York, receives scroll from Mead Montgom- 
ery, CJA president, in commemoration of 
the former organization's 50th anniversary, 
Titled "A Tribute to the Twenty-Four Karat 
Club," the scroll expressed in glowing terms 
the fraternal friendship that has always 
existed between both groups. 


Twenty-Four Karat Club of New York; 
Fred A. Bullock, president, Jewelers Board 
of Trade; H. A. Goldberg, past president, 
National Association of Credit Jewelers; 
A. E. Haase, president, Jewelry Industry 
Council; Leo F. Henebry, president, Amer: 
ican National Retail Jewelers Association; 
G. H. Niemeyer, chairman, Jewelers Vig: 
ilance Committee; Sturgis C. Rice, presi 
dent, Boston Jewelers Club, and A. ©. 
Wallenstein, president, National Whole: 
sale Jewelers Association. 

The banquet committee consisted of 
Charles D. Ellbogen, chairman, Webb C. 
Ball, John M. Biggins, Nate Blank, Charles 
G. Brown, R. S. Hulbert, David E. New 
man, Marshall Spies, James H. Swartchild, 
and Francis V. Healy, secretary. 





New Jersey Watchmakers 
Appoint Chessari Secretary 


The appointment of Emil J. Chessari of 
West New York as secretary was 4b 
nounced recently by the Watchmakers A 
sociation of New Jersey. He succeeds Wil- 
liam E. Drost of Orange. 

Association members gathered for theif 
first meeting of the new year on Janualy 
8th at The Ivanhoe in Irvington. Discut 
sion centered on plans for the association's 
annual dinner-dance and the type of pro 


grams to be featured at future meetings 
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Past Accomplishments and Future Plans 
Cited at Annual JIC Membership Meeting 


At noon on January 13, in the Sert 
Room of the Waldorf-Astoria, officers 
and members of the Jewelry Industry 
Council met for their annual meeting. 

Maurice Adelsheim, chairman of the 
board of directors, opening the meeting, 
introduced G. H. Niemeyer, the chairman 
of the Program Committee. 

Praising the work that had been ac- 
complished, he introduced A. E. Haase, 
president of the JIC. Haase put the 
weight of his message on the display of 
clippings that were attached to a number 
of cards that completely covered the wall 
of the room. This presentation of clip- 
pings, of news releases that had been 
made by JIC during the past year, were 
broken down by types of merchandise. 

The next speaker was Oscar Kind, Jr., 
who reported on what he had seen the 
council do during the past year and how 





it had benefited his Philadelphia store. 
The highlight of his talk was a reference 
to the reticence of some retailers to tie 
in with JIC promotions because of their 
fear that other jewelers in the same city 
would do likewise and there would be no 
individuality to their effort. Kind pointed 
out that this was fallacious reasoning, 
that a store had nothing to lose and 
everything to gain by storewide and city- 
wide promotion of any jewelry store line. 

Irving N. Chayken was the next speaker 
who carried on from the retailer’s view- 
point and told how during his travels 
throughout the country during the past 
year he had made a point to check on 
newspapers in the towns he visited; how 
in those newspapers he had found all 
types of releases—general and specific— 
that had originated in JIC offices. 

Eleni Sakes, fashion editor of the Wash- 





24-K Club Holds 50th Banquet 
(From page 184) 


precision on the evening of January 12, 
1952. 


In addition to the 1400 persons attend- 
ing the banquet, there were the currently 
active association officer and the past presi- 
dents of the 24 Karat Club of New York 
who were seated on the dais. They were: 
Frank C. Beckwith, honorary member, The 
Twenty-Four Karat Club of the City of 
New York; Sturgis C. Rice, president, 
Boston Jewelers Club; A. C. Wallenstein, 
president, National Wholesale Jewelers 
Association; Albert E. Haase, president, 
Jewelry Industry Council; Leo F. Henebry, 
president, American National Retail Jewel- 
ers Association; Dr. Everett R. Clinchy, 
president, National Conference of Chris- 
tians and Jews, Inc.; Harry J. Bromley, 
president, The Twenty-Four Karat Club of 
the City of New York, 1952: William F. 
McChesney, president, Sterling Silversmiths 
Guild of America; G. H. Niemeyer, chair- 
man, Jewelers’ Vigilance Committee, past 
president, The Twenty-Four Karat Club 
of the City of New York; Hubert Gaucher, 
president, Canadian Jewellers’ Association; 
H. A. Goldberg, past president, National 
Association of Credit Jewelers: Edgar T. 
Baker, president, New England Manufac- 
turing Jewelers’ and Silversmiths’ Asso- 
ciation; Mead Montgomery, president, 
Chicago Jewelers’ Association; Fred A. 
Bullock, president, Jewelers Board of 
Trade. 

The past presidents are: William I. 
Rosenfeld, Harry P. Dickinson, Walter N. 
Kahn, Charles W. Sommer, Jacob Mehr- 
lust, W. Waters Schwab, Albert E. Levy, 
P. Irving Grinberg, Walter Eitelbach, Reg- 
inald Reichman, Howard W. Boynton, 
William B. Ogush, P. M. Fahrendorf, Nor- 
man M. Morris, August O. Packer and 
Herman L. Baskin. 

Presiding over the banquet in his usual 
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affable and good-natured manner was 
Harry J. Bromley, vice-president of Na- 
tional Jeweler. Taking cognizance of the 
social importance of the evening, Mr. Brom- 
ley’s talk was brief, to the point and ob- 
viously only for the purpose of turning the 
evening over to enjoyment and pleasantries. 

Other members of the Banquet Com- 
mittee were: Jerome T. Agate, Harry J. 
Bromley, P. M. Fahrendorf, Norman M. 
Morris, August O. Packer, Reginald Reich- 
man and W. Waters Schwab. 

The Reception Committee was composed 
of Benjamin Lazarus, chairman, Alexan- 
der E. Arnstein, John Ballard, Frederick 
A. Ballou, Jr., J. P. V. Heinmuller, Milton 
J. Heller, Benjamin S. Katz, William A. 
Kinsman, Craig D. Munson, Dudley E. 
Sanderson, James G. Shennan, Byron L. 
Shinn, Charles C. Smith, H. James Stern 
and Milton Weill. 





Fifty burning candles top this culinary mas- 
terpiece which was made in commemoration 
of the Twenty-Four Karat Club's 50th an- 
niversary. Grouped around the anniversary 
cake are the Club President, Harry J. 
Bromley (second from left); three Past 
Presidents: William B. Ogush (left), Wil- 
liam I. Rosenfeld (center), and G. H. Nie- 
meyer (right); and Fred A. Bullock, presi- 
dent of the Jewelers Board of Trade. 








ington, D. C. Star, was introduced by 
Martha Percilla, the fashion coordinator 
of the JIC. Miss Sakes said that editors 
are delighted with the facilities offered 
by the JIC which is now widely recognized 
as the place to turn for authentic infor- 
mation on anything in connection with 
jewelry stores. 

W. Waters Schwab, chairman of the 
policy and plans committee, touched on 
the forthcoming activity of the JIC pro- 
moting stone, emblem and signet rings. He 
told how this program was designed to 
awaken the public’s interest in such items. 
Schwab told of his own personal experi- 
ences in traveling around the country and 
observing window displays of jewelers 
which were virtually unchanged month 
after month, presenting a picture of mo- 
notonous regularity. He mentioned how 
the JIC has made an effort along these 
lines to help jewelers. He ended with a 
warning that jewelers by not subscribing, 
in greater numbers and in larger amounts, 
to the funds of the JIC were actually 
tying the hands of an efficient staff a 
little tighter each year as they reduced 
their financial support. 

Dr. Arthur O. Dahlberg, president of 
the U. S. Economics Corporation, gave 
his reasoning regarding the outlook for 
the retail jewelry business in the first 
six months of ’52. He prophesied that 
there would be an increase of two per 
cent over 1951 during that period. He 
said that sales for the first three months 
would be about the same as the similar 
three months in °5]1 but that during the 
second quarter retail jewelry sales would 
exceed °5] figures by five per cent. 

Following this, Mr. Niemeyer empha- 
sized the fact that although the prospects 
might be brighter and the possibilities 
bettter, that jewelry sales would be largely 
controlled by the initiative of those in 
the industry and the activities of organi- 
zations such as JIC, which are designed 
to promote more business. 


The meeting was closed with a talk 
by Cecil D. Kaufmann, of Kay Associates, 
in what could best be described as a 
typical Kaufmann off-the-cuff friendly 
spanking. 

Kaufmann put his finger on certain 
fundamental weaknesses that are typical 
of the jewelry business. He pointed out 
that the jewelry business exists not to be 
smug and complacent about their beau- 
tiful merchandise but that they are in 
business to make money; they must know 
the facts and that they must be scientific 
in the application of those facts. 

Unequivocally, he said, the work of the 
JIC and such agencies in the industry are 
a postive “must”—a necessity. He said 
that it is a vital part of the JIC to con- 
vey to more people the fact that they can 
and should buy more gifts in the jewelry 
store. 

He reminded his listeners also that such 
apathy has forced many manufacturers 
of traditional jewelry store items to look 
in other fields for additional outlets in 
order to get sufficient volume to maintain 
their necessarily high rates of production. 
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Crime-Buster Frank Hogan Addresses JSA, 
Urges Jewelers to Aid in Law Enforcement 














New York District Attorney Frank S$. Hogan (left), guest speaker at the annual Advisory 
Board meeting of the Jewelers Security Alliance, decried the public's reticience to testify 





against criminals. Attentively listening to his address are Walter Eitelbach (center), JSA 
president, and Richard C. Murphy, executive secretary and counsel for the JSA. 


When anyone thinks of the Jewelers 
Security Alliance it conjures up a thought 
of Richard C. Murphy, its executive sec- 
retary and counsel. When one thinks of 
“Dick” Murphy, the mind progresses to 
Pinkerton men and district attorneys. That, 
in fact, was the progression of the program 
at the annual Advisory Board meeting of 
the Jewelers Security Alliance, which was 
held in the Waldorf-Astoria on Janu- 
ary 12th. 

All sections of the industry were rep- 
resented by outstanding men in those di- 
visions—manufacturers, wholesalers and 





Watch Co., was as usual in evidence with 
vigorous expressions calling for greater 
support by the retailers and stronger ef. 
forts on the part of manufacturers and 
their salesmen to enlist more retailers as 
members. 

There was considerable and justifiable 
pride when Mr. Murphy introduced the 
New York District Attorney Frank S. 
Hogan, who brought a message to those 
attending the luncheon. 

Mr. Hogan, after explaining something 
about the complexity of his office and the 
fact that it was made up of the greatest 
number of lawyers on the staff of any 
such office in the world, pointed out 
that the work of his group could be made 
more efficient and that it could produce 
greater benefits to the industry if the 
jewelers themselves exercised their priv- 
ilege and duty as citizens more conscien- 
tiously. 

In short, he touched upon the public’s 
reticence to testify against criminals and 
tried to discourage such an attitude by 
explaining that it was the very rare ex- 
ception where a witness was abused by 
individuals against whom they testified. 

Mr. Hogan was effusive in his praise 
of the work done by the JSA and Mr. 
Murphy. 

In confirmation of Mr. Hogan’s remarks 
and in a further effort to dispel the fal- 
lacious fear of persons testifying against 





A brisk exchange of viewpoints 


retailers. The meeting was held during Snapped by the candid camera during the recep- d c ; 
and after a luncheon, with Walter Eitel- tion preceding the JSA luncheon were, left to 1s carried on by, left to right: 
bach calling the meeting to order and pre- right: George Brown, Gerwe Brown Co., Cincin- Walter Eitelbach, JSA presi- 
senting Vice President Victor A. Lambert nati; Lloyd G. Pattee, S. H. Clausin & Co., Minne- dent; W. Waters Schwab, J. 
ns teehee, Ail a maaalel d apolis; Harold Alberts, |. Alberts Sons, Boston, R. Wood & Sons, New York; 
- = Renee Ss Coes and William B. Ogush, vice president of the Gruen A. C. Possin, A. C. Possin Co., 
to report on its present membership. Watch Co. Milwaukee, and James H. 





Benjamin S. Katz, president of Gruen 





Deeply engrossed in an amiable conversa- Charles M. Isaac (left), executive vice 
tion are Victor A. Lambert (left), vice president of the American National Re- 
president of the JSA, and Benjamin S. tail Jewelers Association, continues talk- 


Katz, president of the Gruen Watch Co. ing while Leon J. Engel, of J. Engel & 
Co., Baltimore, takes time out to smile 
for the photographer. 
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Hetzel, Eisenstadt Mfg. Co., 
St. Louis. 


criminals, Howard Nugent, head of the 
Criminal Division of the Pinkerton Agency, 
said a few words on the operation of 
his department. He told how on occasion, 
cases have been broken down because cill- 
zens will not come forward and do their 
duty in indentifying criminals. He pointed 
out how even when confronted with an 
actual photograph of the culprit, he had 
seen citizens refrain from admitting their 
recognition of the criminal’s photograph. 

Then followed a film which was one o! 
the regular nationally distributed releases 
of RKO, called “The Pinkerton Man,” 2 
short documentary film based on the actual 
operation of the Pinkerton Detective 
Agency which works with the JSA in 
tracking down jewel thieves. 

On this exciting note the meeting closed 
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with the thought still pervading it that al- 
though the JSA has proved itself a valuable 
instrument in the protection of retail jewel- 
ers against physical harm and loss of val- 
uable stock, the retail jewelers must be 
persuaded in greater numbers to back the 
efforts of the organization which has done 
and is continuing to do such a thorough 
and-efficient job for the entire industry. 








Appointed 
Advertising 
Mor. of 
Westclox 


RAY MEE 


The appointment of Ray Mee as adver- 
tising manager of Westclox, Division of 
General Time Corporation, was announced 
recently. Mr. Mee, who has been asisstant 
advertising manager for the past several 
years, succeeds L. B. Richards, who retired 
December 31st. 


—_——--—_ 


‘PlatinumDemandExceeded 
Supply in 51: Engelhard 


In spite of controls imposed by various 
governments to conserve platinum for de- 
fense purposes, and important increases 
in South African and Canadian produc- 
tion, demand for platinum exceeded sup- 
ply for all of 1951, according to C. W. 
Engelhard, president of Baker & Co., Inc., 
Newark, N. J., leading dealers in_plat- 
inum and other platinum metals. 

On the basis of incomplete figures he 
estimated that in 1951 the United States 
obtained approximately 55 per cent of its 
1951 platinum imports from Canada and 
35 per cent from South Africa and the 
United Kingdom. Other countries, includ- 
ing Colombia, supplied the balance. Rus- 
sia, formerly an important source of sup- 
ply for the United States and _ other 
countries, has exported little of the metal 
in the last few years. 


Mr. Engelhard pointed out that differ- 
ent ceiling prices on platinum for dif- 
ferent sellers in the United States and 
absence of price controls in other coun- 
tries where buyers may pay more for the 
metal, have not helped to increase 
urgently needed platinum supplies here. 
He stated that a year ago the Office of 
Price Stabilization set a ceiling of $93 an 
ounce for some sellers but set substan- 
tially higher ceilings for others. 

. “The variety of prices applied to an 
identical product has caused the trade 
unnecessary difficulties which could be 
remedied by issuance of a supplementary 
regulation fixing one basic ceiling price as 
recommended by the Platinum Industry 
Advisory Committee,” Mr. Engelhard com- 
mented. He added that supply is urgent 
in view of domestic requirements of plat- 
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inum for oil refining, in making glass 
products, explosives, pharmaceuticals, auto- 
matic controls and many other products 
and aevices. 

Demand for the other platinum metals— 
palladium, rhodium, ruthenium, iridium 
and osmium-—was heavy in 1951, especially 
for palladium, which has the most com- 
mercial applications, Mr. Engelhard said. 

The 1951 consumption of palladium, he 
noted, may have exceeded consumption of 
platinum. “Being a precious metal of 
beautiful white color and possessing high 
strength and good fabricating qualities,” 
Mr. Engelhard said, “palladium is gaining 
favor throughout the world as the newest 
precious metal for jewelry and adornments. 
Numerous European jewelers, especially in 
France, have fashioned and recently ex- 
hibited new designs using palladium to 
secure the diamonds and other gems which 
look their best in settings of a white 
precious metal. Several United States and 
Canadian manufacturers have adopted 
palladium for wedding and engagement 
rings and for other articles.” 

As to the outlook for 1952, Mr. Engel- 
hard said: “It appears that the demand for 
platinum will continue to exceed the sup- 
ply in the near future but the supply of 
most of the other platinum metals seems 
to be adequate.” 


Watch and Clock Collectors 
Appoint Strickler Secretary 


The appointment of Earl T. Strickler as 
secretary of the National Association of 
Watch and Clock Collectors was announced 
recently by Brooks Palmer, president of 
that organization. He succeeds Robert A. 


Franks of Bryn Mawr, Pa., who has retired 
from that office. 

Palmer has requested all persons having 
occasion to correspond regularly or pe- 
riodically with the association to address 
communications to: Earl T. Strickler, Sec- 
retary, Box 33, 335 North 3rd St., Co- 
lumbia, Pa. 











Elected 
Vice President 
at Ronson 


DAVID 
HIRSCHHORN 


Alexander Harris, president of Ronson 
Art Metal Works, Newark, N. J., an- 
nounced recently the appointment of David 
Hirschhorn as vice president in charge of 
labor relations. 

Mr. Hirschhorn joined Ronson in 1935. 
He was appointed assistant advertising 
manager in 1940 and six years later was 
made personnel director. In 1947, Mr. 
Hirschhorn was appointed assistant to the 
president. 





John McNamara, III, son of John 
McNamara, Jr., and grandson of John 
McNamara, president of E. H. Saxton Co., 
Boston, Mass., put in his appearance on 
December 27th. Bernard Jackson, sales- 
man with the Saxton Co., will mark his 
50th year with the firm this year. 








Promotion plans for the coming season 
were presented at the annual sales meet- 
ing of A. Cohen and Sons Corp. which 
was held December 27th at the Hotel 
Astor, New York. Sales representatives 
from all sections of the country accepted 
the plans with marked approval. An en- 
thusiastic reception was also given to the 
firm’s new Everbrite and Crosby lines for 
1952 which were presented for the first 
time at the meeting. 

Principal speaker at the meeting was 
Hyman J. Cohen, president of the cor- 
poration, whose talk evolved on the theme 
that the salesman is the key person in 
today’s economics. He referred to the 
fact that the company’s whole merchan- 
dising program was still based on the 


NEW COHEN LINES PRESENTED AT SALES MEETING 








axioms—“You Can’t Make Profits With- 
out Sales . . .” and “Sell More—Earn 
More.” 

Mr. Cohen concluded his remarks by 
introducing the company’s new sales repre- 
sentatives. Their names and territories are: 
Sy Roberts, eastern Pennsylvania; Nich- 
olas Van Wowk, New England; Henry 
Katz, New England; Irwin L. Cohn, Michi- 
gan; Meyer Kaplan, Missouri, Arkansas, 
Kansas, Colorado and part of Wyoming; 
and Perry Segal, North Carolina, South 
Carolina and Virginia. 

Executive offices and showrooms of A. 
Cohen and Sons Corp. are located at 27 
W. 23rd St., New York. In addition, the 
firm maintains a branch office at 23 Broad 
St., S.W., Atlanta, Ga. 
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New Spring Jewelry Line 
Shown by Trifari in N. Y. 


New style-wise jewelry accessories to en- 
hance milady’s spring ensemble were 
shown January 13th to the nation’s fashion 
editors by Trifari, Krussman & Fishel at 
their New York offices, 16 E. 40th St. 

The chic jewelry creations are abreast of 
the style decrees of designers and will serve 
as eye-catching accessories for spring ward- 
robes. 

The new Trifari jewelry designs revealed 
the following trends: 

1. In this full-skirted, high-necked sea- 
son, pins take on a new importance. The 
neckline doesn’t exist which cannot find its 








perfect complement in this new collection 
of Trifari pins. Order pins, leaves, medal- 
lion-like military decorations and pins of 
modern, stylized, whimsy lend variety to 
the Trifari line. 

2. The predominance of white as a color 
for spring is recognized in Trifari’s new 
creations. This spring Trifari has sur- 
passed their own previous white successes 
with the greatest white collection they have 
ever made. Outstanding in Trifari’s white 
story is Camellias—snowy white flowers of 
pure, unadulterated white. The pins form 
a group of Camellia corsages that range 
from single blooms of any size to various 
sizes of Camellias. 

3. Rhinestones continue as fashion fa- 





with black, blue 
or red contrast. 
Sold through wholesalers only 


150 Varick Street 


[ste WATCH CASE CORP. New York 13, N. Y. 
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vorites. Pins and outstanding in Trifarj’, 
brilliant rhinestone collection and there jg 
an infinite variety of them from which to 
choose. Rhinestone necklaces, opulent and 
elegant or simple and dainty (perenially 
a “must” with a low-necked or strapless 
dress) are plentiful in Trifari’s spring line. 








Trifari's new Monte Carlo Collar shown 
here lends dramatic emphasis to the new 
high neckline. For additional drama, the 
model also wears the Monte Carlo bracelets 
and earrings. Available in all delicate 
color combinations, the earrings are con- 
toured to emphasize the new poodle cut 
as well as the horse-tail hair-dos. 


Kreisler's Ad Budget for "52 
‘Largest in Firm's History’ 


Joe Roberts, advertising director of the 
Jacques Kreisler Manufacturing Corpora- 
tion, announced recently that the firm’s 
advertising and sales promotion budget for 
1952 will total more than $1,250,000—the 
largest in the company’s history. Speaking 
at the annual Kreisler sales convention, 
held in January at the Essex House in 
New York, Mr. Roberts stated that this 
represents an increase of approximately 
25 per cent over the 1951 appropriation. 





Snapped by the cameraman at the recent 
sales convention of the Jacques Kreisler 
Manufacturing Corp. were, left to right: 
Julien Keilus, sales manager; Sidney Gar- 
field, president of Hirshon-Garfield; Toby 
Stern, Kreisler president; Arthur Weil, ac- 
count executive, and Joseph Roberts, ad- 
vertising manager. 


He pointed -out that about half of 1952's 
budget would be utilized for year-round 
newspaper, magazine and television ad- 
vertising. Kreisler is a sponsor of the 
coast to coast program, “Tales of To 
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morrow,” the first adult science-fiction 
television show which features nationally 
known stars and is now heard weekly 
over ABC-TV. 

Mr. Roberts also emphasized that his 
company realizes that “the retail jeweler 
is a very significant factor in the sale of 
Kreisler merchandise.” 





New Silverplate Pattern Shown 
By Oneida at N. Y. Preview 


“Enchantment,” the new 1881 (R) 
Rogers (R) silverplate pattern, was intro- 
duced January llth by Oneida Ltd. to 
magazine and syndicate editors at a lunch- 
eon held at New York’s Hotel Pierre. 
Forty-two editors from 27 publications, 
five editors from eight syndicate newspapers 
and five free lance writers were guests at 
the luncheon. 

Among the Oneida Ltd. executives who 
acted as hests were P. B. Noyes, honorary 
president; M. E. Robertson, president and 
general manager; and E. B. Bedford, pub- 
licity manager. Also present were repre- 
sentatives from J. Walter Thompson Co., 
agency for this account. 





R. R. Colway, sales manager of the Wm. A. 

Rogers Division, Oneida Ltd., shows Mrs. 

Claire Barrows of Brides Magazine the new 

"Enchantment" pattern by 1881 (R) Rogers 

(R) silverplate at the introductory luncheon 

held January IIth at New York's Pierre 
Hotel. 


A special bridal display of bridal gowns 
by Jane Derby and bridal table featuring 
the new “Enchantment” pattern was ar- 
ranged in a room adjoining the dining 
room. Floral decorations on the luncheon 
tables consisted of small bouquets massed 
together, each with an after-dinner coffee 
spoon attached which were presented to 
the guests at the end of the luncheon as 
souvenirs. 

“Enchantment” is a richly carved design 
of unusual depth with small flowers and 
sprays bordering a medallion-like space on 
the handle. This latest addition to the 
well-known 1881 (R) Rogers (R) line is 
an example of a heavily ornamented pat- 
tern of silverplate, and like all 1881 (R) 
Rogers (R) pieces is reinforced with an 
extra overlay of silver at the vital wear 
points, 

Complete services of “Enchantment” in 
anti-tarnish chests will be available at deal- 
ers after April 1st, 


FOR FEBRUARY, 1952 





Anson to Erect New Building 
Adjoining Its Present Factory 


The Christmas party of Anson, Inc., 
men’s jewelry manufacturing firm of Provi- 
dence, was featured with an announcement 
by Olof V. Anderson, president, that with- 
in a few weeks ground will be broken for 
a new building adjoining its present factory. 

The move was being made, he said, to 
keep pace with the steady growth of the 
company during the past five years. 

He expressed hopes that availability of 
materials will permit breaking of ground 
early in February and completion about 
the first of June. 

The new building will face on Baker 
Street and adjoin the present building in 





which 235 persons are employed in the 
manufacture of men’s jewelry and leather 
accessories. 

It will be two and a half stories in 
height and provide approximately 25,000 
square feet of additional floor space for 
production and office facilities. 

An expected increase in defense business 
together with growing demand for the 
firm’s line of silver jewelry and leather 
accessories make the added production 
space necessary, Anderson said. 

Anson, Inc. is one of the leading manu- 
facturers of men’s jewelry in the country 
with more than 3000 items in its line. 

Another feature of the Christmas party 
was the presentation of five-year sterling 
silver service pins to 21 employes. 
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wedding rings and ladies’ and men's colored stone rings 


29 East Madison St. 


INCREASED THEIR SALES 
with following RINGS-O-Bliss selling plan 


@ AN EYE CATCHING TRAY FREE. Grain leather, velvet lined. The 


perfect complement for the merchandise it displays to such striking 


RING UP | 











JEWELERS 
EVERYWHERE HAVE 


that come when fine rings 


Chicago 2, Ill. 








191 










rwesrr rm 


ft fee S 2€@28483A4 


ese. 


Slight Decrease Noted in 
‘51 Silver Consumption 


Approximately 110,000,000 ounces of sil- 
ver were consumed in the arts and indus- 
tries in the United States during 1951, ac- 
cording to Handy & Harman’s 36th annual 
review of the silver market issued January 
2ist. This represents a drop of only 10,V0U,- 
000 ounces below 1950 which, the report 
states, compares favorably with other post- 
war years. 

“After the invasion of South Korea in 
June of 1950 a wave of scare buying cre- 
ated an unusually heavy demand for ster- 
ling silverware. An accumulation of orders 





resulted in full-scale production by manu- 
facturers not only for the balance of 1950, 
but through the first four months of 1951,” 
the review stated. “Thereafter require- 
ments for sterling dropped sharply and, 
except for a very moderate seasonal im- 
provement in the fall, remained at rela- 
tively low levels for the balance of the 
year. However, a general increase in the 
consumption of silver in industrial products 
offset this loss to some extent. 
“Considering the inflationary pressures 
exerted in general on prices in the United 
States during the early part of 1951, the 
price of silver in New York showed re- 
markable stability,” the report says in dis- 
cussing the pattern of the silver market for 
the past year. It goes on to state that the 
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outlook for the foreseeable future points tp 
a maintenance of price stability for silver 

“In the event of an increase in the com. 
ing months in the present relatively Joy 
demand, which might result in stepped-up 
defense spending and the use of silver ag 
a substitute for scarce metals, there is no 
apparent reason to fear that adequate Sup: 
plies will not be available. The Treasury; 
selling price of 90.91 cents per ounce .999 
fine is presumably still effective at leas 
for some portion of its unobligated stocks” 
With regard to Treasury stocks, the fe. 
view points out that because of coinage re. 
quirements the “so-called free silver ag. 
count declined from 159,900,000 ounces a} 
December 31, 1950, to 127,000,000 ounces 
at the close of 1951, a drop of 32,900,009 
ounces.” 

In its review of 1951, the report points 
out that “the price increases generated ip 
most world commodity markets by the 
Korean situation were more extreme than 
the relatively moderate rise in the price of 
the white metal... At no time were buyers 
faced with the acute supply problem which 
existed in other non-ferrous metals.” 

Silver production in the Western Heni- 
sphere during 1951 declined slightly from 
figures reported for 1950. “We estimate,” 
says the report, “the total for the year at 
130,700,000 ounces, about seven per cent 
below 1950. 

“Mexico showed the sharpest drop. That 
country’s production probably did not ex- 
ceed 41,000,000 ounces, compared with 
49,100,000 ounces reported in 1950. Pro- 
duction in the United States was also lower, 
being estimated at 40,000,000 ounces con- 
pared with 42,100,000 ounces previously. 

“We estimate that the silver content of 
total imports of bullion, unrefined mate. 
rial, and coin amounted to 114,000,000 
ounces.” Total exports amounted to 8,300, 
000 ounces. 

The full report, giving detailed statistics 
on the silver market, is available, on ¢e- 
quest, from Handy & Harman, 82 Fulton 
St., New York 38, N. Y. 


FTC DIAMOND RULINGS 
(From page 183) 


anyone took issue with the high motives 
of the American Gem Society. 


“I have given the matter a lot 0 
thought,” said Mr. Kahn. “We are faced 
with what is practical rather than with 
what is ideal. I cannot see how the st 
of regulations proposed by the AGS cal 
in any way be worked out in a practical 
way.” In concluding, Mr. Kahn said that 
he cannot subscribe to any rule that cal 
not be enforced. 


Other speakers who supported the pos: [ 
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tion as expressed by Mr. Fine and Mt 
Kahn were Leo Weisfield, president @! 4 


the Diamond Council of America, and Ht | 


A. Goldberg, past president of the Na- 4 


tional Association of Credit Jewelers. 


Speaking in support of the AGS pro 4 


posals were Messrs. William S. Presto 


and Harry R. Gerber, representing the : 


American Gem Society. 


A motion was adopted at the end of q 
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the meeting in which it was resolved that 
the present FTC rules regulating the de- 
scription of diamonds in selling and ad- 
vertising were sufficient to protect the con- 
sumer. The chairman was directed to 
appoint a sub-committee consisting of one 
representative of each of the associations 
attending the meeting to propose a pro- 
gram of more effective enforcement of the 
present FTC rules. Members of the sub- 
committee were instructed to report to 
their respective associations concerning the 
consensus against revision of the present 
FTC rules. It was further resolved that 
all the associations represented at the 
meeting would reconvene for the purpose 
of further discussion upon the request of 
any association. 





Over 100 Exhibiting Firms 
Reserve Space at NACJ Show 


The management of the National Jewelry 
Fair announced recently that over 100 ex- 
hibiting firms have reserved display space 
for the annual trade show, setting a new 
record for space reservations so early in 
the year. Sponsored by the National Asso- 
ciation of Credit Jewelers, the show will be 
held in Chicago, July 27th through 3lst at 
the Conrad Hilton Hotel (formerly the 
Stevens). 

Detailed reports submitted by the show 
management to NACJ’s Convention Com- 
mittee at a meeting in Chicago, January 
6th, indicated that the number of exhibitors 
at the 1952 National Jewelry Fair will be 
unusually large and will include many of 
the jewelry industry’s leading firms. 

Approximately the same amount of space 
has been allotted to the National Jewelry 
Fair by the management of The Conrad 
Hilton, as has been allocated in the past. 
The Exhibition Hall, Grand Ballroom and 
surrounding areas are again set aside for 
booth displays, while the fifth and sixth 
floors are again devoted to display room 
purposes. Suites above the sixth floor, as 
well as private dining rooms, ballrooms 
and other special space, will again be avail- 
able for use by 1952 exhibitors. 





Record Attendance Expected 
At Allied Show in Dallas 


Attendance at the forthcoming Allied 
Gift and Jewelry Show is expected to 
exceed all past records, according to spon- 
sors of this semi-annual event. The show 
will be held in Dallas the week of Feb- 
ruary 17 to 21 at the Hotel Adolphus. 

Four entire floors will be occupied by 
displays of leading jewelry manufacturers. 
Leading lines of china and silverware will 
be exhibited in newly consolidated displays. 

The displays will occupy every floor of 
the Adolphus through the fourteenth, and 
the main ballroom, in addition to the 
mezzanine parlors, with dinnerware, glass- 
ware, crystal, decorative ceramics, luggage 
and leather goods among the other com- 
modities featured. 

Serving on the show committee are: 
Jack Lamberti (I. Freeman & Son, Inc.) ; 
W. F. Sebel (W. F. Sebel Co.); Julien 
Keilus (Jacques Kreisler Mfg. Corp.) ; 
Max Solomon (Volupte, Inc.) ; Joe Stadt- 
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man (Trifari, Krussman & Fishel, Inc.) ; 
John A. Schroeter (Lenox, Inc.) ; Russell 
Stubaus (Worcester Royal Porcelain Co., 
Inc.); Norman Tegun (Bulova Watch 
Co.) ; James P. Cole (C. R. Gibson Co.), 
and Cornelius Fliashnick (Syracuse Orna- 
mental Co., Inc.). 

Convention features of the show will 
include the perenially popular buyers’ 
party which will be held Monday night, 
February 18th, on the fifteenth floor Roof 
Garden of the hotel, and the semi-annual 
dinner-dance for buyers and exhibitors for 
which the Century Room of the Hotel 
Adolphus has been reserved for the night 
of Tuesday, February 19th. 

The Allied Gift and Jewelry Show is 


one of the markets sponsored by Allied 





Exhibitors, Inc., the non-profit association 
of nationally advertised manufacturers and 
their representatives. Management details 
will be handled by H. W. Johnson, presi- 
dent; Joseph O’Sullivan, vice president, 
and Mrs. Mildred M. Dalton, secretary. 





New Haven Appoints Directors 


The board of directors of the New Haven 
Clock and Watch Co., at their last meeting, 
elected Irving Stoopack and Hyman L. 
Federman as members. 

A resident of the Bronx, Mr. Stoopack 
is engaged in the practice of law in N. Y. 

Mr. Federman, a resident of New Ro- 
chelle, is in charge of the Investment 
Service Department of Ira Haupt and Co., 
members of the New York Stock Exchange. 
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Elgin American Company 
Observes 65th Anniversary 


A huge celebration in honor of the Elgin 
American Company’s 65th anniversary and 
its tenth year under the management of 
Allen B. Gellman was held December 2Ist 
in the city of Elgin, Ill. Mayor Myron M. 
Lehman of Elgin, proclaimed December 
2ist “Elgin American Day” in honor of 
the company. 

Principal speaker at the civic celebra- 
tion arranged by the City of Elgin to 
honor the compact and fashion accessory 
firm was C. Wayland Brooks, former U. S. 
Senator. Brooks paid tribute to Gellman, 


Elgin American’s president, who rose to 
the presidency of the fashion accessories 
firm in 1941, just 11 years after his arrival 
in this country as a student. 


Charging that the opportunities for ad- 
vancement and security which were avail- 
able to Gellman when he arrived on 
American soil have been diminishing stead- 
ily under a_ paternalistic government, 
Brooks said that a crusade must be under- 
taken by Americans everywhere for a re- 
turn to freedom of opportunity. 

Praising the small manufacturers as the 
life blood of American communities today, 
Brooks said, “In periods of emergencies, 
small manufacturers schedules of produc- 
tion have been seriously hampered by cur- 
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tailment of raw materials and government 
regulations, while at the same time, indys. 
trial giants received an overwhelming ma. 
jority of defense contracts. 

“The large corporations,” he said, 
“were enabled to convert directly into war 
production without loss of employees, time 
or money. Smaller manufacturers seriously 
hampered have been forced to layoff em. 
ployees, thereby losing valuable, skilled 
and loyal personnel. This plight has be. 
come a national one and the government is 
now being forced to recognize the fact. 

“While it is easy for officials to place 
orders for billions in defense dollars with 
larger corporations, it is absolutely neces. 
sary that these vast expenditures be dis. 
tributed equitably throughout our land,” 
Brooks said. 

Telegrams of congratulations poured 
into the Elgin American Co. from all over 
the United States. Wires were received 
from many well-known personages, Holly- 
wood stars and celebrities, leading pub. 
lishers and business leaders and execu- 
tives. Leading jewelers and jewelry asso- 
ciations from all over the country extended 
messages of goodwill, as did Chamber of 
Commerce groups from over 200 cities. 

Ben Sacks, executive secretary of the 
Jewelers Association of Greater Chicago, 
presented a plaque to Gellman in recog: 
nition of the achievements of the company 
and its president in the jewelry field. 





Allen B. Gellman (left) president of Elgin 
American Co., receives plaque from Ben 
Sacks (second from right), executive secre- 
tary of the Jewelers Association of Greater 
Chicago, at the celebration in honor of the 
65th anniversary of the company. Looking 
on are C. Wayland Brooks (second from 
left), former U. S. Senator from _ Illinois, 
and Arthur Paulson (right), toastmaster. 


Allen B. Gellman spoke in appreciation 
of the honors bestowed upon the company 
and said, “. . . we face the future and 
accept the challenge with a hopeful and 
optimistic attitude and with a determina- 
tion and resolution to work hand-in-hand, 
management and employees as one indivisi- 
ble body dedicated to the furthering of 
the cause of our company, of our com- 
munity and our beloved country. 

“T. for one,” he continued, “have never 
divided, nor have I given preference to the 
interest of either management, labor, or 
capital, and never will, until someone can 
prove to me that any one leg of the three- 
legged stool is more important than any 
one of the other legs. If we undermine or 
weaken or eliminate any one of the three 
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legs of a stool, it will tumble over and the 
other two legs will tumble with it. . 
« It has become fashionable to pick 
the flaws and weaknesses of our fabric, 
and weaknesses do exist, that no one can 
deny, and yet no one can deny that under 
our free enterprise system we enjoy the 
distribution of blessings while those un- 
fortunate human beings under Socialism 
or Communism or Fascism or any kind of 
Gem’ are the recipients of the distribution 
of miseries. To think of abolishing or ex- 
changing our system for some ‘ism’ be- 
cause it has failed to do away with its 
inherent weakness would be tantamount to 
suggesting the destruction of religion and 
our churches because they failed to do 
away with sin,” said Gellman urging a 
sreater appreciation of our American way 


of life. 


New Helbros Watch Promotion 
To Aid Runyon Cancer Fund 





William Helbein (left), president of the 
Helbros Watch Co., presents a check for 
$5000 to John Teeter, executive director of 
the Damon Runyon Memorial Fund for 
Cancer Research, Inc., at a Helbros sales 
convention held recently in New York. 

In a national program to aid the fund’s 
fight against cancer, Helbros has created 
12 new watches. Partial proceeds from 
the sale of these watches will be donated 
to the Damon Runyon Memorial Fund. 
The campaign will be heralded to the 
country with the slogan “Be a Cancer 
Watchman, Wear a Helbros Watch De- 
signed for the Damon Runyon Memorial 


Fund.” 


Coro's New Jewelry Collection 
Sets ‘Costume Look’ for Spring 


New spring jewelry accessories by Coro, 
designed to emphasize the feminine roman- 
tic mood of 1952 fashions, were shown to 
the nation’s fashion editors in the Hotel 
Pierre in New York City on January 9th. 

Against an ever-shifting target of fashion 
interest, jewelry scored from the shore to 
the city in ensembles ranging from beach- 
wear to ball gowns. Lacy designs, colors 
keynoted by Paris, and “wear-way” innova- 
tions that stressed high bust and waistline 
trends all added up to the season’s “Cos- 
tume Look” achieved with accessories. 

White accessories chalked up winning 
points in a fresh approach to the season’s 
popular beige. White enamel tallied with 
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gold or rhinestone accents in handsome ir- 
regularly-molded melon or smooth bead 
jewelry. 





tion. Delicately-tinted porcelain roses and 
silver lock and key pins for the kiddies 
were miniatures of what their grown-ups 





will be wearing this year. The Coro-Teen 
collection ranges from carved coral jewelry 
and gold and silver lockets to rhinestone 
party jewelry for “young” glitter. 


Reigning beauties of the past created 
the mood for dramatic evening accessories. 
In the Directoire manner Coro’s gold di- 


mensional necklace, pin, earrings and 
bracelet set with rhinestones were used on 
flowing white chiffon. All the flamboyance 
of the “Merry Widow” era was recalled in 
Coro’s lavish rhinestone bib necklace, pen- 
dant earrings and wide bracelets worn by 
the armful. 


Rudolph Offices at New Site 


The executive offices of Rudolph Bros., 
Inc., well known jewelry chain which 
operates 31 stores in ‘our states, were 
moved recently to the Rudolph Office 
Building, a new and modern structure at 
541 South Clinton St., Syracuse, N. Y. 
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Winners of Display Contest 
Announced by Reed & Barton 


Results of Reed & Barton’s nationwide 
window display contest for the best presen- 
tation of its new sterling flatware pattern, 
Florentine Lace, have been announced by 
the 128-year-old silversmith firm. 

Attracting an unprecedented number of 
entries, the contest, which ran from Octo- 
ber 1 through December 3, was judged re- 
cently in New York by P. M. Fahrendorf, 
president of THE JEWELERS’ CiRCULAR-KEY- 
STONE; Miss Martha Percilla, fashion di- 
rector of the Jewelry Industry Council, and 
James S. Plaut, director of the Institute of 
Contemporary Art and State Department 
cultural adviser to Israel. 








The judges awarded the first grand prize, 
an all-expense trip for two to Florence, 
Italy, to the Charles Mayer Co. of Indianap- 
olis. Basic theme of the winning window 
display, designed by Miss Jacqueline Dale 
and Mrs. Fred Burghard of the Mayer Co., 
was the beauty and craftsmanship inherent 
in the new pierced Florentine Lace sterling. 
Miss Dale used rare Italian art treasures 
and colorful fabrics to create a striking 
background for the silver. Miss Dale and 
Mrs. Burghard left for Italy January 26th 
from New York via Italian Airlines. 

A 100-piece set of Florentine Lace ster- 
ling was awarded to the Zale Jewelry Co. 
of Wichita Falls, Texas, winners of the 
second grand prize. Miss Laura Jean 
Moore, who was responsible for the lovely 
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window, will receive the set of silver, com. 
plete with a handsome and authentic soli] 
mahogany Florentine Lace “Bridal Chest” 

The judges awarded the third grand 
prize to Corrigan’s of Houston, Texas, 4) 
Gatto, display manager, gets a 32-piece 
set of Florentine Lace, handsomely gift 
boxed. In addition, Corrigan’s will receive 
a beautiful Pandora wedding gown, to he 
given to some lucky Houston bride. |; 
will be made of Ametex’ Florentine Lace, 
named for and inspired by the Reed & Bar. 
ton sterling pattern. 

In addition to the three grand prizes, 20 
special group prizes were awarded, 


9 


William T. Hurley, Jr. (left), Reed and 
Barton advertising and sales promotion 
manager, presents grand prize certificate 
of award to Albert L. Zoller (second from 
right), vice president of Charles Mayer & 
Co., and Charles Mayer, Ill. (right), presi- 
dent of the firm. Looking on are the two 
lucky prize winners—Mrs. Fred Burghard 
(second from left), ~ Miss Jacqueline 
Dale. 





Because of the great response and the 
unusually high quality of the Florentine 
Lace windows, a number of honorable men- 
tions were awarded. Each received a hand- 
engrossed certificate, as did all other prize 
winners, and an award of Florentine Lace 
Sterling. 





Appointed 
Advertising 
Director at 

Gruen 


HENRY DORFF 





Benjamin S. Katz, president of The 
Gruen Watch Co., announced recently the 
appointment of Henry Dorff as director of 
advertising. He replaces Bernard M. Kii- 
man who recently resigned to open his own 
advertising agency in New York. 

Mr. Dorff formerly handled the advertis- 
ing of Mido Self-Winding Watches, Louis 
Aisenstein Bros., Inc., and Marvella Pearls 
at the Alfred J. Silberstein-Bert Gold: 
smith Advertising Agency, New York. Pre- 
viously he was associated with Grey Adver- 
tising Agency, Sales Affiliates, Inc., an 
The Waterman Fountain Pen Co. 
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Swiss Watchmakers Unveil 
Women's New Watch Styles 


The newest creations in women’s time- 
pieces were unveiled January 8th for the 
nation’s fashion editors by the Watch- 
makers of Switzerland in a presentation 
ranging from platinum and gold watches 
with precious stones to sturdy steel-cased 
models for sports and utility wear. The 
showing was held at the Biltmore Hotel in 
New York. 

No matter what the dress occasion or the 
occupational use of the watch, the Swiss 
preview showing of “Watch-Words for ’52” 
offered eye-arresting models for the wrist, 
petite watches set in handsome rings, 
sparkling “pin-up” and lapel types done in 
intriguing designs, and tiny automatic 
models that do not require winding as long 
as they are worn. 

Many of the timekeeping innovations 
which Swiss craftsmen have in the past 
introduced into men’s watches now are 
available in women’s models. In addition 
to the automatic, this group includes the 
calendar watch, with its tiny panels show- 
ing the month, day of the week, and the 
date. The chronograph, a specialized time- 
keeper for the professional man, now has 
heen adapted into a small model for 
women. 





The giant hand-made Swiss watch movement 
shown here made its debut in this country 
on January 8th at a watch fashion shown in 
New York. Following the fashion presenta- 
tion, Paul Tschudin (right), director of the 
Watchmakers of Switzerland Information 
Center in New York, again exhibited the 
huge movement to a coast-to-coast audi- 
ence while appearing as featured guest on 
the Don Ameche-Frances Langford tele- 
vision program. 


The trend in 52 Swiss watch styling has 
turned more definitely toward tiny and 
more demure models, with the accent on 
smartly tailored cases. Many are comple- 
mented by decorative watch bands in gold 
and suede. 

Several of the trends noted last Summer 
—the increased use of open-work filigree 
and of sparkling facets in case design— 
have found wide favor, and a variety of the 
new timepieces to be offered by quality 
Jewelers during the coming season again 
will feature delicate wire open-work, lacy 
gold trim, and glittering diamond-cut crys- 


tals in their case styling. 


Bracelet watches, of course, predomi- 


nated at the Swiss showing. The new de- 


signs emphasized closely-woven metal 
bands—some in highly polished disk or 
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chevron links, others flexible, diamond en- 
crusted creations—add a most compli- 
mentary setting for delicate, yet easy-to- 
read dials. 

All the watches introduced at the press 
showing will be available this spring and 
summer at quality retail jewelers through- 
out the United States. 





Two Cleveland Jewelers Receive 
Thanks for Charitable Deed 


Two Cleveland jewelers—Charles Ascher- 
man (Charles Ascherman & Co.) and 
Samuel H. Deutsch (Rudolph Deutsch 


Co.)—were extolled recently for their 





generosity in the newspaper column writ- 
ten by Ed Bang, popular sports writer 
with the Cleveland News. 

Bang reprinted in his column a letter of 
thanks which each of the jewelers received 
from the Group Work Supervisor at Belle- 
faire, Jewish Orphan Home. The Super- 
visor expressed her sincere appreciation to 
both jewelers for furnishing the Home with 
thirty tickets to The News annual Toyshop 
Fund boxing show which was held on 
December 5th. Thirty of the Home’s older 
children attended the fight show and, ac- 
cording to the letter, “spoke with enthu- 
siasm of how much they enjoyed them- 
selves.” 











At last ... a self-winding watch you set . . . and f 
get! Never again worry your watch will “run down. 
| A glance at the exclusive Reserve Power Gauge an 
a you know instantly how much running time h 
been “stored up.” Yes... like the fuel gauge 
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An official timepiece of Swiss National Railways 


This is the message that is being repeated over and over again 
to millions of Americans in LIFE, ESQUIRE and other national 


publications. 


Tie in with this great promotional campaign — especially 
designed to help you sell more Zodiac Autographics to more 


people more often! 
In Stainless Steel $7150 


17 JEWELS . 
SWEEP SECOND HAND »° 


WATER RESISTANT 


Gold Filled $8950 


SHOCK RESISTANT * 
UNBREAKABLE CRYSTAL * 


Prices Include Federal Tax 


ANTI-MAGNETIC 
AVAILABLE IN RADIUM DIAL 


Companion timepieces to the Autographic are the famous Zodiac Synchro- 
matic, Kinematic, Wristop and Calendar watches. Write for Free Catalog. 





In Canada: Norlé Limited, 179 Craig Street, West, Montreal 
Zodiac Wuich Agency °* 521 Fifth Avenue * New York 17, N. Y. 
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McChesney Starts Third Term 
As Sterling Guild President 


William F. McChesney, vice-president of 
The Gorham Co., Providence, R. I., was 
elected January 12th to his third term as 
president of the Sterling Silversmiths 
Guild of America at the organization’s 
annual meeting at New York’s Waldorf- 
Astoria Hotel. 

Mr. McChesney has long been identi- 
fied with the work of the Guild, and has 
also played an active role in the work of 
many other jewelry industry associations. 

Donald W. Leach, vice-president of R. 
Wallace & Sons Mfg. Co., of Wallingford, 
Conn., was elected vice-president of the 
Guild, succeeding Charles C. Withers, 
president of the Towle Mfg. Co., of New- 
buryport, Mass. 

George L. Stringer was re-elected trea- 
surer of the Guild. Mr. Stringer is vice- 
president, treasurer and controller of The 
International Silver Co. of Meriden, Conn. 

At the request of the Nominating Com- 





mittee of the Jewelers Vigilance Commi. 
tee, Denham C. Lunt, Sr., president of 
Rogers, Lunt and Bowlen Co., of Green. 
field, Mass., was named to represent the 
Sterling Silversmiths Guild on the Board 
of Directors of the JVC. Mr. Lunt was 
subsequently elected to the board at 
meeting of the Jewelers Vigilance Com. 
mittee. 





Set Dates for Memphis Show 


Over 300 lines of merchandise will be 
shown to Southern merchants who attend 
the 13th semi-annual Mid-South Gift ang 
Jewelry Show which will be held March 
3 through 7 at the Hotel Peabody, Mem. 
phis, Tenn. A. J. Cory, managing director, 
said that many new lines have been added, 
and practically all exhibitor’s space has 
been reserved. 

Information regarding the show may be 
obtained by contacting Mr. Cory at his 
office in the Merchants and Manufacturers 
Building, 198 South Main St., Memphis, 
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KARLAN & BLEICHER CELEBRATE 25TH ANNIVERSARY 








Mohri 


Part of the sales force of Karlan & Bleicher, Inc., are shown above at the party recently 
given by the firm in celebration of its 25th anniversary. They are, left to right: Frank 
Gentile, Samuel Breger, Walter Karlan, William Ashare and C. William Bleicher. 


A festive luncheon and cocktail party 
for their employees was held December 
2ist by Karlan & Bleicher, Inc., in the 
firm’s plant at 188-92 West 4th St., New 
York. The occasion was the 25th anni- 
versary for this noted manufacturer of 
“Perfect” ring findings. 

December marked the 25th year that 
Jacob Karlan and Mrs. Blanche Bleicher, 
a harmonious man-woman team, have 
worked together as partners. It was re- 
called that Mr. Karlan, who is president 
of the corporation, was originally a tool 
and die maker by trade before he con- 
ceived of his ring manufacturing ideas. 
He has created and patented many ideas 
not only beneficial to his own firm but 
to the trade in general. 

In honor of the anniversary celebration, 
attractive onyx clocks were presented to 
both Mr. Karlan and Mrs. Bleicher by 
their employees. In addition, they each 





received an onyx desk set from the firm's 
accountants. The employees, in retur, 
were presented with bonuses and were 
given a two-day, paid holiday. 

Mr. Karlan made a few brief remarks 
at the affair in which he praised his em- 
ployees—several of whom have been with 
the firm since its founding—for their loy- 
alty and devotion. At the same time, he 
expressed his thanks to the industry for 
its increasing patronage. 

The firm’s plant was tastefully arranged 
and decorated for the party. The premises 
abounded with flowers bearing the good 
wishes of the concern’s many friends. 

The sons of both the principals are 
affiliated with the firm—Walter Karlan fol- 
lowing through on the K & B end of it, 
and “Bill” Bleicher with the Falcon Stone 
Ring Mfg. Co., which is a subsidiary. Paul 
Karlan, the younger son, is now wit 
the United States Navy. 
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q Albert Pretzfelder announced recently 
that he is no longer connected with the 
Emil Leichter Watch Co., 551 Fifth Ave., 
New York. Mr. Pretzfelder has requested 
all persons having occasion to correspond 
with him to address communications to 31 
West 47th St., New York, N. Y. 

q Brooks Palmer, well-known author and 
authority on clocks, was guest speaker at 
the December meeting of the Horological 
Society of New York. His address on 
“American Clocks” was presented in an in- 
teresting manner. Mr. Palmer gave an ac- 
curate account of the history of American 
clockmakers, and his instructive talk was 
well received by the attentive audience of 
watch and clockmakers. 

q The Charles Turi Jewelry Co., 62 West 
47th St., New York, was scheduled to open 
their new enlarged showroom and factory 
about the first of this month. Sidney 
Bloom, formerly with Joseph Berland and 
the R. Wiener Corp., has joined the firm’s 
sales staff. 

q William G. Scheefer, operator of a 
jewelry store in Saranac Lake, N. Y., has 
been appointed a director of the Saranac 
Lake Chamber of Commerce. 





New York Gets First Glimpse 
Of Imperial's $100,000 Gown 


Flanked by two armed guards, Gloria 
Swanson gave New York its first glimpse 
of the world’s most expensive gown when 
she displayed it at the Waldorf-Astoria 
Hotel on the afternoon of January 10th 
before a gathering of representatives of the 
New York press. Made of 100,000 cultured 
pearls, the gown costs a mere $100,000. 


The garment, created by the Imperial 
Pearl Syndicate, will be donated to the 
Damon Runyon Fund for Cancer Research, 
following a tour of the country this year, 
during which time it will be exhibited 
at benefits in large cities from coast-to- 
coast. 


This is a repeat performance for Joseph 
and David Goldstone, heads of the Imperial 
Pearl Syndicate. About ten years ago, they 
created a gown of 50,000 cultured pearls, 
worth $50,000, which they donated to the 
USO. The organization made over $100,- 
000 on it through donations, and it is ex- 
pected that the Damon Runyon Fund will 
realize an even larger amount from this 
new and more expensive creation. 


According to Joseph Goldstone, it took 
15 years to gather the pre-war cultured 
pearls which went into the making of 
the gown. Three months were required to 
drill the holes in the pearls. Eight dress- 
makers worked two months to complete 
the dress which weighs approximately 27 
pounds, 


New York’s 


television audience was 
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given a glimpse of the fabulous dress when 
Nina Foch, popular stage, screen and tele- 
vision star, wore it to the Stork Club, ac- 
companied by Joseph Goldstone. Inter- 
viewed by Sherman Billingsley, on the 
Stork Club TV show, Mr. Goldstone ex- 
plained how the gown would be donated 
to the Runyon Fund following its tour. 


Gloria Swanson, star of stage, screen and 

television, modeled Imperial's $100,000 

pearl gown on January 10th for members 

of the New York press. The fabulous dress 

will be donated to the Damon Runyon Me- 

morial Fund for Cancer Research, following 
a nation-wide tour. 





Baskin's Dies, Tools, Molds 
Acquired by Davidson & Sons 


Henry Davidson, president of Davidson 
& Sons Jewelry Co., Inc., New York man- 
ufacturing jewelers, announced recently 
that his firm has acquired the dies, tools 
and molds of Baskin Brothers, Inc., New 
York ring manufacturing concern which 
terminated operations on December 31st. 
Herman L. Baskin, who headed the closed 
firm, has selected the Davidson company 
to continue to supply his customers with 
the Baskin ring line under the Dason 
trade mark. 

Baskin customers have been asked, by 
Herman L. Baskin, to look to Davidson 
for service and supplies of rings formerly 
exclusive with Baskin. 

The Davidson sales staff is now offering 
to the trade these new, combined lines 
and the firm is inviting Baskin customers 
to order under the original Baskin model 
numbers when re-ordering stock. 





Moves Schenectady Store 


Clement F. Olszewski, jeweler located 
for the past ten years at Barrett and State 
Sts., Schenectady, N. Y., moved recently 
into new and more spacious quarters, at 
159 Barrett St., that city. The new loca- 
tion was extensively remodeled before it 
was formally opened on November 29th. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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CULTURED PEARLS 
of QUALITY 


ia 
ft 0): 








ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 




















DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 
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SIMONS BROS. CO. 
THIMBLES 


269 Se. 9th ST. PHILADELPHIA 
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SAUNDERS 


1952 CATALOG 


@ Fine Jewelry Casting 
s and 
© Finishing Equipment 


40 Pages Fully illustrated De- 
tailed information on all equip- 
ment for most efficient jewelry 
casting. 





Centrifugal casting process 
and equipment needed at each 
stage discussed in detail in 
separate chapter on casting 
techniques. 


This catalog will be a standard 
reference for fine jewelry cast- 
ing. Send for your copy with- 
out cost or obligation. Ask for 
catalog +52. 


ALEXANDER 
SAUNDERS & CO. 


95 Bedford Street 
New York 14, N. Y. 








Genuine 


BOHEMIAN GARNET JEWELRY 


| made by the finest 
‘ Artisans in American 
occupied Germany. 


-. The most fashionable 
and popular jewelry 
today —is made in 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memeo approval packages sent te 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 














Synthetic & Semi-Precious 


STONES 
Synthetic Ringstones all sizes and shapes 
DIAMONDS—AIl Sizes and Qualities 


JOSEPH BLANK 
COrtlandt 7-3562 
87 Nassau St. 

















WATCH MATERIALS 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 


72 N. Atlantic Ave., Daytona Beach, Fla. 
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Obituaries 





Jack ALserts, 53, well-known semi- 
precious stone salesman for the Wm. V. 
Schmidt Co., New York, died December 
llth. Mr. Alberts started his career in the 
jewelry industry with L. Heller & Son, Inc. 


JACK ALBERTS 





He was also, at one time, associated with 
. . . be 9 
the Lassner Co. Long active in jewelers 


| fraternal organizations, he was a member 


| of the Jewelers Club of Chicago and the 
| Golden Roosters of Chicago. Surviving are 























his widow and a daughter. 

Darwin G. ErRpDLE, Sr., 66, vice president 
of E. J. Scheer, Inc., jewelers of Rochester, 
N. Y, died December 12th of a heart at- 
tack in his home. A native of Gowanda, 
N. Y., Mr. Erdle in his younger days moved 
to Glens Falls where he was connected 
with the jewelry firm of B. W. Bosner Co., 
and also was in business there for himself. 
Later on he moved to Middletown, Conn., 
where he was associated with Clark and 
True before moving to Rochester in 1918. 
At that time he took full charge of the E. J. 
Scheer watch repair department and, in 
1932, was made a vice president of the 
firm and watch buyer. He is survived by 
his widow, a son, two grandchildren and 
a sister. 

Wituiam J. Harper, owner of the W. J. 
Harber Co., jewelry manufacturers at 31 
West 47th St., New York, died January 
13th in Los Angeles after a brief illness. 
He leaves a sister. 

Jennincs Hoop, 74, well-known in Phila- 
delphia jewelry circles, died December 
24th in Clearwater, Fla. Mr. Hood was 
head of the contract department at J. E. 
Caldwell & Co. from 1944 until his retire- 
ment in 1949. Prior to that he had his own 
jewelry business at 13:h and Chestnut 
which he sold to Caldwell’s the same year 
he went with them. Originally, he was em- 
ployed by Bailey, Banks & Biddle Co. from 
1895 to 1924, at which time he established 
his own firm. He was secretary and a direc- 
tor of Bailey, Banks & Biddle when he left. 
Since his retirement from Caldwell’s, he 
and his wife spent their winters in Florida 
and their summers traveling. In addition 
to his widow, he is survived by three sons. 

CuHarLes Mutu, 79, who had been in the 
jewelry business in Philadelphia since 
1884, died January 9th. He established his 
original store in North Philadelphia in 
1899. Later he opened branches in Phila- 
delphia, suburban Jenkintown and on the 
boardwalk at Ocean City, N. J. 








ADOLPH OTTENSOSER, 63, a salesman for 
41 years with A. G. Schwab & Sons, Inc, 
Cincinnati wholesalers, died unexpectedly 
December 21st as the result of a heart at. 
tack. Coming to this country from Ger. 
many 45 years ago, Mr. Ottensoser started 
with the jewelry firm as a stock clerk, but 
for more than 40 years had covered South- 
ern and Ohio territory. Survivors include 
his widow and a stepson. 

Harry W. YASEEN, proprietor of Ya. 
seen’s Jewelry Store, 29 South Main St, 
Pittston, Pa., died December 25th after 
a heart attack. A native of Russia, Mr, 
Yaseen had conducted a jewelry business 
on North Main St., Pittston, for many 
years, Later he moved his store to Scrap. 
ton, where he operated for quite some time. 
He returned to Pittston in 1936 and re. 
opened a store on South Main St. Sur. 
viving are his widow, two daughters, two 
brothers and one sister. 

ALEx WEIN, president of the Crawforl 
Watch Corp., New York City, died Janu. 
ary 7th after a short illness. Mr. Wein, 
who was a pioneer in the Swiss watch in. 
dustry, was well-known in this country as 


ALEX WEIN 





well as in Canada and Switzerland. He is 
survived by his widow, Sylvia, and two 
sons, Mitchell and George. The business 
will be continued under the management 
of Mrs. Sylvia Wein. 





Marine Chronometer Production 
Is Samelius’' Topic at Meeting 


How American production ingenuity has 
perfected an “insurance policy” for ships 
at sea was revealed January 14th by Wil- 
liam H. Samelius, director of the Elgin 
Watchmakers College, Elgin, Ill. 

Samelius told members of the Greater 
Detroit Horological Association at the 
Tuller Hotel how the U. S. jeweled watch 
industry, which had never made a marine 
chronometer prior to 1941, began produc- 
tion when European sources were inade- 
quate to meet the demand during World 
War II. 

Not only did the industry tool up from 
scratch for one of the world’s most com: 
plicated timing instruments, Samelius ex: 
plained, but it also improved on European 
methods by developing a new escapement 
and balance unit that could be replaced 
quickly in case the original unit was 
damaged. 

Ship’s chronometers, considered the most 
accurate timepieces manufactured, were 
developed in England and have been use 
since 1761 to provide an exact longitude 
check for ocean vessels. 
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CYMA OPENS NEW AND ENLARGED OFFICES 





boone 


ABOVE: Snapped by the cameraman during 
a recent business conference at their new 
offices were these three Cyma executives. They 
are, left to right: Samuel Perlman, chairman 
of the board; Samuel Korman, merchandise 
manager, and Jerry T. Agate, president. 
RIGHT: The magnificent reception room of 
Cyma's new offices give a sense of richness and 
simplicity. The attractive draperies are a per- 
fect complement to the smart, colorful furniture. 


The Cyma Watch Co., Inc., which for 
many years was located at 608 Fifth Ave., 
moved recently to new and enlarged offices 
at 681 Fifth Ave., New York. The new 
and modern quarters were designed to 
handle efficiently an increased volume of 
business. 

The official opening of the new offices 
on January 14th drew a large crowd that 
filled the spacious quarters to overflowing. 
An exceedingly large number of leading 
industry personalities from all parts of 
the country attended, including the heads 
of a number of national trade groups. 











Much time has been spent in designing 
and building these offices, and no detail 
has been spared to make these quarters 
comfortable and serviceable for Cyma’s 
clients. While the decor is modern, the 
impression that one receives is of sim- 
plicity. 

The executive offices and the sales offices 
are richly carpeted and exquisitely fur- 
nished. The outer offices. where traffic 
flow is heaviest, have asphalt tile floors 
and colorful, modernistic furnishings. The 
general lighting throughout is fluorescent. 
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Eversharp Announces Policy on 
New Manufacturer's Excise Tax 


All Eversharp pens and pencils subject 
to the 15 per cent Federal manufac- 
turers’ excise tax will carry retail prices 
that include the tax. Announcement of 
this Eversharp policy was made January 
2nd by Quartus P. Graves, sales manager, 
Writing Instrument Division. 

Said Mr. Graves, in a letter to all Ever- 
sharp dealers: “Since the 15 per cent 
Federal manufacturers’ excise tax went into 
effect, we have had an opportunity to give 
it close study. Our original plan was to 
bill you at our regular prices plus the 
tax as a separate item. However, after 
careful review, we do not feel that this 
plan would be practicable. In view of 
rising operational costs we believe the re- 
tailer should continue to receive their nor- 
mal mark-up.” 
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All Eversharp dealers, Mr. Graves 
pointed out, will receive their normal dis- 
count on the new tax included retail price. 


——-——— 


No Quick Action Expected on 
Bill O.K.'ing Free Gold Market 


Immediate congressional action is un- 
likely on H. R. 5965, a new bill to per- 
mit the free marketing of gold. 

Sponsor of the measure, which has been 
referred to the House Ways and Means 
Committee, is Rep. Walter S. Baring, a 
Democrat from metals-conscious Nevada. 

H. R. 5965 provides that “gold in any 
form (excepting gold for monetary pur- 
poses) may be acquired, purchased, sold, 
melted, or treated, held in custody, trans- 
ported, earmarked, imported, or exported 
by any person or Government instrumen- 
tality without penalty or restriction.” 








IN A BEAUTIFUL DISPLAY 
CASE WITH 6 STONES FROM 
Yo CARAT TO 3 CARAT. 

TOTAL WEIGHT 9 CARAT. 


$49.00 with Case 
Free Mat for Advertising 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 















Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


ege 
655 Sixth Ave., NewYork, N.Y. 
Wm. Wishinsky Phone: WAtkins 9-3170 


























THE GUARANTEED WATCH CROWN 
Samples FREE to Jebbers 
ACON WATCH CROWN CO. 
Manufacturess of Gold-Filled Crowns 
Sold through Jobbers & Mfrs. 
50 ELDRIDGE STREET NEW YORK 2, N. Y. 
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Tailored Earrings .. . 


Our business is built on the reorders we 
receive from discerning customers, proof of 
the sales pudding that the Alice line stands 
for maximum tailored earring volume. 


Thru the wholesaler $100 


JEWELRY CO. 


8 Slocum $t., Prov., ®. 1. 


$2423 & £34.57 
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Ask your wholesaler for 
Fisher’'s new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 














AAG FINE STERLING 
HOLLOWWARE 
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ail VV ) AUTHENTIC ANTIQUE 


REPRODUCTIONS 


72 « STREET 
BOSTON, MASS. 











a 


Seld direet te Retallers 
WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q More than 1000 jewelers and their guests 
were scheduled to attend the 64th annual 
dinner of the Boston Jewelers Club at 
the Hotel Statler, February 2. Dinner was 
to be followed by entertainment and dis- 
tribution of souvenirs. Complete details 
will appear in next month’s issue. 

q Officers and members of the Massachu- 
setts and Rhode Island Retail Jewelers 
Association met at the Hotel Bellevue, 
Boston, on January 23, for dinner and for 
the purpose of mapping plans for the 
forthcoming spring convention. 

q Officers and directors of the Diamond 
Peacock Club met at the Hotel Somerset, 
Boston, on January 24, to complete plans 
for the annual dinner-dance which is sched- 
uled for April 19 at the Somerset, ac- 
cording to Bert Dehlin, president of the 
club. 

q The scheduled January meeting of the 
New England Guild, American Gem So- 
ciety, was postponed until February 13, 
at which time G. Robert Crowningshield, 
director of the New York G. I. A. Lab- 
oratory, will speak on the subject, “New 
Gem Identification Techniques and Major 
Colored Gems.” 

q “Billy” Murray of William J. Murray & 
Son, 901 Jewelers Building, ran into an 
unusual and even unique departure from 
his usual engraving of monograms in 
script, Roman, Old English, or block. One 
of his customers, whose initials are 
E. J. G., ordered cuff links and tie clasps 
for himself and his son with the same ini- 
tials, with the “Jr.” added. A third gen- 
eration E. J. G. is coming along and, in 
due time, the customer plans _ for 
E. J. G. III to have similar cuff links and 
a tie clasp, all engraved along the lines 
shown below. 


E.J.G. 


GEO 


q Teams of the Boston Jewelers Bowling 
League resumed rolling on January 8, 
following a recess for the Christmas holi- 
days, and with the Mahar & Engstrom 
team leading A. Stowell & Company by 
only one point. Pat Marino and Marty 
Walsh are still battling it out for Pat’s 
“Champion” sweater, which Pat has 
agreed to relinquish “if” Marty tops his 
score—an “if” which Pat says he will 
roll hard to keep from happening. 

q Robert “Bob” Johnson, of the Parker 
Pen Co., and former intercollegiate ski 
champion at the University of Maine, went 
to Lake Placid, N. Y., for the Olympic 
Ski Team trials in December, and made 
a jump of 176 feet, which just fell short 
of giving him a place on the team. At 
the same time, Bob was able to put his 


Boy Scout leader training into good ger. 
vice when Azah Liggun, Iranian Consul, 
who was skiing in the area, fell and broke 
a leg. Bob applied first-aid splints and 
aided him in getting to the slope hospital, 
q Mrs. Rose Marshall, head bookkeeper of 
the Travis, Farber Co., 909 Jewelers Build. 
ing, an inveterate skiing enthusiast, was 
hostess to a large party of friends at 
the Presidential Inn, North Conway, N. H., 
over the New Year week end, with fine 
skiing enjoyed by all, including the fol- 
lowing jewelers: George Allman, of 
Quincy Jewelry Co., Quincy, Mass.; Henry 
‘Desjardins, of Beverly and Salem, Mass.; 
and Harold Ginsberg of Boston Jewelry & 
Loan Co., Fall River, Mass. 

q Vincent Miele, a watchmaker formerly 
of Berlin, N. H., and now attending school 
in the West, has been vacationing in 
Mexico. 

q Clyde H. Davis, jeweler of Lebanon, 
N. H., has taken over quarters next door 
and doubled the size of his store. 

q A “3rd” junior partner has joined the 
Haselton Co., 702 Jewelers Building, Rob- 
ert Henry Haselton, III, having put in 
his appearance on January 2, 1952, son 
of Robert, Jr., and grandson of “Bob” 
Senior. 

q Skipper “Nat” Goodman of the Na 
thaniel I. Goodman, Inc., 1006-7 Jewelers 
Building, was scheduled to set off on the 
S. S. Veerdam on a cruise to the West 
Indies and South America on February 5, 
along with another jeweler “skipper,” Roy 
S. Brooks of Mauran Watch Co., Jewelers 
Building. Mrs. Goodman, back in the 
store after several days’ illness, is looking 
forward to a New Orleans trip during 
the Mardi Gras. Meantime, Paul C. Lif- 
set, their son-in-law, provides the sequel 
to his visit with Hector Langlais, of E. 
Langlais Sons, Berlin, N. H. Both landed 
fine buck deer—and have photographic- 
finish proof. 

4 Miss Charlotte Koch, head _ book- 
keeper for the firm of Louis F. Guiness, 
Inc., 711 Jewelers Building, was married 
on January 3, and left for Miami, Fla., 
for her honeymoon. Mr. and Mrs. Edwin 
Guiness left for their Florida vacation 
on January 23, planning on considerable 
fishing. Mr. and Mrs. Louis F. Guiness 
also left for Florida on January 20, fore- 
going their usual departure on the day 
after the Boston Jewelers Club dinner. 
A new face in accounting: Miss Bella 
Perry, sister of Doris Perry of the Nathan- 
iel I. Goodman Co. 
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For all the silver you need 
All you need is 


9 A Silber Co 


NEW HAVEN ll, CONN. 


1847 Rogers Bros.—Anchor Rogers Sterling— 
Wm. Rogers & Sons 








THE JEWELERS’ CIRCULAR-KEYSTONE 


NEW ENGLAND 














ey 





q George D. Salisbury, Jr., son of George 
D., 604 Jewelers Building, left early in 
January on a special mission to Japan with 
the Medical Corps, to which he is at- 
tached. 

4 Mrs. Lillian J. Hayes, who has been re- 
stringing pearls and beads as she carried 
on the business of her late facher, Rob- 
ert T. Johnston, in Room 405 Jewelers 
Building, during the past five years, re- 
tired from business on January 31. She 
has no plans for the future as yet. 

4 Vacancy of Room 405, next door to the 
srowing Mahar & Engstrom firm, Rooms 
406-10 ye Building, has resulted in 
the company adding this new room to its 
present quarters. Samuel Berman, former- 
ly with Smith & Zaff, Jewelers Building, 
and Joseph Gann, Washington Bldg., and 
well known in New England jewelry 
circles, went on the road in this area 
after Christmas for Mahar & Engstrom. 
Elliott Engstrom is back after a Christ- 
mas visit, with his wife and sons Walter 
and Carl, to his brother and mother in 
Minneapolis, Minn. Miss Helen Marshall, 
sales division, was to be married on Febru- 
ary 10. 

q Charles Bellantoni of Belmont Jewelers, 
Newton, Mass., is convalescing at his home 
following an automobile accident which 
confined him to the Newton-Wellesley 
Hospital over the Christmas and New 
Year holidays. 

q Lester J. Wolf, a son-in-law of Mrs. 
A. Frisch, has taken over the operation 
of the A. Frisch & Co. quarters on the 
3rd floor of the Jewelers Building. Mr. 
Wolf has been on the road in New 
England for the firm during the past five 
years. 

q Mr. and Mrs. Andrew “Andy” May of 
Bulova Watch Co., vacationed in Key 
West, Fla., during December and January. 
q Gilbert C. Nadeau, of Millinocket, Maine, 
has remodeled his jewelry store there, and 
— a formal reopening early in De- 
cember. 

q Miss Marjorie Samuel, of the firm of 
J. & S. S. DeYoung, Inc., 517 Washing- 
ton Building, acted as jewelers’ represen- 
tative in this area for the “March of 
Dimes” campaign, placing miniature “iron 
lungs” in every store where their appeal 
on counters was resulting in a flow of 
contributions. 

q Louis Lemay of Lemay Brothers, Man- 
chester, N. H., held a New Years’ party 
with many jeweler friends present at his 
new restaurant. He also was pleasantly 
surprised at a recent birthday party. 
qR. L. Gowell, a graduate watchmaker 
of the North Bennet Street School, Bos- 
ton, has opened a new jewelry store in 
North Abington, Mass. 

q Henry Greene, son of Frank Greene, 610 
Jewelers Building, was home over the hol- 
idays from Sampson Air Base, New York. 
q David C. Percival, Jr., his brother 
Pryor, and their sisters, held a family 
party at the Hotel Puritan on January 
21, on the occasion of the 50th wedding 
anniversary of Mr. and Mrs. David C. 
Percival, Sr. 


q Donald S. Reaves, assistant store man- 
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ager of the Smith-Patterson Co., is taking 
a complete rest and convalescing at his 
home following a serious illness. 

4q Winter vacations are under way at D. 
C. Percival & Co., 2nd floor Jewelers 
Building, with each employee taking a 
week apiece in addition to their usual 
summer vacation periods. 

q Samuel S. Pearlstein, of S. S. Pearlstein 
& Sons, 137 Stuart St., Boston, and father 
of Lawrence Pearlstein, 502 Jewelers Build- 
ing, has been ill at the Beth Israel Hospital, 
Boston. 

q Frankie Fontaine, popular night-club en- 
tertainer and radio, TV, and movie star, 
was “emcee” at the Christmas party of the 
Katherine A. Murphy Co., 509-11 Jewelers 
Building, with a good time by all. Em- 
ployees of the firm also attended an “open 
house” party at the Hotel Touraine, where 
Tom Donahue of Pottstown, Pa., was their 
guest, and where Eddie Fish helped liven 
the party. 

q Alton Baker Fowler, salesman with Ket- 
tell, Blake & Read, 201 Washington Bldg., 
is proudly displaying his diploma showing 
completion of the “Theory of Gemology” 
course with the Gemological Institute of 
America. He knows of only one other 
New Englander in this year’s graduating 
class—George H. LeRoy, a partner in the 
firm of L. G. Beers, Taunton, Mass. 

q A new bookkeeper, Beverly Brudnick, 
has joined Ross-Taylor, Inc., 717 Washing- 
ton Building. 

q Leon Heller, of Harry Heller & Son, 706 
Washington Building, has just moved his 
family and three children into their new 
home in Sharon, Mass. 


q New floor renovating has taken place at 
the Goldland Jewelry Co., 616 Washington 
Building. Joseph Miller was at the Boca 
Raton Club, Fla., branch, for the balance 
of the winter season. 

q New gem-studded star-shaped shades 
from Sweden adorn the redecorated ceiling 
of the Jorge Epstein quarters, 412-416 
Washington Building, replacing the crystal 
chandeliers. A new showcase, for the 
exclusive display of men’s jewelry, has 
been installed, and the firm is showing a 
new sample catalog of men’s cuff links, 
with thousands of designs, all in gold 
metal on black backgrounds—made from 
a collection of some 10,000 dies which 
Jorge Epstein has been collecting for a 
number of years. 

q Fred DeScenza, of the Alfred F. DeScenza 
firm, 609 Washington Bldg., will be found 
in the Eastern Slopes region of New Hamp- 
shire this winter, putting in plenty of 
week-end skiing. 

q Another inveterate skier, Henry Kamlot, 
of the firm of the same name, 307-11 
Washington Building, spends his week- 
ends skiing in Vermont and New Hamp- 
shire at Big Bromley, Stowe, and Cranmore, 
and plans on an extended trip to the 
Laurentians in Canada, while the skiing 
is still good. 

q Stanley Bello, formerly with Joseph 
Gann, Inc., 404-7 Washington Bldg., has 
left that company to join his uncle and 
will head the diamond department of 
Carter’s Jewelry Co., St. Petersburg, Fla. 











SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


_. 198 Broadway New York 9, N. YY. 
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direct from Antwerp 
double 


the jewelers 


margin of profit 


JOACHIM 
ee a 











Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 














WANTED 


+ 
+ 
‘ If it’s ‘‘Hard-to-Get’’ material that is 
' wanted, try POLTOCK—a complete Supply 
5 House specializing in obsolete parts for Swiss 
g and American Watches. Write Dept. J for 
g FREE Ligne Gauge, Catalog and Stationery. 
g JOHN A. POLTOCK & CO., 15 MAIDEN 
gs LAND, NEW YORK 38, N. Y. 
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JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 
STONES 


Specializing in Calibre 1/4, 1%-2 mm 
Round Machine Cut 1 to 10 mm 
35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 
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ILLUSTRATED 
OF NT NG Ole: 


ALLCRAFT NOVELTY CO., INC. 
6-18 Maiden Lane, Dept. A, New York 38, N. Y. 











WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
oe Serene wee. inc. 








* Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 








PE ARN JEWELRY REPAIR 


®STONE SETTING & MANUFACTURING ATe 
e HOME! Same Course given Residence stu-¢» 
¢ dents. Contains 26 illus. Lessons and val- 

uable data. Cost per lesson under 75¢.° 
® Offer limited. Write NOW! e 


®A. W. THACKER ACADEMY FOR JEWELERS® 
. 117 Fourth Ave., Pittsburgh 22, Pa. 2 
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LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."’K"' Ill'd Catalog 
BAI dwin 9-1376 





acs PHILADELPHIA 


q Meeting for the first time since Novem- 
ber, members of the Retail Jewelers Asso- 
ciation of Philadelphia and Eastern Penn- 
sylvania gathered on the evening of 
January 22nd at Lou Tendler’s for their 
monthly get-together. Details of what 
transpired will appear in this column next 
month. 

q Best wishes for a speedy recovery are 
being extended to Mrs. Lewis De Wolf, 
wife of Lewis De Wolf, jeweler at 1 S. 8th 
St., Philadelphia. Mrs. DeWolf is in Jef- 
ferson Hospital recovering from an oper- 
ation she underwent in January. 

q The first meeting of the new year for 
the Sansom Street Business Men’s Asso- 
ciation was held January 31st at Old Book- 
binders Original Restaurant. Officiating 
for the first time were the new officers 
elected in November at the banquet meet- 
ing held at the Latin Casino. They are: 
Hyman N. Caplan, president; Robert 
Shiffren, vice president; Herman Dubrow, 
secretary, and Louis Wallen, treasurer. 
q Members of the Horological Guild of 
Philadelphia met on the evening of Jan- 
uary 8th at the Philadelphia School of 
Engraving where Herman Pedrick, who is 
associated with that institution, gave the 
first in a series of lectures on fine watch 
adjusting. A spokesman for the associa- 
tion hag extended an invitation to all 
those interested in watchmaking to attend 
the monthly meetings of the organization 
which are held at the above school on the 
second Tuesday of each month. 

q The jewelry firm of Samuel Winthrop 
& Sons, which for the past 35 years has 
been located at 801 Walnut St., Phila- 
delphia, was moved recently to new and 
larger quarters at 735 Sansom St. The 

















Arthur T. Johnson, Principal 














WATCH REPAIRS 
For the Trade 


Precision Workmanship at low price. 
Electronic Timing. Over 30 years experience 
Price List on Request 


0. E. BOSS 








4925 Walnut St. Philadelphia 39, Pa. 
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COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS 
AND JEWELERS 


GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, HIA AND ALL STATE 
LICENSING EXAMS. 


©63 YEARS SERVICE © 








NEW EARRING FAD 





Film star Virginia Field shows the newest 
thing in diamond styles—two earrings on 
one ear. Miss Field introduced the new 
fad when she modeled diamonds from the 
Lackritz collection at the holiday fashion 
show held recently at the Beverly Hills 
Hotel for the benefit of the Cancer Detec- 
tion Clinic. 





new location has been completely reno. 
vated. 

q Saul Rosnov, well-known Philadelphia 
jeweler, returned recently from a week’s 
stay at Miami, Fla. While he conducts 
the business, Marcus Rosnov will leave 
this month for four to six-week vacation 
in Miami’s sunny clime. 

4 Mrs. Bertram Bradshaw and Clayton 
Kester have joined the staff at Tucker's, 
jewelers of Darby, Pa. 

q.C. M. Schlack, jeweler of Darby, Pa, 
is tying-in his displays with advertisements 
in national magazines, using enlargements 
of the ads as counter cards. 

q Best wishes are being extended to Sam- 
uel Fillman of the firm of the same name 
in Darby, Pa., who started a four-year 
term on the Borough Council of Darby on 
January 7th. Sam was formerly secretary 
of zoning for this borough. 

q Following the fire which destroyed a 
substantial amount of the new Baker 
jewelry store in Upper Darby, this jeweler 
has moved to his former location across 
the street. Here, next to the 69th Street 
Theater, the Baker store will remain until 
the damaged shop is repaired. 

q The R. S. Milner & Son store at 6434 
Woodland Ave., Philadelphia, will have a 
different type of window display system 
this year. There will be one particular 
type of jewelry item featured each 
month (such as watches), which will be 
given appropriate seasonal touches. Nunm- 
ber of items shown will be considerably 
less than heretofore to accentuate the few 
pieces displayed. 

q John S. Rubin plans to quietly cele- 
brate this spring his 55th year in busi- 
ness at 6347 Woodland Ave., Philadelphia. 
q Mr. and Mrs. Franklin Cubbage have 
moved their jewelry store from 6532 Wood: 
land Ave., to larger and more attractive 
quarters at 6309 Woodland Ave., Phila- 
delphia, and have added small appliances 
to their stock. 

q That “letdown” and “bare” look which 
often follows the removal of Christmas 
decorations was camouflaged successfully 
by several Philadelphia jewelry stores 
which replaced model Christmas gift wrap- 
pings with boxes of varying sizes done up 
in white or plain black paper with enor- 
mous bright-colored ribbons. 

4 Herman Switt’s store at 6163 Woodland 
Ave., Philadelphia, has made a clever 
transition from Christmas to New Year 
decorations. The use of velvet-like Christ- 
mas ornaments suspended from the ceiling 
of the display windows did the trick. With 
a Christmas tree and some Santa dec 
orations, the firm’s display suggested 
Christmas. Sans Christmas compliments, 
with a couple of horns and such added, 
they became balloon-like suspensions re- 
sembling those hung from ceilings at New 
Year’s parties. The complete change re 
quired little time and effort. 

q The renovations still in progress at the 
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JIC FETES NATION'S FASHION PRESS AT OPERA 





The sparkling jewels and stunning gowns shown above drew excited gasps from the nation's 
fashion editors who attended the Jewelry Industry Council's Metropolitan Opera party in 
New York during National Press Week. On the right, the Council's Fashion Director, 
Martha Percilla, together with three be-jeweled models and Rudolph Bing, general director 
of the Metropolitan, who entertained guests between acts at a champagne reception. 


Staging its annual “thank you” party 
for the naton’s fashion press, the Jewelry 
Industry Council had some 150 fashion 
editors as guests at a performance of 
Verdi’s La Traviata, Friday evening, Janu- 
ary llth, at the Metropolitan Opera, New 
York. 

The editors, who were in New York 
for their semi-annual preview of new 
fashions in jewelry and clothes, arrived 
at the opera to find themselves seated 
amidst an array of beautifully dressed 
models wearing a fabulous collection of 
jewelry which amounted to something more 
than half a million dollars. 

Using new designs from Cartier’s and 





Tiffany & Co., the Council outfitted each 
girl in jewelry made up of different 
precious stones. One model wore all em- 
eralds and diamonds. Another wore 4a 
triple strand of rare oriental pearls with 
diamond earrings, bracelet and watch and 
a large heart-shaped diamond ring. A 
third wore all diamonds and still another 
wore a striking set of sapphire and dia- 
mond jewelry. 

Thus, editors not only enjoyed a relax- 
ing evening of music after a hectic week’s 
work in New York, but they were also 
able to examine at close range some of 
the finest and most precious jewelry fash- 
ions in the country. 





jewelry store of C. Edwin Crothers, 101 
Fairfield Ave., Upper Darby, is the subject 
of much favorable comment and countless 
questions from customers who would like 
to use some of the artistic improvements 
in their own homes. In answering, Mr. 
Crothers tells them the beautiful oak side- 
walls have been attained through the use 
of plywood with a varnished oak finish. 
The bright ceiling and half side-walls is 
the result of a coat of Buten’s “Redbird 
Coatall” plus the use of two flood lights 
to compensate for the light this dark shade 
of paint absorbs. The flood lights are 
aimed at the ceiling. The frosted glass 
above the much lowered partitions sep- 
arating the office from the store have not 
really caused that apparent increase in 
size of the office—it really has been con- 
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siderably enlarged. CC. Edwin Crothers 
gives his son, George, credit for planning 
and executing the changes. 

q A small framed sign in the window at 
Kay’s Son Co., jewelers at 6922% Mar- 
ket St., Upper Darby, is attracting con- 
siderable studied attention. The sign 
reads: “For carefree giving open a charge 
account here today. Take all of 1952 to 
pay.” 

4 Bernard Spector of Upper Darby, who 
owns the jewelry store in the PTC ter- 
minal Building and Lynn Jewelers, the 
rather unique and tiny shop in the lobby 
of the bank building across from the 
Terminal, will begin, again, the fashion 
shows for which he has become well 
known. About the time you read this 
item, his combined fashion shows corre- 
lating jewelry with other wearing apparel 
will be presented for religious and char- 
itable organizations. 

q Gilbert Tucker, jeweler at 4233 Lan- 
caster Ave., Philadelphia, is among those 
lucky jewelers who this month are trad- 
ing Philadelphia’s wintry blasts for 
Florida’s warm sunshine. 


From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifuily executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 
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Chivers Moves Helena Store 
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q Jimmie Todd, recently released from the 
U. S. armed forces, has joined the staff of 
Lyles-Van-De Grazier Co., Inc., wholesale 
jewelers of Dallas, and will travel the West 
Texas territory. Mr. Todd spent many 
years in the wholesale jewelry business 
prior to his call to military service. 

q Expansion and remodeling of Kagan’s 
Credit Jewelers, 940 Canal St., New Or- 
leans, La., has been completed, reports 
owner Oscar Kagan. Besides extensive al- 
terations to the store, some 235 square feet 
have been added to the floor space, Mr. 
Kagan stated. The store interior features 
attractive floor display cases and new wall 
display and storage cases. Adjoining these 
is a new watch repairing department. 

q Louis A. Barattini has been appointed 
manager of Manners Jewelers, 139 Baronne 
St., New Orleans, La., according to an 
announcement by Leonard Gunzberg, 
owner. Announcement of his appointment 
coincides with the 10th anniversary cele- 
bration of the firm. Although it was Au- 
gust of this year that the Baronne St. store 
was opened, Manners has maintained an- 
other jewelry store in New Orleans for the 
past 10 years, Gunzberg explained. 

q Scheaffer Jewelers of New Orleans, La., 
previously located at 727 Common St., 
have moved to more spacious quarters at 
119 Camp St. 

q Lon Whitmire, prominent jeweler at 
Kannapolis, N. C., has been elected 1952 
president of the Kannapolis Businessmen’s 


Club. 





Baltimore-Washington News 


q Jack Fetting, president of the Baltimore 
Jewelers Association, announced recently 
that plans are in the making for the an- 
nual dinner-dance and banquet which is 
scheduled to be held some time in March. 
Previous affairs of this type have proven 
extremely successful. 

q More than $1000 worth of jewelry was 
stolen from the stockroom of the Howard 
C. Heiss Co., Inc., jewelers at 1000 W. 
36th St., Baltimore, on the evening of 
December 20th. At this writing, the thief 
had been apprehended and most of the 
stolen goods had been recovered. 

q Walter N. Greenebaum, of S. & N. Katz, 
Inc., 105-113 N. Charles St., Baltimore, 
vacationed in Florida during the month of 
January where he was a guest of Melvin 
Erlanger, of the same firm, who is visit- 
ing Florida during the winter months. 
q Nelson J. Coleman, Jr., official of the 
Carl J. Doederlein Co., Inc., 320 N. Charles 
St., Baltimore, announced recently contin- 
uation of the use of their television pro- 
gram for a second season as an advertising 
medium. According to Mr. Coleman, who 
participates on the program, it has proven 
highly successful to the firm and renders 
an informative service to viewers. 

q Jacob M. Paul of Paul’s Jewelers, 3310 
Eastern Ave., Baltimore, announced re- 
cently the engagement of his daughter, 


> THE SOUTH 


Marion, to Bernard Sugar. Mr. Sugar jis 
a sales representative for S. O. Bigney 
Co. in this area. 

4 John A. Tschantre, materials distributor 
formerly located at 25 N. Liberty St., Bal. 
timore, has moved to a new location at 
7 N. Liberty St. The new establishment 
is on the ground floor and affords a great 
deal more usable space. 

q Having received favorable comment on 
his unusual window display in previous 
years, G. Norman Medigner, 206 W. Sara- 
toga St., Baltimore, has decided to use it 
regularly during the week beteween Christ- 
mas and New Year. The window features 
a Bible, the pages of which are open at 
the Christmas Story. It is set off on red 
velvet with proper trimmings and lighting. 
q Mr. and Mrs. John A. Kuhn, of Salis. 
bury, Md., announced recently the engage- 
ment of their daughter Anne. The Kuhns 
have operated a jewelry store in the heart 
of Salisbury for over 20 years. 

q The Navy Jewelry Shop, formerly of 
1916 Nichols Ave., S. E., Washington, 
D. C., has moved to a new location at 
1922 Nichols Ave. The new store is con- 
siderably more adequate as to space allow- 
ing for better display of merchandise in 
the windows and new wall and _ show- 
cases. William Forrest is manager of the 
store which is in the Anacostia section 
of the city and is reputed to be the first 
jewelry store in this area. The firm oper- 
ates another store at 727 8th St. S. E,, 
under the direction of Adolph Michaels. 

q Phil Franks, of Harvey Jewelers, Inc., 
908 F St., N. W., Washington, D. C., spent 
a few weeks in Florida after completing 
a successful holiday season. 

q Lawrence R. Young, formerly of the 
Colorado Building, Washington, D. C., has 
purchased the jewelry establishment of 
Leo Lorditch, 803 G St., N. W., Wash- 
ington. The store was originally founded 
under the name of Mechau’s more than 
25 years ago. 





Mississippi RJA Formed, 
I. Sachs Named President 


Retail jewelers in Mississippi, who here- 
tofore have not had a state association, 
recently organized a statewide group to 
uphold the ethics of the jewelry profession. 
Irvin D. Sachs of Greenville was named 
president of the new group at the organi- 
zational meeting held recently at the Wal- 
thall Hotel in Jackson. 

In addition to Mr. Sachs, other mem- 
bers of the new organization include: C. V. 
Weller, Clarksdale; Lester Moon, Talla- 
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Ronson's sales force is pictured above as they met at a banquet to signal the close of the 

Ronson 1952 sales meeting at the Essex House in Newark, N. J. In the front row, Peter Lind 

Hayes and Mary Healy, stars of Ronson's "Star of the Family” television show, are seated 

with Alexander E. Harris, president of the company, John Des Reis, vice president in charge 
of sales, and Alfred R. Nathan, vice president in charge of advertising. 
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hassee; Floyd A. Denman, Stuttgart; Paul 
DeFrank, Biloxi; F. R. Lickfold, Grenada; 
John Juniker, Jackson; George Hollander, 
Vicksburg, association secretary; Jake 
Miron, Yazoo City, publicity chairman; 
William Lerner, Meridian, and Marvin 
Cook, Tupelo, associate member. 

Mississippi jewelers interested in join- 
ing the association are invited to contact 
members listed above. 
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Varied Jewelry Merchandise 
To be Featured at Dallas Show 


A diversified line of jewelry store items 
will be exhibited at the 32nd Dallas Gift 
Show which will be held February 17 
through 22 at the Baker Hotel and the 
Second Unit of the Santa Fe Building, 
Dallas, Texas. 

Jewelers attending the spring show will 
find giftwares, silver, precious and costume 
jewelry, dinnerwares, ceramics, pottery, gift 
items, and many new lines of both domestic 
and imported pieces. 


CHASE HOLLAND 


President 
of Dallas 
Gift Show 





Chase Holland (Holland Jewelry Co.), 
San Angelo, Texas, serving his first term 
as president of the Dallas Gift Show, has 
sent out a message to 9000 merchants in 
the Southwest in which he conveyed a feel- 
ing of utmost optimism for the 1952 season. 

“The year 1951 started off with a great 
deal of scare buying,” said Mr. Holland. 
“Fear has passed from both the buyer and 
the seller and business is back on a steady 
keel. It will not be necessary for retailers 
to buy because they fear cut-backs, and 
overstock on merchandise . . . I think they 
will buy because they need the goods they 
buy and they can sell them.” 
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Fred Sands, director of exhibits, stated 
that additional space will be available to 
new exhibitors at the Dallas Gift Show. 
However, assignment of this space will not 
be made until immediately preceding the 
opening. 





Kessler Jewelers at New Site 


The Kessler Jewelry Co. of Denver, Colo., 
announced recently the removal of their 
salesroom and showroom to new and larger 
quarters at 2745 Downing St., that city. 
The firm was formerly located at 1130 





16th St. 
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EVERY JOB IS CLEANED 

A Fine-Quality Job 
At A Low Cost 
Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Sf. 
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q Officials of Buss-Linthicum-Thorson, Inc. 
(generally known as B.L.T.), wholesale 
jewelers at 35 E. Wacker Drive, announced 
recently that the firm was liquidated on 
January Ist. For about 30 years this 
company has operated from offices in Chi- 
cago and New York in the wholesale 
distribution of watches and jewelry. The 
members of the organization, Louis G. 
Buss, Royal C. Linthicum, J. William 
Thorson, Albert E. Millard, and Raymond 
W. Drexmit, as well as all of its associates 
in the past, are well known in all parts 
of the country. 

q The Illinois Watchmakers Association, 
at this writing, planned to hold its next 
meeting on January 22nd at the LaSalle 
Hotel. Herb Johnson, secretary, reported 
that the association was endeavoring to 
get two interesting speakers: Professor 
Cole, of Northwestern University, and a 
member of the Federal Bureau of Inves- 
tigation. Professor Cole is a noted clock 
and watch collector, his hobby having 
been written up in the local papers at 
various times. 

q Mead Montgomery of M. A. Mead & 
Co., 109 N. Wabash Ave., left January 
llth to attend the annual banquet of the 
24 Karat Club of the City of New York. 
He planned to be away about a week and 
to stop at Lancaster and Washington on 
his return. 

q Max Jacoby and Bernard Kanter of 
Jacoby-Bender, Inc., came in from New 
York and were guests at the annual ban- 
quet of the Chicago Jewelers Association. 
Irving Jensen, of the firm’s Chicago office, 
spent the latter part of January travelling 
through Minnesota showing their new line. 
Bernard Zell planned to leave around the 
middle of the month to cover the Ohio 
territory. 

4 Members of the Golden Roosters are 
mourning the loss of one of their members, 
Jack Alberts, who passed away December 
llth. Mr. Alberts, who travelled for the 
Wm. V. Schmidt Co. and Shapiro Co. of 
New York, had office space at 29 East 
Madison St. He had been a manufacturers’ 
representative for over 15 years. After a 
bout with pneumonia, he returned to work 
a short time before his death. 

q Herman A. Bredel, who was associated 
for 50 years with Bredel and Co., 29 East 
Madison St., died November 26th at St. 
Francis Hospital, Evanston. Mr. Bredel 
was 74 years old. He is survived by two 
sons, Howard A. and Robert M. 

q Irving Chayken, genial proprietor of 
Armstrong Jewelers, Hammond, Ind., re- 
ports Christmas 1951 was the best in the 
60-year history of the store. Irving was 
planning a trip to New York in mid- 
January to attend a meeting of the execu- 
tive committee of the National Association 
of Credit Jewelers on January 14th. 

q 0. J. Agnini of Agnini and Singer, 656 
N. Western Ave., spent the holidays in 
Florida with his wife and their two chil- 
dren. They returned around January 14th. 









CHICAGO 


q More than 10 inches of snow on Christ. 
mas eve did not stop members of the 
Jewelers’ Club from making their annua] 
Christmas Party a well-attended success, 
As usual, festivities got under way at noon, 
with an open house serving arrangement 
running until nearly 6 P. M. Members 
were disappointed to learn that club presi- 


-dent, Ralph Milhening, was unable to 


attend the party because of a minor acci- 
dent at home. However, a checkup shortly 
after the first of the year revealed that 
Ralph was well and back on the job. 

q The next major social event on the 
Chicago jewelry trade’s calendar is the 
Ladies’ Night Party of the Golden Roosters, 
This is looked on as one of the most 
festive and fun-loving occasions of the year. 
Plans have been completed to hold the 
party, as always, in the Gold Room of 
the Congress Hotel. The date is February 
24th. In addition to the dancing, enter. 
tainment and merriment, the evening fea- 
tures the installation of the Roosters’ off- 
cers for the coming year. 

q Edwin P. Schultz of The Napier Co., 36 
S. State St., reported that Merle William 
Hurlbutt, recently hired, will cover the 
smaller cities in the eastern part of the 
Midwest: Ohio, Michigan, Indiana, Ken- 
tucky, and part of Illinois. This territory 
was formerly covered by Harold C. Donald- 
son. Mr. Donaldson will be covering the 
big cities in this area except IIlinois and 
including Pennsylvania and West Virginia. 
His territory had been covered by William 
R. Wallen who left the firm the first of 
the year. 

q Fred Minuth, son of Fred Minuth of the 
Boyden-Minuth Co., 29 E. Madison St. 
spent the Christmas holidays here in Chi- 
cago with his father. Mr. Minuth and his 
family live in Colorado, so it was a very 
happy reunion. 

q Charles Mundhank, manufacturers rep- 
resentative on the llth floor of the Hay- 
worth Building, was in St. Francis’ Hospital 
recovering from pneumonia. 

q The Chicago Public Library had as its 
January exhibit the work of a local jewelry 
designer and a fabric designer and pho- 
tographer. The jewelry designs were those 
of Anna Halasi, who studied a Hun- 
garian Institute of Arts and Crise New 
York and designed jewelry §©  Ueorg 
Jensen. Pictures and fabrics of .Aadeline 
Tourtelot, formerly assistant director of 
the Pan-American council here, were also 
shown. 








Simons is Guest Speaker 
At Chicago Jewelers’ Meeting 


Leonard N. Simons of Simons-Michelson 
Co., Detroit jeweler and advertising execu: 
tive, was guest speaker at the January 9th 
meeting of the Jewelers’ Association of 
Greater Chicago. More than 200 members 
and guests heard Mr. Simons describe 
effective retail advertising methods through 
the use of available prepared material. 
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NOBLE PLANS INCREASED SALES COVERAGE ON LINES 





Officials and representatives of F. H. Noble and Co. are pictured above at their annual 

sales conference held recently at the firm's main office in Chicago. Shown seated, left to 

right, are: Fred Dillingham, Vic Morton, Frank Bedinger (president), Tom Doonan and 

Dewey Conover (sales manager). Standing, left to right, are: Jim Leonard, Harold Lawson, 

Fred Schoper, Archie Dankert, George Amary, Don Welch, John Ronk, George Crawley, 
Earl Chaffee, Ed Franzblou, Jim Middlemas, Ray Rushton and Frank Spears. 


Representatives of F. H. Noble and Co. 
attended their annual sales conference at 
the main office in Chicago on December 
10th to the 14th. All sales offices had 
representation at this meeting for discus- 
sion of merchandising, advertising and 
representation policies throughout the 
United States for the coming year. Plans 
were outlined for an increased tempo in 
sales coverage on all three lines: jewelry 





and presentation boxes; jewelers’ findings; 
trophies, medals, ball charms and awards. 


Wide trade interest is expected in the 
firm’s line of smartly designed and distinc- 
tive jewelry boxes which will be ready the 
first part of the year. The concern’s trophy 
line has been augmented by a number of 
new designs of figures, and a series of 
bases designed along modern lines. 





President Dave Martin told the group 
that plans are already well under way 
for a dinner-dance this spring to celebrate 
the 25th anniversary of the group. 

Norman Kernis and Charles Gold, co- 
chairmen of the advertising committee, 
reported that the 195] cooperative adver- 
tising campaign for placing full-page ads 
in Chicago dailies had been more suc- 
cessful than any program of this nature 
ever undertaken by the association. 





Vince Newman ‘Marks 30th Year 
With Jewelers Board of Trade 


Popular V. J. “Vince” Newman will 
celebrate his 30th anniversary with the 
Chicago office of the Jewelers’ Board of 
Trade on February 15. 

Vince went to work for the Board of 
Trade as an investigator in 1922 as a 
promising young lad of 21. 

From the first, his boss on the old 
National Jewelers’ Board of Trade, Fred 
Hovey, found the sincere young man had 
a way of getting on in the jewelry busi- 
ness. He had, and still has, a manner 
which announces that Vince Newman’s 
chief concern in the jewelry trade is to 
make friends and perform friendly deeds. 

In 1929, Vince moved up to the post 
of _ assistant manager. In 1934, at the 
height of the depression, the National 
Jewelers’ Board of Trade merged with the 
Manufacturing Jewelers’ Board of Trade. 
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Vince stuck it out through the depres- 
sion, witnessing a record number of fail- 
ures in the jewelry trade. 

By 1939, with things looking up for 
both the Board of Trade and the jewelry 
industry, Vince Newman was ready to 
move into the job of District Manager, 
a post he has held without interruption 
since then. 

Since his 


appointment as manager, 


Vince has developed a place and reputa- 
tion in Chicago jewelry circles as the man 
who reputedly knows more facts and can 
answer more questions about jewelers and 
than anyone in 


the jewelry business 
Chicago. 


Vv. J. 
"VINCE’ NEWMAN 


Observes 30th Year 

with Chicago Office 

of Jewelers’ Board 
of Trade 


For the past eight or ten years he has 
held at least one, usually several, impor- 
tant offices in Chicago trade and frater- 
nal associations. He is a past president 
(1945) of the Jewelers’ Club. For six 
years, he served as a director of the Chi- 
cago Jewelers’ Association. He will be 


installed as Chanticleer of the Golden 
Roosters on February 23 after three years 
as Keeper of the Nest Egg, or treasurer, 
of that group. He is also serving a term 
this year as a director of the Jewelry 
Training Service. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















KEYSTONE 
Cultured Pearls... fen 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr.. .$15.00 


S. SMIGROD 


37 WEST 47 STREET, N. Y. 19, N. Y. 
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Ss.j. surnamer co. 


370 7th Ave., N.Y. 1, N.Y. 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll af any time of the year 
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We SPECIALIZE... 


in special order work. Sead as your 
specifications. W. 4 submit a design 
without obligation. 





SCHUMER BROTHERS CO. 


Fla ee Jewelers 


5S EAST THIRD STREET + CINCINNATI, OMIO 










DIAMOND-CUTTING 
EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 











DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


CINCINNATI . DALLAS 














) 24 HOUR SERVICE 


ON MAIL ORDERS OF NATIONALLY 
KNOWN MERCHANDISE LIKE THIS: 


@ RONSON @ DELTAH 
@ FORSTNER @ SIMMONS 
@ SPEIDEL @ REVERE 


A.G.SCHWAB ‘ic 


East Sixth Street 


22 
CINCINNATI 2, OHIO 


FAITAFULLY SERVING THE RETAIL JEWELER SINCE 1876 








The Wallenstein-Mayer (Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


Makes of 
DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 


Write for our new 
1952 Catalogue 
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q The Gerwe Brown Co. has moved its 
wholesale offices and salesroom from the 
Temple Bar Building to 817 Main St., 
where it occupies 10,000 square feet of 
floor space on the fourth floor and 2,500 
square feet in the basement, compared 
with 9,000 square feet in the former loca- 
tion. In the new setup, there is much 
more room for jewelry and flatware dis- 
plays and complete sample lines of jewelry 
now are being shown in glass display cases 
which were built to order. There also is 
more space available for the various de- 
partments, which are arranged for the 
convenience of both customers and em- 
ployees, with the general offices at the 
front being enclosed with glass partitions. 
The entire fourth floor has been air con- 
ditioned. 

q Six new sales representatives of the 
Gruen Watch Co. were here during the 
first week of January to attend special 
indoctrination classes conducted by J. E. 
Wessels and Abraham S. Braude, Gruen 
sales executives. Those attending were 
John Hart, Dallas, Texas; Albert Epstein, 
Denver, Colo.; Harold Spahn, Miami, Fla.; 
Richard Cole, East Orange, N. J.; Arthur 
Wengrow, Danbury, Conn., and Stanley 
Manne, Cranston, R. I. 

q Klein Brothers Co., wholesalers at 626 
Vine St., have added Robert L. Hainline 
and Robert Brimmer to their sales staff. 
R. C. Eibel and Robert Gau of the firm 
were on a buying trip to New York City 
and Providence, R. I., the first two weeks 
of January. Customers and other guests 





Miller Bros. Representatives 
Attend Sales Conference 





The field sales force of the Miller Bros. 
Watch Strap Mfg. Co., makers of the 
“Chic” line of leather watch straps, met 
recently with company officials at the home 
office in Cincinnati. Complete sales plans 
for the firm’s new strap line were outlined 
by Al Miller (seated, left), and Wally 
Miller (seated, right). 

Sales representatives in attendance at 
the meeting were, standing, left to right: 
Les Le Vine, Maury Feldman, Lew Armer 
and George Barr. Mr. Barr, Eastern sales 
representative for Miller Bros., recently 


opened new sales offices at 550 Fifth Ave., 


New York. 















CINCINNATI 


enjoyed an open house in the company 
offices on Dec. 21. 
q Julius D. Jacobs, Sr., and Norber 
Meehan of the D. Jacobs Sons Co., whole. 
salers at 811 Race St., are convalescing 
nicely at their homes following surgery, 
while Julius D. Jacobs, Jr., who left the 
company last March because of a back 
injury, has returned to the office. Maury 
Solomon of the firm has been elected for 
the 11th consecutive year as treasurer of 
Queen City Lodge No. 4, Fraternal Order 
of Police Associates. 

q Salesmen for the Wadsworth Watch 
Case Co. of suburban Dayton, Ky., at. 
tended a three-day conference in Hotel 
Netherland Plaza here during the second 
week of January. One of the speakers was 
J. G. Shennan, president of the Elgin 
National Watch Co., of which Wadsworth 
is a subsidiary. 

q Among those from here who attended 
the annual 24 Karat Club banquet in New 
York City on January 12 were Julian 
Schwab and James Heldman of A. 6. 
Schwab & Sons, Inc., wholesalers at 229 
East Sixth St., and Albert C. Wallenstein 
of the Wallenstein Mayer Co., wholesalers 
at 31 East Fourth St. Mr. Wallenstein 
and Charles K. Stern of the same firm, 
attended the banquet of the Chicago 
Jewelers Association on January 5. 

q Frank Garrett, retailer at 504 Broadway, 
staged a surprise birthday party in his 
home on January 5 for Joe Bessie, watch- 
maker in the store since 1945. Mr. Bessie 
and 20 friends enjoyed a delicious turkey 
dinner prepared by Mrs. Garrett. 

q The annual dinner meeting and election 
of officers of the Cincinnati Wholesale and 
Manufacturing Jewelers Association was 
scheduled for January 15 in the Alms 
Hotel. Ollie M. James, Cincinnati En 
quirer columnist and noted humorist, was 
to be the principal speaker. 

4q Mr. and Mrs. Carl Martin of the B. David 
Co., manufacturers at 1403 Central Park: 
way, flew to New York City and Prov: 
dence, R. I., on a two-week business trip 
in early January. While in the East they 
spent a weekend with friends in Boston, 
Mass. 

4 Mrs. I. B. Goodman, wife of Irving B 
Goodman, manufacturer at 205 West 
Fourth St., was recuperating from @ 
appendectomy performed while the couple 
were on a business trip to New York City 
early in January. Harry Feinberg is 4 
new company salesman. 

q Officers of the Town Criers, local asso 
ciation of wholesalers and manufacturefs 
salesmen, were to be elected at a dinnel 
meeting in Hotel Alms on January 1! 
Members of the group enjoyed an annual 
holiday luncheon get-together on Decembet 
27 in: the Cincinnati Club. 

4 Al Brackman, salesman for the H. ® 
Greenwald Jewelry Co., retailers at Seventh 
and Vine Sts., was pictured in the “Tur 
ing Back the Clock” feature in the Times 
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Siar recently. He was a member of a 
noted basketball team in 1926. 

4 Salesmen Albert N. Wilmer, Harold B. 
Cohen and James G. Flatau of the Kauf- 
man-Kassel Co., manufacturers at 434 Elm 
St. are again working their territories 
after year-end office conferences. 

q Mr. and Mrs. Arthur Hirschfield of the 
D. Jacobs Sons Co. visited their daughter 
in Dothan, Ala., during the holidays. 

q Victor Youkilis of the Victor Corp., 
wholesalers in the Enquirer Building, and 
his wife combined business and pleasure 
on an early January trip to Chicago. 

4 Satisfactory early spring business was 
reported by Charles McCarthy, Columbus, 
0.; William Owen, Knoxville, Tenn., and 
Julius Cortois, Houston, Texas, all sales- 
men for the Gerwe Brown Co. 

4 Julia Sheridan, formerly with the Frank 
Herschede Co., is now in the accounting 
department of the Loring Andrews Co., 
retailers at 117 East Fourth St. 

q John Reinersman of Reinersman and 
Hengehold, manufacturers of 528 Walnut 
St., suffered a broken leg when he fell 
on an icy street in mid-December. 

4 Paul Knight, partner in the J. P. Knight 
Co., wholesalers at 104 West Fourth St., 
vacationed in Florida the first two weeks 
of January. 

q Mecklenborg and Gerhardt, manufac- 
turers of 811 Race St., have purchased the 
Cincinnati Buckle Co. 


Peterson and Fiddelman 
Honored at Federation Dinner 


More than 100 members of the Jewelry 
Manufacturers Division of the Federation 
of Jewish Philanthropies of New York con- 
tributed generously to the current $20,000,- 
000 maintenance campaign at their annual 
dinner, held at New York’s Waldorf-Astoria 
Hotel on December 12th. 





New York jewelry manufacturers honored 
two trade leaders at their annual Federa- 
tion dinner held recently at New York's 
Waldorf-Astoria Hotel. Honored at the 
fete were Sidney Fiddelman (left), of 
J. Fiddelman & Son, and Henry Peterson 
(right), of the Feature Ring Co. With 
them is Jacob H. Schaeffer, of Shiman 
Bros. & Co., who presided at the dinner. 


Guests of honor at the dinner were 
Sidney Fiddelman, of J. Fiddelman & Son, 
and Henry Peterson, of the Feature Ring 
Co., who received special illuminated 
scrolls of honor for their many years of 
industry and philanthropic leadership. 


FOR FEBRUARY, 1952 





Bulova Fetes Employees 
At Eighth Annual Dinner 
The Grand Ballroom of the Waldortf- 


Astoria in New York was the site of a 
gala affair held in honor of Bulova Watch 
employees who have served the firm for 
ten years and more. 

John H. Ballard, president, made the 
welcoming address to the large gathering. 
Following Mr. Ballard’s welcoming re- 
marks, Beardsley Ruml, Director of the 
Bulova Watch Co., talked briefly. Arde 
Bulova, Chairman of the Board, paid trib- 
ute to the loyalty and ability of the firm’s 
employees. 





Bulova officials, shown on the occasion of 
the eighth annual dinner for the firm's vet- 
eran employees, are, left to right: John H. 
Ballard, president; Beardsley Ruml, director, 
and Arde Bulova, chairman of the board. 


New members of the Twenty-Five Year 
Club were presented $500 U. S. Saving 
Bonds and the new members of the twenty- 
year group received diamond pins and 
$400 bonds. Fifteen-year members _re- 
ceived gold pins and $100 bonds _ while 
the ten-year group received gold Bulova 
watches. 

Following the presentation ceremony, 
dancing and an all-star entertainment pro- 
gram were provided. 





Chilton Chief Receives Tribute 
From Editors at Testimonial 





Joseph S. Hildreth (right), president of 
Chilton Co., Inc., of which THE JEWELERS’ 
CIRCULAR-KEYSTONE is a member pub- 
lication, accepts sterling platter presented 
by Paul Wooton, Washington member of 
Chilton Editorial Board, on behalf of the 
editors of all Chilton business publications. 
Gift was presented at a dinner held in 
Mr. Hildreth's honor in recognition of his 
encouragement of the efforts of the Edi- 
torial Board of the company to raise the 
standards and improve the techniques of 
business journalism. 
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G:W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


VE REFINE— FILINGS 
ah 9LO GOLD - SILVER 


LVER 
STERL e ‘13 oe 
SOLOERS OF ALL KINDS 


CINCINNATI, OHIO 











Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 


811-813 RACE STREET, CINCINNATI 2, OHIO 
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MANUFACTURING OF 14K. _ 


EAR WIRES 


in YELLOW AND WHITE GOLD 
Available in 6 different styles 
ALSO 
ANTIQUE 
EARRING 
REPRODUCTIONS 
and 
RELIGIOUS 
ITEMS 


Send for free catalogue 


M. MOROCH 


17 ELDRIDGE STREET ° N. Y. 2, N. Y. 
WaAlker 5-4638 




















116 Nassau St. 


WATCH REPAIRS 


FOR THE TRADE 


Our usual fine quality workmanship at a 


new 
LOW PRICE 
Price list on request 


ANITA WATCH COMPANY 
MEMBER: Jewelers Board of Trade 


New York 38, N. Y. 








ie ERS 
STANDARD—ELECTRIC—PORT ABLE 











A. T. HILL 
2 Park Avenue New- York City, N. Y. 
MU 3-4800 Sales Dept. 
EXPERT 


PEARL RESTRINGING 
Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 

B. FEINSTEIN 
31 N. State St., Chicago 2, Dlinois 








211 






















































- Pe a2e @ 








Di 


Fall Jewelry Show Dates In addition to the two sales rooms, 


Set by L.A. Trade Fair Strasburg’s will maintain watch repair and 
jewelry repair departments as well as q 
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The fourth Western Jewelry and Silver- special order department to manufacture 
ware Show, including china and glass, will custom pieces. 
be held August 17 through 20, at the Bilt- Mrs. Marie Louise Clough, who has been 
more Hotel in Los Angeles, it was an- with the Strasburg organization for 22 © 
nounced by Elliot Hine, chairman of the years, is also associated with this new en. é 
show committee and buyer for the Broad- terprise. : 
way Department Stores. Dates of the show Direct mail and local newspapers will | 
will coincide with the convention of the be utilized by the organization. he 
California Retail Jewelers Association Mr. Strasburg was appointed to the | 
which will also be held at the Biltmore. American Society of Technical Appraisers 
The California RJA will act as co- in January and will be available for ap | 
. sponsors of the show with the Los Angeles praising to both jewelry and insurance | 
Trade Fair, Inc., a division of the Los firms. 
é Angeles Chamber of Commerce. This is | 
the association’s first fall convention. . . 
j World's Largest Manufacturer Assisting Elliot Hine as vice-chairmen California RJA Bulletin 
: of fine porcelain lace figur ines! of the show committee are Frank Stirling | Appears in New Format 
+ No. 1740 Priscilla. 14° high. With (E. W. Reynolds Co.), and Walter Dorrer The Facet, monthly bulletin issued by 
+ net flounces, lace trim, fan and large (Higbee & Dorrer). : the California Retail Jewelers Association 
* lace hat. Available in all white or Results of the last jewelry and silver- for its members, appeared in a new format [| 
*. pink, blue, green, yellow, and laven- ware show sponsored by the Chamber of for the first issue of 1952. The publication |) 
* der trimmed with white lace. $37.50 Commerce indicate that an mi Tie has previcusly appeared as _ multilithed i 
wholesale. proportion of buyers from outsi Ps “a bulletin sheets, and will henceforth appear ff 
1 Write for catalog of complete line. Angeles County may be expected when the as a four-page printed brochure. Special 
A market opens in August. A check of last members’ bulletins will continue to su ) 
ce ‘ ll stores ‘ yr i 
; HEIRLOOMS of TOMORROW | | reir cer retail organizations were almost | Plement the monthly iseues when ser | 
3601 Aviation Blvd. © Manhattan Beach, Calif. equal in numbers present. ane gaa appear and neceeitets 
The California RJA is also mailing new 














permanent membership certificates to mem- 

















GEM TESTING LABORATORY Special Jewelry Designs a bers who have replied to a recent dues 

nn “deuteron "toutes Bag pay thong Featured in Gemogram Bulletin billing survey. The new certificates are 
ee gg for the trade. Same day return of A new service is offered jewelers by a Pn _ and have an easel 
shipmen C Lo ack tor display. | 
eorge C. Houston, 220 W. 5th St., Los pla : 

er ae POA. Angeles, Calif., in his Gemogram bulletins. The association recently conducted i 
707 So. Hill St., Los Angeles 14, California Future issues, starting with the current survey among its members relative to § 
Appraisals and Gem Testing Exclusively one, will feature suggested jewelry designs changing its dues structure from a volume 
basis to that of store-personnel basis. The © 


by Curtis Elliot, nationally-known designer. 
Facet reports that 75 per cent of the mem: 


bership has returned their survey ques 





| In addition to the sketches reproduced in 


























the Gemogram, Mr. Elliot will provide spe- j 

CULTURED PEARLS cial individual designs at jewelers’ request win i —— of the survey will be 4 
for a nominal fee. announced shortly. 

— a er Purpose of the Gemogram is to dis- e 
TOYO PEARL CO. seminate information on colored gemstones Jewelry Will Predominate 
PERMANENT FIRM BUYER IN JAPAN and suggestions for merchandising to in- canes ‘ 
542 S. BROADWAY, LOS ANGELES 13, CAL. terested jewelers. It is free on request | At Denver Show Exhibits f 
from the Houston office. The jewelry industry will be well repre [7 

sented at the 15th Denver Gift & Jewelry | 

& + , i } i k * 

w Retail Enterpris d Show which will be held during the wee 

Send today for your FREE copy of New New Retail prise Opene of March 2 through 5 at the Hotel Albany, § 


issue of “GEMOGRAM.” A booklet which By Strasburg in Hollywood Denver, Colo. : 
ee ee ee ee Extensive remodeling has now been com- Many leading watch and clock manufac i 


fine colored stones. ; : 
FINE RUBIES — EMERALDS — SAPPHIRES pleted on Max Strasburg’s new quarters turers, precious and costume jewelry pf0- 


GEORGE C. HOUSTON at 6636 Hollywood Blvd., Suite 215. The ducers, and importers of loose gems will [ 

220 W. 5th St. Los Angeles 13, Callf. popular Hollywood jeweler, who recently have their displays ready for this event. | 
MUtual 1872 sold his store at 6628 Hollywood Blvd., Other commodities of fine china, crystal, 
has opened a new retail operation in the dinnerware, glassware, silver flatware an 
Cherokee Building. hollowware, leather goods and luggage, sta 























The main salon with its informal sit- tionery, lamps, pictures, gift wraps, greet 
CULTURED PF ARLS down sales desk-cases will be used to dis- ing cards and decorative accessories o 
play and sell watches, diamonds, and fine | every description will be on display. 
nae brochure on request for complete jewelry. One entire room of the new store Exhibits will occupy all of the mez® §& 
line of pearl jewelry. : 7 r tabl 4 
will be devoted to silver sales with floor nine parlor floor as well as all available § 
EMPRESS PEARL SYNDICATE i 1 I ¢ 1 a still h th th floor & 
,(recistered v. ‘ Patent Oftce) — ing : - — ne all ~ iy" s. ts on the third through the six 
m porters——M frs.—=Distrioutors national franchise lines wi e tea- inclusive. 
15 Ww. h e e ~ e ° 
3 sf +. meee Se tured in this department. Social functions of the show will be the 
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buyer’s party which will be held 
none lah March 3rd, in the Cathedral 
Room of Hotel Albany. This will be fol- 
lowed the following evening by the semi- 
annual buffet dinner-dance for buyers and 
exhibitors which will also be held in the 
hotel’s Cathedral Room. . 
The Denver Gift & Jewelry Show is one 
of the markets sponsored by Allied Exhibit- 


ors, Inc. 





Buffalo Watchmakers Elect 
The Buffalo (N. Y.) Watchmakers 


Guild recently elected the following ofh- 
cers: President, Fred Walter; Vice Presi- 
dent, Albert Lemon; Treasurer, William 
Sieben, and Secretary, Mrs. Josephine Kay. 





Advice on Building Sales 
Offered in New AGS Booklet 


“What You Can Do to Build Sales,” a 
new publication issued recently by the 
American Gem Society, is devoted pri- 
marily to a discussion of the various ad- 
vertising and publicity activities by which 
members can promote the prestige of their 
firms and communities. 

The booklet, in the words of the pre- 
face, was designed as “a short instructive 
merchandising ‘text’ and to show 
members the at-cost sales aids that are 
available to invigorate their cash registers.” 
The booklet defines publicity and adver- 
tising and offers suggestions to the jeweler 
on how to create a balanced program of 
each for his store. It also points out the 
material readily at his disposal for talks 
before community groups, films, displays, 
and booklets to use as goodwill builders. 

Newspaper, radio and television adver- 
tising and publicity are discussed in the 
booklet. Counter and window displays are 
also discussed as well as the effective use 
of mail lists. 

Part II of the booklet is devoted to a 
visual presentation of the materials pre- 
pared by the AGS for the use of stores. 








Swank Officials Receive Gifts 


From Employees at Party 





J. Carlton Bagnall (left), president, and 
S. M. Stone, Sr. (right), who had been 
president for more than 50 years, hold 
the gifts designed and made for them by 
the men and women of Swank, Inc., manu- 
facturers of men’s jewelry, wallets and 
belts. Bagnall received a_ hand-tooled 
leather picture frame and Stone a leather 
desk folder. 

G. Alfred White (center), president of 
the Swank Social and Athletic Club, pre- 
sented both gifts at the annual Christmas 
party and dinner attended by 1600 em- 
ployees of the Attleboro and Taunton 
plants of the company. 





Buffalo Jewelers Consider 
Additional Night Openings 


Buffalo (N. Y.) jewelry stores are giving 
serious consideration to the matter of addi- 
tional night openings in line with the 
trend of all types of retail stores to increase 
their night shopping business potential. 

Night shopping by families has jumped 
sharply in popularity in Buffalo during 
the past year, prompting many retailers to 
remain open two, three and even four 
nights a week, instead of the traditional 
one night a week. 

Night openings were inaugurated in the 
community shopping centers, but now are 
spreading to the downtown shopping area 
where a group of large stores have decided 
to remain open both Monday and Thurs- 
day nights. 
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Members of the board of directors of 
the Hamilton Watch Co. made a first in- 
spection tour of the firm’s new defense 
branch plant in East Petersburg, Pa., on 
November 29th. They were shown the 
various Operations on assembly lines be- 
ginning to produce vital defense timing 
mechanisms in the new plant. 

Ground was broken for the $315,000 
building last June 27th. It is situated 
on an 18-acre tract seven miles northwest 
of the Hamilton factory adjoining the 
Reading Railroad right-of-way. 
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HAMILTON OFFICIALS INSPECT NEW BRANCH PLANT 








Included among the inspection party 
were, left to right: George P. Luckey, 
vice president in charge of manufacturing; 
Roland Raver, secretary and comptroller; 
C. J. Backstrand; Col. J. Hale Steinman; 
Lowell F. Halligan, vice president in 
charge of sales; Calvin M. Kendig; J. W. B. 
Bausman, Jr.; Robert B. Thompson, vice 
president in charge of finance; Charles C. 
Smith, president and chairman of the 


board; Frank C. Beckwith and William 


Shand. 








Two New 


Eastern Star 
Rings 


Created by Gran 





HERE ARE TWO new exquisitely fashioned 
Eastern Star Rings for quick turnover. 
They are made with jewelled synthetic 
stone points radiating the 5 colors on a 
14K white gold Rhodium finished top 
which is encircled with rosettes that 
form a brilliant reflecting pattern. 
Shanks are 14K yellow gold. 

Also available with center plate for 
setting a diamond or alter. Gavels too 
can be applied for making them attrac- 
tive Past Matron rings. Your inquiry 
will receive prompt response. 


GRAN and COMPANY, Inc. 
346 So. Meridian St. * Indianapolis 25, Ind. 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
of Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors ... correct your 
own work ... progress faster. 


The “Silent Teacher” is under the di- 


rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 
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Sure Sales 


in the 


Mid-South Market! 


Attend the 


MID-SOUTH GIFT 


AND 


Jewelry Show 


March 3-6, 1952 
° A Bigger Exhibit 
¢ More Fine Displays 


NOW AT 


HOTEL PEABODY 


Memphis, Tenn. 


For information, contact 


A. J. Cory 


198 So. Main St. 
Memphis, Tenn. 

















ay importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


ILLE & €CO., INC. 
Ave. New York 10, N. Y. 
AL. 4-0104 
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More than 800 members of the jewelry and allied industries attended the $50-per plate 

brotherhood dinner on behalf of the National Conference of Christians and Jews, at the 

Waldorf-Astoria on January 9th. Left to right: William Ogush, Gruen Watch Co.: Milton 

Weill, Arrow Manufacturing Co.; Col. Harry D. Henshel, Bulova Watch Co.; Dr. Everett 

R. Clinchy, president of the National Conference; Dr. George N. Shuster, president, Hunter 

College; and W. Waters Schwab, president, J. R. Wood & Sons, and chairman of the 
dinner. Mr. Schwab presided at the event. 


This year’s annual brotherhood dinner 
on behalf of the National Conference of 
Christians and Jews was the most suc- 
cessful in the 13-year history of these 
affairs. Held at New York’s Waldorf- 
Astoria Hotel on January 9th, the event 
was attended by more than 800 members 
of the jewelry and allied industries. 

“Tonight I am proud to be a member of 
the jewelry industry and I think we all 
should be.” declared W. Waters Schwab, 
president of J. R. Wood & Sons, sounding 
a keynote that echoed the sentiments of 
the audience. Mr. Schwab served as 
chairman of the dinner. 

“Looking back over the past 13 years, 
I note a growing interest in the work of 
the National Conference,” the chairman 
continued. “From a modest beginning at- 
tended by only 20 at our first luncheon 
for this cause, to these annual brother- 
hood dinners which taxes the capacity of 
this grand ballroom of the Waldorf, our 
industry shows ever-increasing support of 
the National Conference. This growing in- 
terest demonstrates to the public at large 
that the jewelry industry has a heart and 





is devoted to the cause of building good 
will and understanding among Protestants, 
Catholics and Jews.” 

Concluding his remarks, the chairman 
said that brotherhood is now the accepted 
philosophy of all decent people in Amer. 
ica. “The National Conference,” Mr. 
Schwab stated, “has taken this word and 
made it the hope and prayer of the nation.” 

The far-flung program of the National 
Conference was outlined for the audience 
by Dr. Everett R. Clinchy, president of 
the National Conference. He expressed 
gratitude for the support of the jewelry 
industry which contributed all proceeds 
derived from the sale of the $50 dinner 
tickets to the National Conference. 

Other speakers included Spyros P. 
Skouras, president, 20th Century-Fox Film 
Corp., and Dr. George N. Shuster, presi: 
dent of Hunter College, and former High 
Commissioner in Bavaria. 

An entertainment program was head: 
lined by Joey Adams, Al Kelly and Ber. 
nice Parks, singing star just returned 
from the Savoy in London. 











WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 




















214 





New 
Advertising 
Mor. at Gemex 


CARL LICHTENFELS 





The Gemex Co. announced recently the 
appointment of Carl Lichtenfels as adver- 
tising manager. Before his appointment to 
this position, Mr. Lichtenfels had been 
trained in many phases of jewelry manu- 
facturing and distribution. 





Congress Cold to Truman's Plea 
For Tighter Credit Controls 


President Truman’s request for tighter 
controls over installment credit (Regula- 
tion W) has thus far failed to stir up any 
great enthusiasm among members of Con- 
gress. 


In his annual economic report, Mr. Tru: 
man asked Congress to impose stricter 
controls on credit purchases of such prod- 
ucts as automobiles, refrigerators, tele. 
vision sets, and on new homes. 

The President also asks that banks be 
required to keep a higher percentage of 
their deposits on hand in cash, and that 
ceilings be set on the amount of credit ¢ 
trader may have on commodity-exchange 
dealings. 
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AMERICAN MADE—Stemware and Drinking Accessories 
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R. F. BRODEGAARD & CO., Ine. 
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February 


2—Boston Jewelers Club, 64th Annual 
Banquet, Hotel Statler, Boston, Mass. 
36—San Francisco Gift, Housewares 
and Stationery Show, Western Merchan- 
dise Mart, Civic Auditorium, and St. 
Francis, Palace and Sir Frances Drake 
Hotels, San Francisco, Calif. 
4.8—Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 
4-15—Chicago Gift Show, Palmer House 
and LaSalle Hotel, Chicago, III. 
4-15—Registered California Gift & Din- 
nerware Show, Morrison Hotel, Chicago, 


I}. 


4-16—Merchandise Mart Gift Show, 
Merchandise Mart, Chicago, III. 
10-12 — Pacific Northwest Convention, 


Multnomah Hotel, Portland, Ore. 

10-13—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

17-20—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

17-21—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

17-21—Seattle Gift, Housewares and Sta- 
tionery Show, Olympic and New Washing- 
ton Hotels, Seattle, Wash. 

17-22—32nd Dallas Gift Show, Baker 
Hotel and Second Unit of the Santa Fe 
Building, Dallas, Texas. 

23—Golden Roosters of Chicago, Formal 
Ladies’ Night Party, Congress Hotel, Chi- 
cago. Ill. 

24-27—Portland Gift, Housewares and 
Stationery Show, Plaza Hotel and Portland 
Public Auditorium, Portland, Ore. 

24-29—Registered California Gift & Din- 
nerware Show, McAlpin Hotel, New York. 

25-29—New York Gift Show, Hotels New 
Yorker and Statler, New York. 


March 


2—Illinois Retail Jewelers Association, 
Annual Meeting, Leland Hotel, Springfield, 
I}. 

2-5—Denver Gift and Jewelry 
Hotel Albany, Denver, Colo. 
2-6—Detroit Gift Show, Statler and 
Book-Cadillac Hotels, Detroit, Mich. 
2-7—Parker House Gift Show, Parker 
House, Boston, Mass. 
3-7—Boston Gift Show. 
Boston, Mass. 
3-7—Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 

9-12—St. Louis Gift Show, Hotel Statler, 
St. Louis, Mo. 
: 10-14—Mid-South Gift and Jewelry 
Show and Mid-South Variety Show, Gayoso 
Hotel, Memphis, Tenn. 

_15-17—Nebraska Retail Jewelers Asso- 
ciation and Nebraska State Horological 
Association, Annual Convention, Hotel 
Yancey, Grand Island, Nebr. 


Show, 


Hotel Statler, 
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16-19—Washington Gift Hotel 
Willard, Washington, D. C. 

16-19—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

18-19—Indiana Jewelers Association, An- 
nual Convention, Hotel Lincoln, Indian- 
apolis, Ind. 

23-26—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

23-26—Heart of America Glass, China 
and Gift Show, Hotel Muehlebach, Kansas 
City, Mo. 

29-31—Kansas Retail Jewelers Associa- 
tion and Kansas State Horological Asso- 
ciation, Joint Annual Convention, Lassen 
Hotel, Wichita, Kan. 

30-April 1—American Gem Society, An- 
nual Conclave, Hotel Sheraton, Chicago, Ill. 


Show, 


April 


13-17—Northwest Gift, Art and House- 


wares Show, Radisson Hotel, Minneapolis, 
Minn. 

15-18—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 

19—Diamond Peacock Club, 
Dinner-Dance, Hotel Somerset, 
Mass. 

20-22—Michigan Retail Jewelers Asso- 
ciation, Annual Convention and Jewelry 
Exhibit, Grand Rapids, Mich. 

20-24—49th State Gift, Art and House- 
wares Show, Statler Hotel, St. Louis, Mo. 

21—Pennsylvania Retail Jewelers Asso- 
ciation, Annual Convention, Yorktowne 
Hotel, York, Pa. 

27-29—-Wisconsin Retail Jewelers Asso- 
ciation, Annual Convention, Pfister Hotel, 
Milwaukee, Wis. 


Annual 
Boston, 


May 


4-6—Florida Retail Jewelers Association, 
Annual Convention, Jacksonville, Fla. 





NACJ Honors Samuel Gerson 
For Long Service as Secretary 


Samuel Gerson, a founder, director and 
secretary of the National Association of 
Credit Jewelers, was presented with a 
sterling silver plaque on January 14th at a 
meeting of the board of directors in New 
York. The award was for his long and out- 
standing service to the association. 





Mr. Gerson, Detroit retail jeweler, helped 
found the NACJ in 1927, has been a mem- 
ber of the board of directors since the 
organization’s inception and has been sec- 
retary since 1928. He is shown above re- 
ceiving the plaque from H. A. Goldberg 
(left), retiring NACJ president, while Fred 
B. Dreifus (right), NACJ director, looks 


on. 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section K—Conclusion: Questions and Answers, Part I 


Most of the following questions and answers deal with engraving problems. 
However, it is advantageous for the engraver to have knowledge of certain 
facts concerning jewelry work; so, the questions are chosen to cover all 


that we feel the engraver should know. 


What cleaning agents are gener- 

ally used in connection with 

jewelry? 

Soap, ammonia, cyanide and water 

solution, and soda. 

Which one would you use to re- 

move tarnish? 

Cyanide. 

Which one would you use to 

brighten the appearance of the 

article? 

Soda. 

Which one would you use to re- 

move dirt or greasy film? 

Ammonia, 

What is used to remove scale 

formed in hard soldering? . 

A pickle solution composed of sul- 

phuric acid and water. In a heated 

solution the proportions should be 

nine parts water and one part sul- 

phuric acid. In cold solution the 

proportions should be eight parts 

water and two parts sulphuric acid. 

The work is plunged into the pickle 

while still hot from soldering. 

Is tripoli a cutting or polishing 

agent? 

Cutting, because the abrasive grains 

are coarse. 

Is rouge a cutting or polishing 

agent? 

Polishing, because the “grain” is 

very fine. 

Are the same buffs used for both? 
0. 

What combination of ingredients 

make a good cleansing solution 

for removing tripoli, rouge, and 

generally cleaning the article? 

Soap, soda, and ammonia with 

water. 

Will cyanide remove rouge or 

dirt? 

No. 

What should be done about 

scratches or marred surfaces ex- 

isting on an article, before en- 

graving? 

In some instances, the engraving 

may completely cover and obliterate 

an imperfection. If not possible to 

do this, it is wise to call the cus- 

tomer’s attention to the blemish to 

establish the fact that it occurred 

prior to engraving. If the article is 


a sale of your store and the cus- 
tomer has not discovered it, a slight 
scratch may be removed by careful 
burnishing and buffing. It is always 
advisable to acquaint the salesman 
or the customer (as the case may 
be) with the condition of the article 
in question. 

Suppose vou made a slight slip 
of your graver on a line-finished 
compact and were able to burnish 
it out successfully, what would 
you use to restore the line finish 
over the burnished spot? 

Emery paper. 

Suppose you made a slight slip 
on a satin-finished piece of sterl- 
ing and burnished it successfully, 
what would you use to restore 
the satin finish? 

Rub lightly with a common ink 
eraser, 

Suppose you slipped on a mirror- 
finished piece of sterling or gold 
and burnished successfully, what 
would you use to restore the 
mirror-finish? 

A soft buff with rouge. 

Suppose you slipped on a lac- 
quered brass plate or compact, 
what would you do? 

Remove lacquer with denatured 
alcohol, burnish, refinish, and re- 
lacquer. 

Suppose you slipped on a piece 
of sterling and could not burnish; 
would you grind it off with a 
tripoli buff on polishing motor, 
and re-engrave? 

Yes. 

Suppose you slipped on a gold- 
plated article and could not bur- 
nish, would you give it the same 
treatment? 

No. The plating would be removed 
and the article ruined. 

Suppose you slipped on a gold- 
filled article and could not bur- 
nish; would you grind it off an 
re-engrave? : 
No; this would ruin the article, if 
cheap grade. Yes if of high-grade 
filled stock with thick outer layer 
of gold. 

Suppose you slipped on a silver- 
plated article; would you grind 
it off and re-engrave? 


27. 
28. 


29. 
30. 
31. 


38. 


39. 


No. The article would be spoiled, 
Suppose you slipped on a solid 
gold article and could not bur. 
nish; would you grind it off and 
re-engrave? 

Yes. 

Name eight metals on which you 
will probably have to engrave. 
Aluminum, silver, copper, brass, 
platinum, gold, palladium and steel, 
How does aluminum cut? 

Very soft, cuts flaky and gritty. 
How does silver cut? 

Soft and smooth cutting. 

How does copper cut? 

Medium and smooth. 

How does nickel cut? 

Fairly smooth, slightly gritty, 
tougher than copper. 

How does gold cut? 

Hard according to karat (the lower 
the karat, the harder); usually 
smooth, 

How does brass cut? 

Hard and tough. 

How does steel cut? 

Always too hard for good cutting. 
Some is less brittle, if well annealed. 
How does palladium cut? 

Not very smooth or bright. 

How does platinum cut? 
Smoother than palladium, not bright. 
On cigarette lighters, what base 
metal is generally used? What 
plating? 

Brass base; chrome, silver or gold 
plate. 

On an average lady’s compact, 
what metals are generally used: 
Brass and sterling. 4 
On ladies $25 to $30 strap ~ 
watches, of what metal will the 
back generally be? 

Steel. i 
On ladies $40 to $60 strop © 
watches, what metal will the back © 
generally be? 

Gold filled. 

On ladies $90 and up strap 
watches, what metal will the back 
generally be? 

Karat gold. P 
Is a twenty-year case karat gold: 
No. 4 
Is sterling used for white watch © 
cases? — 
Not usually now, especially in wrist © 
watches, 
Is palladium generally used for 
white watch cases? 


No. 
Is white gold generally used for 
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58. 


white watch cases? 

Yes. 

Are loving cups generally white 
or yellow? 

Mostly white. A few are yellow. 
Are they generally plated or 
solid? 

Plated. 

If plated in white metal, is lead 
or aluminum apt to be the base? 
Lead alloy, or Britannia metal; 
soft metal. 

If gold plated, what is the base 
usually? 

Brass or nickel-silver; may be mark- 
ed E.P.N.S. (electro-plated nickel- 
silver) ; hard metal. 

Would you wriggle or bright cut 
a lead base? 

Bright cut is better. 

Would you wriggle or bright cut 
a brass base? 

Wriggle. 

Your graver slips; what is the 
probable trouble? 

Rounded point. Broken belly line. 
Your graver cuts rough. Why? 
It is either picking up metal or it 
has a rough cutting edge. 

What causes a graver to pick up 
copper? 

A graver just sharpened sometimes 
picks up copper. After making a 
few practice cuts, it usually disap- 
pears. A dragging belly caused by 
incorrect lift will pick up copper. 
Your graver cuts too deep. Why? 
Face angle is too blunt or the tool 
has an inverted “V” belly. 

Your graver leaves a trail. Why? 
A trail is a mark caused by the belly 
dragging at the very beginning of a 
cut. This is caused by an incorrect 
lift. An extremely low belly angle 
will cause the belly to leave a line 
or trail just as the point enters the 
metal. An extremely high lift or 
greatly increased belly angle may 
cause a similar result if the graver 
is too long. It is well to note that 
a high lift is more satisfactorily 
controlled when the graver is short. 
You cannot get a bright cut. 
Why? 


Graver is not polished enough. 


Your graver won’t hold a point. 
Why? 
Too soft. It should be re-hardened 


and tempered. 

Your graver breaks points. Why? 
Face angle may be more than 45 de- 
grees which weakens point. It could 
be too hard or brittle and so should 
be drawn to a light straw. 

To draw the temper do you use 
a gas flame, an alcohol flame or 
a bunsen burner? 

Any blue or smokeless flame. 

The correct engraver’s eyeglass 
or loupe should be a 2”, 2%”, 3”, 
342", 4,4%” or 5” loupe. 

A 4” loupe. 

How is aluminum ware bright 
cut? 

Keep graver highly polished and 
dip in kerosene, alcohol or turpen- 
tine. 

Where do you start when engrar- 
ing inside rings? 

Start at the 14K mark engraving to 
the right. 

How do you hold signet rings? 
Use two pieces of soft lead bars, 
place ring between the bars and 
clamp in engraving block. Two 
blocks of wood could also be used. 


59. Where is it desirable to use a 
graver that is not highly polished? 
Un highly polished surfaces and 
satin finished articles. It will pre- 
vent slipping and leaves a dull gray 
cut. 

60. How do you lay out the blocking- 

in lines on large articles like 
loving cups, pitchers, etc. 
Clamp rubber marker or pointed 
pegwood in engraving block. Fit 
the base of the loving cup or pitcher 
in the corner of a low sturdy box 
next to the block for steadiness. 
Turn the article while holding block 
stationary. See Figure 78, JC-K, No- 
vember 1951. 

61. How are these articles held for 
engraving? 

Lay them on the leather base that 


the block rests in. This is concaye 
and holds the articles so that they 
may be easily turned while cutting. 
If the article is too large, place it in 
a box cushioned with tissue paper, 
62. How do you proceed with en. 
graving the inside cap of a gold 
watch? 
First remove the hinge-pin by tap. 
ping a pin pusher with a light ham. 
mer. Remove cap; then use cement 
rather than block attachments to 
hold it. These caps are usually very 
thin, so care must be taken to sup. 
port it well with cement to avoid 
denting. When engraved, the ce. 
ment may be removed by melting, 
and then soaking it in denatured 
alcohol. 
(Continued next month) 
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Glossary of Engraving Terms 


Among engravers, there are certain different terms used which may mean 
the seme thing, and naturally would be confusing to a beginner. For instance, 
the terms “belly” and “heel” are identical in meaning. This Glossary is intended 
to avoid any misunderstandings that could arise: from either duplicate or con- 
flicting terms. Some of the terms the author believes are defined here for the 


first time in any publication. 


Arkansas oil-stone: A natural white, 
smooth stone used for polishing gravers 
after grinding on India oil-stone. 

Back-cut: A return cut over the same 
line as with a round graver in Gothic 
lettering. 

Bars: The horizontal cuts or lines in block 
designing. 

Belly: The two bottom sides of the graver 
as illustrated in Fig. 2 under “Graver 
Sharpening, Script Tool.” 

Belly angle: Illustrated in Fig. 3 under 
“Graver Sharpening, Script Tool.” 

Blackstone: A popular modern alphabet 
cut similarly to Old English. 

Bright cut: A single cut of some width 
as a script shade cut or a cut done with 
a flat graver. Also, used to distinguish 
a cut made with a highly polished graver 
from that made with an_ unpolished 
graver. 

Burnish: To remove a slip by using a 
burnisher. 

Burnisher: A very hard piece of steel 
or stone, highly polished and placed in 
a handle. The most popular engravers’ 
burnisher has a curved tip. 

Capped block: Block letters in which the 
ends of stems and bars are squared off 
with a “cap” similar to the Roman 
Serif. 

Cipher: A script or ribbon monogram in 
which the letters are interwoven. 

Columbia Text: A popular alphabet 
somewhat simpler in appearance than 
Old English. 

Closelining: A ribbon-cut used particu- 
larly in ciphers, ribbon monograms and 
many artistic monograms. 

Cross-lining: A popular type of fill-in 
used in all types of letters, relief work 
and monograms. It consists of closely 
cut parallel lines. 

Cross-shading: Same as cross-lining. 

Cross-wriggling: A type of fill-in used 
in relief work and in monograms. A 
liner is used by wriggling in vertical 
lines first, then wriggling horizontal 
lines directly over the vertical ones. 

Diagonal drop-script letters: Script 
capital letters placed on a diagonal line. 

Double-cut : See A-12 under Basic Exer- 
cises. 

Down-cut: Any cut downward in the di- 
rection of the base or horizontal line. 


Drop connected block letters: Block 
initials connected vertically or diag. 
onally. 

Drop-Script letters: Script capital letters 
placed on a vertical or diagonal line. 
Dull cut: A cut made with an unpolished 
graver as compared to a bright cut. 
Face: See “Graver Sharpening: Script 

Tool” Fig. 4. 

Face angle: See “Graver Sharpening: 
Script Tool” Fig. 5. 

Fancy Block: Any decorative style of 
block or variation from the simple 
styles. 

Fill-in: Used in relation to large letters 
that are done in outline and require a 
pattern cut within the outline. 

Flowered letters or monograms: Block 
or ribbon letters with small flower de- 
signs in the main stems. 

Gothic: See F-12 under “Block.” 

Heel: Same as “belly.” 

Hair-line: A cut of minimum width aad 
depth executed with a script graver. 
India oil-stone: A quick cutting stone 
made of grains of synthetic corundum, 

excellent for grinding hard steel. 

Japanese lettering: Sometimes called 
Chinese lettering. A unique lettering de- 
sign that resembles Japanese and Chinese 
figures. 

Lead letters: Any style of letters with 
ornamental leaf designs, usually worked 
into the main stems. 

Leaf monograms: Any style of mono- 
gram with ornamental leaf designs 
worked into the stems. 

Leonard Script: See “Leonard Script” 
sheet. 

Lift: See Fig. 3 under “Graver Sharpen- 
ing: Script Tool.” 

Line finish: A smooth, dull-finish done 
with various grits of emery in which the 
parallel lines are clearly seen. 

Lower case: The small letters of any 
alphabet as compared to the capital 
letters. 

Matting: Same as cross-wriggling. 

Mirror finish: The most brilliant polish 
obtainable on precious metals: gold an 
silver particularly. 

(Continued next month) 
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CALL YOUR DISTRIBUTOR TODAY 


for your FREE new Telechron clock broad- 
side. It gives you details of the sales-stimulat- 
ing new Telechron clock single-unit Time Table 
Display that carries 6 kitchen clocks on upper 
wing section—8 alarm clocks on lower shelf 
section. Compact, flexible—and self-liquidat- 
ing! Ask, too, for your FREE advertising mats, 
glossies, price lists, Sales Training Booklets! 
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choice of color-styling hues: red, blue, green, yellow. 


Only $ 95° 


retail 





Decor ator America’s fastest selling kitchen clock 


reduced from ¢$ to 4a 


Here’s your chance for more sales than ever of 
America’s most popular electric kitchen clock! 





< DECORATOR—Color-styled to brighten every kitchen, 
comes with dials of red, black, aqua and yellow. 
Limited quantity! Now just $4.95* (retail) for a 
short time only! 


Telechron electric clocks are backed by powerful continuing 
national advertising — full pages and spreads in full color in 
Life, The Saturday Evening Post, Better Homes and Gardens. 
Special support, too, for the new Aladdin and the famous Little 
Tel. most advertised electric alarm model in history. 


Telechron electric clocks are silent, need no winding, oiling, 
regulating. Are backed by a written warranty. More than two 
dozen different models — for every room in the home! Telechron 
is a trademark for products of Telechron Dept., General Electric 
Co., Ashland, Mass. *Prices plus tax. Prices and specifications 
subject to change without notice. 
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ASE SPRING—A watch was brought to use for re- 

pairs that had a feature that aroused my curiosity. 
Its 14K solid gold hunting case had springs to operate 
the lid that are made of steel only in front where they 
can be seen with the movement out of the case, but in 
back of the steel the metal is lead, making up the bulk of 
the weight of the spring. Why was this? Was it to in- 
crease the apparent weight of the gold case? (Question 
No. 6204) S. M. 

Answer—You do not give the name of the maker of 
the case, but this is probably Keystone Watch Case Co., 
who about 70 years ago introduced in their product, 
case-springs of which the “base” (the largest part, which 
fitted into the arc-shaped space in the “center” of the 
case) was made of lead. The purpose was to afford 
quickly a close fitting into the space, by pressing the 
spring-base in with a special pliers, the lead readily tak- 
ing the form of the space, instead of having to file a steel 
base to fit. 

Your idea that this lead base might have been “to in- 
crease the apparent weight of (gold in) the case” is in- 
teresting, as a competitor of Keystone (Dueber Watch 
Case Co.) actually did attack Keystone with a great ad- 
vertising campaign to discredit that firm for “selling lead 
for gold,” an accusation which back-fired, as the advan- 
tage of practically self-fitting case-springs was easily 
understood. 


LECTRONIC TIMERS—Please send me a complete 
technical explanation of the action of electronic 
watch-timing instruments, in engineering terms, with data 
on the sensitivity of the microphone feature of the lead- 
ing makes of these instruments. (Question No. 6205) 
W. S. 
Answer—Since to answer this question would fully 
exceed the scope of a letter of reasonable length; and 
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Why Do &s_, 


WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


since the manufacturers of these instruments publish very 
complete printed and illustrated descriptions of the mech- 
anisms, we recommend referring your inquiry for such 
data, to American Time Products Inc., 580 Fifth Avenue, 
New York 19, N. Y.; and to Henry Paulson & Company, 
131 S. Wabash Avenue, Chicago 3, IIl., who are the lead- 


ing manufacturers of such instruments. 


ACK NUMBERS — Please select back numbers of 

JEWELERS’ CIRCULAR-KEYSTONE with articles on 

refinishing silver goods, and write me the price to send. 
(Question No. 6206) B. B. 

Answer—We regret that we have no such back num. 
bers that we could sell. We are enclosing a list of books 
obtainable from our Book Department, with descriptions 
of contents under each of the titles listed, and we believe 
you could find information suitable to your purpose in a 
selection of these books. 


AIRSPRINGS—In our shop, there is a dispute about 

Breguet vs. flat hairsprings, one faction pointing out 
that two very costly high-grade modern Swiss watches 
have flat springs. What do you say on this question? 
(Question No. 6207) R. T. 

A nswer—lf this question were asked in a broad sense, 
without qualifying it concerning the size or overall design 
of the watch in which the spring is to be used, we would 
say that the Breguet (overcoiled) balance spring is essen- 
tial for the best timekeeping performance; for producing 
the nearest possible to uniform rates in different posi- 
tions, and in varying conditions of power as the main- 
spring runs down, etc., which affects the isochronal aspect 
of timekeeping. 

But your question, if applied to a smaller than ordinary 
watch, brings two factors in that are not present in the 
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MODERN Pittsburgh Store Front 

has an appeal that opens shop- 
pers’ eyes... and their pocketbooks! 
It helps create an atmosphere of 
progressiveness . . . suggests to the 
public that here is the place to buy 
the finest jewelry in town. 

This progressive look is especially 
important today when competition is 
so keen, shoppers more critical. To 
give their stores an inviting, up-to- 
the-minute look, many alert jewelers 
have modernized with attention-get- 
ting Pittsburgh Glass and Pittco 
Store Front Metal ... and have won 
new customers, widened their trad- 
ing areas, boosted their sales volumes. 

Why don’t you? 

And when you modernize, be sure 
to brighten up the interior of your 
store too. For it’s the complete job 
that brings the biggest returns in in- 
creased business. 


Meanwhile, why not write for our 
free modernization booklet, ““How 
To Give Your Store The Look That 
Sells’? It’s packed with information 
about specific Pittsburgh moderniza- 
tion materials, and examples of how 
retailers have used these products to 
get the edge over their competition. 
Just return the coupon at right. 


PAINTS 


PITTSBURGH 
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MODERNIZED FOR MODERN EYES. These “before” and “after” photographs illustrate 
how effectively Pittsburgh Products can be used to give a store a new sales personality. 
This modernized jewelry store in Atchison, Kansas, has a recessed entranceway featuring 
a sturdy Herculite Tempered Plate Glass Door and Herculite Sidelights. The display win- 
dows are of bent Pittsburgh Polished Plate Glass. Bulkheads and top facia are of eye- 
catching green and gray Carrara Structural Glass. Architects: Griest and Ekdahl, Topeka, 


Kansas. 





S\ poo ------------ 


Pittsburgh Plate Glass Company 


; 
Ct k { 2047-2 Grant Building, Pittsburgh 19, Pa. | 
ore ron S Without obligation on my part, please send me a FREE ! 
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GLASS - CHEMICALS - BRUSHES - PLASTICS 


PLATE GLASS COMPRES 
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case of a larger watch: (1) movements as small as those 
used for bracelet watches may not have enough height- 
space or vertical “room” between top of balance-arms and 
bottom of balance-cock to accommodate safely an over- 
coil on the spring; and (2) the accuracy of timekeeping 
of a small bracelet watch is not as high, and is not ex- 
pected to be as exacting, as it is in a larger or pocket 
watch. For these two reasons, some designers prefer flat 
hairsprings, for small bracelet watches. If there is little 
room for an overcoil, this part must then be made to lie 
too close to the spiral of the spring, and to the balance- 
cock, with danger of occasional contacts that would ham- 
per timekeeping more than an overcoil would help it; and 
extremely fine timekeeping is not to be expected of quite 
small watches, for several other reasons. Hence the pref- 
erence for flat hairsprings, by some designers, for such 
watches. 


EGILDING CASES—We have a French clock in a 
case made of some brass or copper alloy, originally 
gilded, but now has places worn off, and others corroded 
as if cleaned with acid without rinsing or drying. The 
case is about 8 by 13 inches size. How can we restore 


the gilt finish like new? (Question No. 6208) M. F. 


Answer—tThe only satisfactory way to restore the 
gilded finish on the clock-case described in your recent 
letter would be to regild it by electroplating. The size of 
this job, 13 by 8 inches, is too large to be done using an 
average retail shop’s equipment. We suggest looking 
through the advertisements in THE JEWELERS’ CIRCULAR- 
KEYSTONE for addresses of shops specializing in electro- 
plating. Perhaps you could obtain approximate estimates 
of cost before sending on the work, by writing several 
firms, giving dimensions and descriptions of the clock 
case. 


It is possible that this clock case, if of old European 
manufacture, was originally gilded by an amalgam proc- 
ess: “fire-gilt” or “mercury-gilt” work. But no formulas 
or written instructions could enable you to use this proc- 
ess with much chance of success: the art can be learned 
only by personal instruction and long experience. An 
expert amalgam-gilder could probably “touch-up” the 
worn spots for you; but we know of no specialist in this 
work here in the U. S. A.; and believe an electroplater 
should be consulted about the job. 





LECTRIC WIND—A customer insists on buying a 
mantel clock that has the usual mainspring and train, 
but in which this is wound up by electric power. Where 


can we buy such clocks? (Question No. 6209) T. W. 


Answer—This type clock was popular soon after 
purely electric clocks of the “Telechron” type first ap- 
peared in the market: but because of its greater complex- 
ity and cost, it gradually dropped out of trade, and we 
do not know of any firms that are now making such 
clocks on a commercial scale. The finest line of elec- 
trically-wound, spring-driven clocks was probably that 
made by the Hamilton-Sangamo Co., of Springfield, Iil., 
and Lancaster, Pa. If your customer insists on an elec- 
tric-wound clock, why don’t you advertise for one in good 
second-hand order, in our “Wanted to Buy” classified 
advertisements section? 
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ENDULUM PROBLEM—I fitted a new suspension 

wire to pendulum of a German 400-day clock. Now 
the pendulum takes only %4 turn, and clock gains 2 hours 
in 24. Please advise. (Question No. 6210) P. G. 

A nswer—Both of these faults should be corrected by 
using a thinner suspension ribbon. If you cannot obtain 
thinner wire, you can reduce the thickness of the present 
one as follows: clamp or shellac the wire on some per. 
fectly flat surface, stretched tightly so as to lie perfectly 
flat on the supporting surface. Cut an emery buff-stick 
in pieces about an inch long and use these to grind down 
the thickness of the steel by rubbing one of the blocks to 
and fro, with moderate pressure. from end to end of the 
steel ribbon. There is no way of absolutely gauging how 
much to thin down the ribbon; but after proceeding with 
the thinning for a while, try the ribbon in the clock, for 
timekeeping; and if necessary thin it some more until 
the clock runs closely enough to time to bring the rate 
within the action of the regulating provisions on the 
pendulum. | 

If there is much thickness to reduce, it would save time 
to use emery buffs of two grades, a coarser one first, and 
a finer grade abrasive to finish the job. This is a matter 
of “cut and try.” But usually results can be had with a 
reasonable amount of work as directed. 





Silver and Settings 


Old Silver for Modern Settings, by Edward Wenhan, illus- 
trated by Edgar Holloway. Published by Alfred A. Knopf, New 
York. 199 Pages, 90 illustrations in text, 28 full page plates in 
half-tone. Sent postpaid for $4.75 from Book Department, Jewel- 
ers’ Circular-Keystone, 100 E. 42nd St.. New York 17, N. Y. 


The impression given by a “once-over” reading of this 
book is that the author has succeeded in treating his sub- 
ject from refreshingly new viewpoints in several aspects. 
For example, in the chapters on hall-marks, instead of 
copying mere tables of imprints of the different local or 
regional stamps for periods of years, Mr. Wenham tells 
the very fascinating story of the origin and evolution of 
the prevailing systems, along with much about changing 
ancient craft customs which produced changes in the 
markings, from time to time. Again, not only do good 
illustrations show the principal types and forms of earlier 
silverware, but in the text there are unusually well-written 
and interesting descriptions and explanations of ancient 
social customs and ceremonies that are the basis for the 
designs of the many articles of silver that are not only 
valued as antiques, but are still made today. 

The 26 chapters of the book are grouped in six sections. 
with topical headings: “How to Read Hall-marks”; “Early 
Traditions and Some History”: “Old Silver in Modern 
Surroundings”; “Distinctive Features of Later Styles”; 
“How the Faker Plays and Loses”; and “Old Patterns 
Produced by Modern Craftsmen.” These may sufficiently 
indicate the scope of the work. and make it unnecessary 
to go into further discussion of the contents. Not only can 
the reader gain authentic information about old silver. 
but is helped to-see how either old pieces. or pieces made 
today on old designs. may be fitted properly into wares of 
modern design and manufacture. 


We can recommend Mr. Wenham’s book to jewelers who 
may wish to gain its help toward selling silver, besides 
enjoying the interesting story it tells, for its own sake. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








aS 





ey 


CUSTOMERS AP 
of their accounts by the National System. 





A NATIONAL CASH AND INSTALLMENT REGISTER assures better cash 
control, reduces expenses, and simplifies time payment record keeping. 


Ls 


“Our National Cash and Installment Register 








saves us *2,080 a year... 
eliminates after-hour posting!” 


3 ‘Since the installation of 
a our National Cash and In- 
stallment Register, we have 
greatly improved our day- 
to-day operation. 

“Our bookkeeping costs 
alone have been cut $2,080. 
Under the old-fashioned 
method, it was sometimes 
necessary—in peak periods 
—to work until midnight to 
balance out. Customers’ ac- 
counts could not be posted 
until the next day. With our new National Sys- 
tem, we balance out in minutes at the end of 
each day and all our accounts are posted to date. 
We save one person’s full time because we post 
the installment record while the customer is at 
the window. 





MR. I. I. COHEN, 
proprietor of Spears 
Jewelry Store, Winston- 
Salem, N. C. 


‘‘After enjoying the efficiency and economy of 
using a National Cash and Installment Register, 
we would not attempt to operate in any other 
way.” 

This enthusiastic letter, from Mr. I. 1. Cohen, 
proprietor of Spears Jewelry Store, tells the ad- 
vantages of a National System. Big business or 
small, you may be able to cut costs, speed serv- 
ice, and eliminate errors, too. Your local Na- 
tional representative will give you—without cost 
or obligation—a survey and confidential report 
on how you can make more money. Call him 
today! , 









CASH REGISTERS* ADDING MACHINES 
i ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO =i i ati i sstst—t—S 
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Croton to Distribute 
Lamont Watches in U. S. 


The Croton Watch Co., Inc., 48 West 
48th St., New York, announces their ap- 
pointment as exclusive distributors in the 
U. S. A. for the Lamont Watch Co. of 
Switzerland. 

Although Lamont watches are sold and 
serviced in every country of the world, 
this marks the first time they will be of- 
fered in this country on a nation-wide 
basis. A company spokesman claims that 
this will be the first time that a high-pre- 
cision watch will be made available to 
the U. S. in a low price range. 





Ronson Increases 
TV Network Schedule 


Ronson Art Metal Works, Inc., sponsor 
of the television program, “Star of the 
Family,” has announced a substantial ex- 
tension of its CBS network schedule for 
this popular show. The program, previously 
seen on 19 stations, is now telecast by 
approximately 45 stations on an _ every- 
other-week basis. The talent budget, in ad- 
dition, has been stepped up materially. 





Peter Lind Hayes and Mary Healy, stars of 
Ronson's "Star of the Family" show. 


This program on its extended schedule 
originates in New York City over CBS-TV. 
In many cities, Ronson’s “Star of the 
Family” will alternate with the “Burns and 
Allen Show.” 


Benrus and National 
Cite 10 Year Tie-In 
The Benrus Watch Co. and National 


Airlines recently commemorated the tenth 
anniversary of the promotional tie-in be- 
tween the two companies. During that 
time, National has participated in the 
Benrus spot radio and TV campaign, 
which is based on the “official watch of 
famous airlines” theme. Completing the 
tie-in, Benrus has provided watches for 
National pilots and stewardesses. 
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Imperial Pearl Executive 
Appears on Television 


% 
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David Goldstone, vice-president of the 
Imperial Pearl Sydicate of New York, re- 
cently demonstrated for nation-wide tele- 
vision audiences how easy it is for him 
to pick the most valuable pearl from a 
group of varying quality. 

The interested student at the left is 
Johnathan Blake, host on “The Web,” an 
adventure program featured by CBS-TV. 
Mr. Goldstone, right, explains how he can 
select the most beautiful and expensive 
pearl from the others. 





TV Star Receives 
Presidential Spoons 


Presentation of an unusual set of Presi- 
dential Spoons, fashioned by International 
Silver, to Ted Mack highlighted a tribute 
to Meriden, Conn., on both the radio and 
television network show of Ted Mack’s 
Original Amateur Hour. 

Each of the spoons in the set has the 
sculptured head of an American Presi- 
dent beautifully modeled on the handle, 
together with the President’s name. In 
the bowl is shown a significant scene or 
event connected with the President’s term 
in office. 
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Ted Mack, above, admires a set of Inter- 
national Silver's Presidential Spoons. 





Telechron Announces 
"52 Advertising Campaign 


The makers of Telechron products have 
announced details of its 1952 national ad. 
vertising campaign—one of the largest ever 
undertaken by the firm. The campaign wil] 
consist of 28 four-color, full pages in Life 
Saturday Evening Post, and Better Homes 
and Gardens, and will be selling the need 
for a Telechron electric clock in every 
room in the house to a combined circulg. 
tion of more than 135,000,000. 

Two new clocks, “Pageant” and “Min. 
strel,” will spearhead the first quarter 
program which begins on February 18, 


One Millionth Schick ‘20° 


In the midst of the biggest Christmas 
rush in Schick Electric Shaver’s history, 
the one millionth Schick “20” shaver came 
off the assembly line in the company’s 
Stamford, Conn., plant on December 20 
and was presented to Kenneth C. Gifford, 
president, by production manager Thomas 
Garry. 





Bulova Watch Offers 
Dual-Purpose Display 
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The Bulova Watch Co. has just introduced 
this new dual-purpose display. After Feb- 
ruary 14, the Valentine panel card on the 
right is removed. The theme of the display 
is then "Bulova gift of a lifetime—give the 
king or queen of your heart a Bulova!” 





Blumstein Plans Campaign 
On Lucien Piccard Watches 


A. Blumstein, Inc., creators and dit 
tributors of Lucien Piccard watches, has 
authorized their recently appointed adver 
tising agency, Gramercy Advertising (0. 
to release a high-style campaign to sell 
the importance of fashion and color 
watches, Advertised in Vogue, Harper's 
Bazaar and other fashion magazines, Li 
cien Piccard watches is scheduling an ex 
tensive campaign emphasizing origin 
watch designs. 
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Let my “Lungs” 
breathe your dusts! 














e Protect your health 
e Keep clothing and workshop clean 
e Recover precious metals 


e Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 

ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 
roundings are clean and safe for you and your 
workers. Put in a modern, inexpensive Leiman 
“all-in-one” unit and enjoy dependable protection 
and production for years and years. 


LEIMAN 


‘“‘ALL-IN-ONE’’ UNIT 





MODEL 47F. Needs only 18 x 
29 inches floor space. Ideal 
for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or buffs 
up to 4°". Also Y h.p. in- 
terior motor, suction fans and 
dust coliectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 
ing motor. Plugs into any 
standard 110 volt outlet. 


GRINDER-POLISHER 
DUST COLLECTOR 


SSS 











MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°’. Adjustable 
dust hoods, with electric light 
sockets. Available either with 
Y2 h.p., 110 vol# motor or 1 
h.p., 220 volt motor. Two 
dust collecting cabinets per- 
mit separate collection of 
gold, platinum or other dust 
for recovery. 





171 Christie St. 
Newark 5, WN. J. 


WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 
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MODERN WATCH REPAIRING TO PERFECTION 


Efficient — Fast — Inexpensive Service 


REQUEST TRADE PRICE LIST AND FREE SHIPPING LABELS 
Also: Jewelry—Clock Repairing—Special Order Work 


WE CARRY: 


All imported & American Tools, equipment, materials, move- 
ments, cases, attachments, all jewelers findings and sundries. 
All books on Watch-Clockmaking, Jewelry, Engraving, etc. 
SPECIFY your requirements for FREE information 

















LATEST enlarged catalog on all dress and service watches; 
all clocks; cuckoo clocks; watch bracelets; all books in your 
field. Write for your FREE copy today! 
JUST OUT: Request latest "BARGAIN FOLDER 52" on imp. 
& dom. tools & materials for big savings. 


QUICK MAIL ORDER SERVICE 
Member of Jewelers’ Board of Trade 


MODERN TECHNICAL SUPPLY CO. eo 
Wholesaler & Importer 
Dept. 2JCK; 55 W. 42nd Street New York 18, N. Y. 


WIDELY. 
USED 


ORDER FROM YOUR DEALER 








SEND US YOUR 
WATCHES FOR REPAIR 











@ Efficient, accurate, ethical workmanship 








@ No requirement too difficult. Every make, 
Foreign or Domestic, can be handled 


@ Only genuine parts are used 


@ Rapid Delivery—work started same day 
your order is received 


@ Fully bonded and insured 
@ VERY REASONABLE RATES! 







Send your watches to us with Confidence! 


UR SHOP 


The Jewelers’ Watchmakers 
40 W. 66th St., New York 23, N. Y. 
ENdicot? 2-7985 
“The Difficult Takes a Little Time. 














WM. F. NYE INC. 


NEW BEDFORD....MASS. 


The Impossible Takes a Little Longer.’’ 
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Speidel Offers New Ident Bracelets and Free Tray 






































ie THE GQ pedetel tDENT — THERE’S NOTHING FINER! 
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A new, attractive display tray, pictured above, is being offered free of charge with every 

IDT/12 unit. The unit includes six Idents, shown above, and six packaged of which four 

are men's and two women's. The Speidel Ident line is now being featured on the company’s 
popular TV show which stars Paul Winchell and Jerry Mahoney. 





Regens Lighters Sponsors 
One-Man Television Show 


Regens Lighter Corp. has entered the 
TV arena with “Solo Drama,” a clever 
one-man show featuring Walter Covell. 
Covell, more popularly known as the man 
with many voices and many faces, plays 
as many as ten different characters in this 
15 minute show. The unusual technique 
is achieved by Covell appearing on the 
screen and addressing characters who are 
supposedly out of camera range. Actually 
all the voices out of range are Covell’s 
recorded by him on wire prior to the show. 

Regens will present Solo Drama on TV 
once a week in the following key cities: 
New York, Chicago, Detroit, San Fran- 
cisco and Los Angeles. Regens distributors 
and retailers in these areas will be given 
every opportunity to profit from this new, 
huge audience through the use of a com- 
plete merchandising package currently be- 
ing formulated. Distributors and retailers 
will be supplied with all necessary adver- 
tising aids which will enable them - to 
tie-in with the appearance of the show 
each week and which will give them added 
over-the-counter selling ammunition. 


Plans for 1952 Campaign 
Revealed by Feature Ring 


An extensive concentration on “point 
of purchase” materials and displays is 
the keynote of the Feature Lock campaign 
for 1952. 

Henry Peterson, president of Feature 
Ring Co., Inc., recently announced the 
introduction of a host of new dealer dis- 
plays. Each display is an original de- 
sign, prepared to gain attention through a 
variety of established advertising prin- 
ciples while placing visual emphasis on 
the Feature Lock Interlocking sets. 

The new displays will be backed by a 
thorough national advertising campaign. 
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Elgin Watch Receives 
Management Award 


For the second successive year Elgin 
National Watch Co. has been awarded the 
certificate of management excellence of 
the American Institute of Management, 
a non-profit foundation. 

The analysis covered ten categories of 
study—economic function, corporate struc- 
ture, health of earnings growth, fairness 
to stockholders, etc. 


Group from Netherlands 
Visits Oneida Factories 


Under the technical assistance program 
of the Economic Cooperation Administra- 
tion, a 13-man team from the electroplating 
industry of the Netherlands visited Oneida 
Ltd. recently. They had luncheon at the 
Mansion House and toured Oneida Ltd. 
factories. 

The team, composed of owners, admin- 
istrative officers, technicians, and_ skilled 
workers, visited Boston, Olean, Cleveland, 
Detroit, Chicago, Dayton, Washington and 
New York in addition to Oneida. They 
will report their technical findings to the 
Dutch industry. 





Shown left to right are: Frank Misle, Oneida 
Ltd.; N. Stokkermans; B. Kuilenberg; L. 
Teepe; W. Bierens; and John H. Street. 





Craftsman Spring Line 
Features ‘American Purse’ 


The outstanding innovation of the 
Craftsman spring line is a completely new 
and different outside change purse, the 
“American Purse.” Instead of the usual 
rectangular shape, it is semi-circular, zip- 
pered and gusseted for extra safety and 
roominess. 

The “American Purse” billfold, in 
variety of high-fashion colors will retail 
at $5. The line is distributed exclusively 
by franchised wholesalers and may be 
seen at the firm’s showrooms, 47 W. 34th 


St.. New York. 
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Helbros Promotion Ties-In 
With Damon Runyon Fund 
A special “Be A Cancer WATCHman” 


promotion has been planned for 1952 by 
the Helbros Watch Co., which has ap. 
nounced an exclusive tie-up with the 
Damon Runyon Memorial Fund for Cancer 
Research. 

Helbros has created six men’s and six 
ladies’ watches to be known as “Helbros 
Watches designed for the Damon Runyon 
Memorial Fund.” A check fof $5000 has 
been presented to the fund as an initial 





advance payment and Helbros will donate 
a portion of the proceeds from the sale of 
these 12 watches to the Fund during 1952. 

A giant “Master Plan” broadside with 
full details of merchandising and _ the 
watches will be mailed to Helbros dealers. 
To help jewelers, Paramount Picture stars 
will aid the program. One of them, Betty 
Hutton, is pictured above with a Helbros 
watch, 





Manufacturers Association 
To Promote Machine Chain 


Plans for a 1952 public relations pro 
eram for the Machine Chain ~Manufac- 
turers Association have been announced by 
William O. Sweet, president. The program 
is designed to inform retail jewelers, as 
well as the trade as a whole, of the im- 
portance of machine-made chain and its 
many uses in the jewelry industry. The 
program will also include an educational 
campaign outlining the basic types of 
machine-made chain, their differences and 
applications. 

Tradepaper space, direct mail and pub- 
licity will be used extensively. The George 
T. Metcalf Co., Providence, R. I., has been 
appointed agency to handle all activities. 
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Irving Klampert Forms 
New Diamond Ring Company 


Irving Klampert recently sold his in- 
terest in S. K. & W., Inc., and has formed 
his own concern. Known as Irving Klam- 
pert Co., with offices at 38 West 38th St., 
New York, the firm manufactures “Happi- 
ness” diamond rings. 

Mr. Klampert, who started out as an 
errand boy for Shiman Bros. back in 1911, 
began selling diamonds at the age of 16. 
It was in 1933 that he bought an interest 
in the diamond ring firm of S. K. & W. 


“IT branched out on my own for sev- 
eral reasons,” Mr. Klampert stated. “First, 
I intend to give the credit jewelers of 
this couniry all the help and backing they 
need. Then, I firmly believe that the 
diamond ring industry needs new ideas. 
I don’t believe the industry has yet even 
scratched the surface of its potential 
volume.” 

Mr. Klampert also stated that he will 
make regular trips throughout the country 
so as to “feel the pulse of the industry.” 


Gemex Celebrates 
25th Anniversary 











Gemex president, Eugen Prestinari 
(center) congratulates his partner, Wil- 
liam Lichtenfels (left), and Herman 
Lichtenfels at the annual Gemex Co. party. 
Mr. Prestinari, in giving his associates en- 
graved watches said, “The growth of the 
Gemex Co. has paralleled the growth of 
the watch band business . Give the 
jeweler and his customer good quality 
and values consistently, as we have done 
at Gemex, and you are bound to prosper.” 


Three Industry Units Receive 
Excellent Management Awards 


Certificates of Management Excellence 
for the year 1951 were awarded recently 
to the Elgin National Watch Co., Gorham 
Mfg. Co., and the International Silver Co., 
by the American Institute of Management, 
New York. According to Jackson Martin- 
dell, president of that non-profit founda- 
tion, which is devoted to the study and 
improvement of corporate organization and 
management, only 298 firms in the United 
States and Canada were deemed eligible 
to receive the designation. 

This is the first time Gorham has re- 
ceived the A.I.M. award. Both other com- 
panies were on the list of “excellently 
managed” firms a year ago. 
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Winners of the 1951 Gruen Suggestion Contest 





Not one, but three employees of The 
Gruen Watch Co. won the grand prize 
in the 1951 Gruen Suggestion Contest. 
The three men developed a holding device 
for feeding material into a screw ma- 
chine, a suggestion which the firm has 
decided to adopt for its automatic screw 





=. 


department. The winners were given a cash 
prize and four-day, expense-paid trip. 

Shown above, left to right: Joseph 
Crowe; John Burri, general foreman; Har- 
old Jeske, director of manufacturing; Ben- 
jamin S. Katz, Gruen president; William 
Bennett and Justin Murray. 











Elgin American's Promotion 
Reported ‘A Complete Sellout’ 


A complete sellout of the 65th anniver- 
sary “Two Elgin American Gifts for the 
Price of One” promotion designed to in- 
crease jewelry counter and store traffic 
throughout the month of November was 
reported by Allen B. Gellman, president 
of the Illinois Watch Case Co., which 
produces the Elgin American line of 
fashion accessories. 

“The tremendous response,” Gellman 
said, “clearly reveals that today’s jeweler 
is promotion conscious and appreciates a 
manufacturer’s efforts to aid in selling a 
product to the consumer public.” 

The promotion conceived by Gellman 
combined an “extra gift” for the cus- 
tomer, free service warranty, and sales in- 
centive program. Every $9.95 or over unit 
at retail price of Elgin American mer- 
chandise ordered by retailers or in the 
retailer’s stock entitled that dealer to 
purchase a French knotted, graduated 
simulated pearl necklace with diamond 
clasp at a special price. 





General Electric Introduces 
New Dual Reversible Stylus 


The nation’s “Discographers” demanded 
and G-E audio engineers have responded. 
Thousands of record collectors have been 
asking for some means of enjoying all 
three record speeds with equal fidelity 
without the necessity of changing car- 
tridges. General Electric engineers at 
Electronics Park have come up with the 
answer—the Dual Reversible Sapphire and 
Diamond Stylus, model RPJ 013. 

Introduced for the first time at the third 
annual convention of the Audio Engineer- 
ing Society, which met in New York City 
recently, “RPJ 013” met with enthusiastic 
response. This new stylus employs the 
sapphire for standard records and the 
diamond for long playing and 45 RPM’s. 





Sentinel Introduces 
Counter Display Card 
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Six nationally advertised Sentinel Lit- 
tle Pal alarm clocks, manufactured by 
The E. Ingraham Co., Bristol, Conn., are 
now available in a complete merchandis- 
ing package that includes a colorful .coun- 
ter display card. 

Four clocks—two of the plain design 
and two with full radium dial and hands— 
are factory-mounted on the card. Two 
additional clocks are packed in unit to 
fill in items sold. The six clocks sell for 
a total of $25.35. 


NCR Adding Machines 
To Be Sold Nationally 


Adding machines will be sold by The 
National Cash Register Co. for the first 
time on a nation-wide basis, it was an- 
nounced recently. by Stanley C. Allyn, 
president. Previously NCR branches had 
been authorized to sell and service adding 
machines in only about 55 per cent of the 
U. S., Mr. Allyn pointed out, but as of 
January 1, certain restrictions were re- 
moved making possible new and expanded 
sales and service facilities for National 
adding machines. 
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Mautner Opens New Plant in New York City 





The Mautner Co., manufacturer of 
jewelry boxes, displays, trays, and _plat- 
forms, has announced the opening of its 
new factory at Haswell St., off Eastchester 
Road, New York City. 

All of the manufacturing activities of 
the company will be conducted at this 
new plant, which is the latest in modern 


factory construction. It stretches two city 
blocks in length, is fully air-conditioned 
and is. outfitted with modern machinery. 

The new plant, which takes the place of 
the three old plants formerly producing 
Mautner products, will enable the firm 
to service jewelers promptly and _ efh- 
ciently. 
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Alexander Saunders 
Issues 1952 Catalog 


Equipment for casting and finishing 
fine jewelry is fully covered in a new 1952 
catalog published by Alexander Saunders 
& Co., 95 Bedford St., New York. This 
catalog lists all of the equipment needed 
to cast precious metals jewelry by the 
“lost wax” process, together with detailed 
information on melting furnaces, tongs, 
balances, rolling mills, annealing furnaces, 
and polishing machines. 

With the 1952 catalog, the firm is send- 
ing out an eight page section of catalog 
giving full details on casting suppplies 
and on melting crucibles. Current price 
lists are included in the mailing. 





Goldstein-Gerson Introduces 
"Tapestry® Ring Mountings 


A new line of “Tapestry” ring mount- 
ings in 14K yellow and white gold is be- 
ing introduced by Goldstein-Gerson Co., 
130 West 46th St., New York. 

According to Arthur Goldstein and Jules 
Gerson, head men of the company, the 
name “Tapestry” was chosen because it 
is, in effect, a modern adaptation of the 
art of tapestry-making applied to ring 
design that enhances even the smallest of 
diamonds. 

These mountings may be _ obtained 
through the firm’s authorized wholesale 
distributors, whose names can be secured 
by writing directly to Goldstein-Gerson. 





R. Wallace Announces 
1951 Slogan Winner 


Walter Mikosz, employed in the ma- 
chine room at the Wallingford, Conn. 
plant of Wallace Silversmiths’, was 
awarded a $500 defense bond as the grand 
prize for originating the best slogan in 
the employees’ monthly “Quality Slogan 
Contest” during 1951. 

Mr. Mikosz’s slogan, “Do it once—Do it 
right,” was chosen by a plantwide vote in 
which 98 per cent of Wallace employees 
participated. The prize was presented by 
John W. Leavenworth, Sr., chairman of 
the board of directors. 
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Table Setting Mfrs. 
Coordinate Advertising 


The May bridal issue of House & Gar- 
den will carry a nine-page full color table 
setting section of advertising unique in 
the annals of table appointment merchan- 
dising. Jewelers will find this section an 
excellent guide to their own promotion and 
displays. 

The section, innovated jointly by Wal- 
lace Sterling, Castletun China, Simtex 
Tablecloths, Imperial Glass and Stangl 
Pottery, is the first cooperative venture 
of its kind at manufacturing levels. It 
puts into practice in national advertising 
the premise of coordinated promotion that 
all members of the tableware trade have 
been advocating to retailers for years. Pre- 
viously, manufacturers almost invariably 
have pursued separate ways in advertis- 
ing without reference to any other branded 
merchandise in related fields. 


JMS Introduces 
Vanity Earring Display 

The JMS Jewelry Mfg. Co. of Bloom- 
field, N. J., announces that its new 1952 
line of popular-priced earrings for pierced 
and unpierced ears, sold only through job- 
bers, will be offered to jewelers on a 
combination, free, display-deal basis. Fur- 
ther details will be given to retailers by 
jobbers and their sales staffs. 








The JMS Vanity Display will be given 
free to the jewelers who participate. On 
the jewelers’ showcase, the display will 
be a permanent silent-salesman, complete 
with merchandise array and tilting mir- 
ror. It stands 14% in. high, is 21 in. long 
and 744 in. deep. 









New Solex Functional Glass 
Absorbs Heat, Reduces Glare 


A greenish tint glass which absorbs the 
sun’s heat, reduces eyestrain and keeps 
fading and bleaching of fabrics to a mini. 
mum is the newest product offered by the 
flat glass industry. According to a predic. 
tion by Richard B. Tucker, executive vice 
president of the Pittsburgh Plate Glass 
Co., it will replace the colorless glass we 
have been accustomed to seeing in auto. 
mobiles, public buildings, and eventually 
in homes. 

The use of the product in window open. 
ings which have direct solar exposure 
results in materially reducing the load 
requirements on air conditioning equip. 
ment. In addition, Solex tends to produce 
greater eye comfort for the people in the 
room. The greenish tint softens light in. 
tensity and thus reduces glare. 

The new glass also has many advantages 
for show window glazing. Where perish. 
ables are displayed it prevents deteriora- 
tion because of its heat-absorbing qualities, 
It reduces the possibility of colored fabrics 
fading or bleaching by excluding a large 
percentage of ultraviolet rays. It also 
affords protection to delicate electronic 
instruments, 





Star with the Most Zip 
Receives a Zippo Lighter 





Television star Dennis James, right, accepts 

award of a 14K gold Zippo lighter from 

Walter Avis, advertising manager of the 

Zippo Mfg. Co., for the "Television Person- 

ality with the Most Zip." The lighter was 

awarded at a recent telecast of "The Den- 
nis James Show." 





Volupte Introduces 
Women's Lighter 


A new cigarette lighter designed ex 
clusively for women is being introduced 
for Spring retail selling by Volupte, 
makers of compacts. The firm believes 
that the high-fashion feminine styling of 
the new Volupte lighter assures a great 
potential market. The lighter features easy 
mechanical operation; one simple squeeze 
and it automatically opens, lights and 
closes. 

Many of the Volupte lighters will fea- 
ture a companion piece, a matching 
Volupte compact. Both lighters and com- 
pacts range in price from $7.50 to $12.50 
each, 
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Calvert ‘Deep-C-Diver' 
Tested at Marine Studios 





Studios, 
Marineland, Florida, actually wear the 
Calvert Watch Company’s line of water- 
resistant watches known as “deep-C-divers.” 

Hundreds of thousands of visitors to 
Florida have paused at Marineland, just 
south of St. Augustine, to view an amaz- 
ing collection of sea life. At regular in- 
tervals the fish are fed by a deep sea diver. 

The diver at the bottom of the tank 
wears a Calvert “deep-C-diver” and puts 
it to daily tests. * According to the com- 
pany, Calvert watches have been desig- 
nated as “The Official Timepiece of Ma- 
rine Studios.” 


Deep sea divers at Marine 





Spring Campaign Plans 
Mapped Out by Swank 


Plans for a coordinated sales, merchan- 
dising, advertising and sales promotion 
campaign for spring were completed at a 
recent three-day meeting of executives and 
sales personnel of Swank, Inc., at the Com- 
modore Hotel, New York. 

The Swank promotional campaign for 
spring is built around a promotion each 
month, including special features for Val- 
entine’s Day, Easter, Father’s Day, and 
Graduation. 

A new line of belts, wallets and jewelry 
was introduced to give Swank its most 
complete line in history. The wallet line 
has been completely re-designed and fea- 
tures the Swank “Slim-fold” lightweight 
items as well as many additional wallet 
models and constructions. All wallets, sec- 
retaries, keycases, and other leather ac- 
cessories will be boxed in a new tweed 
package. 





Gruen Movie Aids 
In ‘Campaign of Truth’ 


During the past year thousands of peo- 
ple in foreign countries have been learn- 
ing more and more about the American 
way of life through The Gruen Watch 
Co.’s educational movie, ““Miracle of Time.” 
Ten prints of this film were donated by 
Gruen to the U. S. State Department’s 
Office of International Information for use 
in Europe, South America, and Asia. 

Miracle of Time” films are loaned free 
of charge to schools and organizations 
throughout the U. S. For further informa- 
ion, write “Miracle of Time.” The Gruen 
Watch Co., Time Hill, Cincinnati 6, Ohio. 
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Flex-Let Introduces 
Lower-Priced Watch Bands 


A new group of watch bands in the 
lower-price range has been added to the 
Flex-Let line and is now being introduced 
to the retail trade. 

According to Jack Storti, executive 
vice-president of Flex-Let Corp., the com- 
pany is one of the first of prominently 
advertised names to add a complete group 
of lower priced watch bands in the better- 
quality field. The watch bands in this new 
group carry the manufacturer’s one-year 
guarantee. 

Mr. Storti stated that many jewelers 
have been asking for lower list prices on 
watch bands that meet the quality stand- 
ards of jewelry store patrons. The new 
Flex-Let lower price range has been added 
in answer to that demand. 





First Hand Knowledge 
For Arvin Dealers 


The Gibson Co., recently appointed dis- 
tributor of Arvin radios and TV in the 
Indianapolis area, acquainted its dealers 
with the new line by taking them on a 
personally conducted tour of the Arvin 
factories. 

With the aid of Ray Spellman, Arvin 
radio and television sales manager, and 
Paul Tanner, merchandising manager, a 
day at the factory was arranged. A char- 
tered bus brought many of the 70 dealers. 





Shown from left to right: C. V. Patton, 
dealer; Weldon Payne, Arvin midwest 
regional manager; Tom Davis, Arvin dis- 
trict manager; and Rufus Albright, dealer. 





Jewelry Ad Executive 
Offers Services 


Alexander W. Macy, until recently ad- 
vertising manager of Ollendorff Watch 
Co., Inc., is now associated with H. W. 
Hauptman Co., advertising agency. For- 
merly with International Silver Co., L. E. 
Waterman and P. Ballentine & Sons, Mr. 
Macy has been guest speaker at several 
state and sectional jewelry conventions 
having as his topic the “Sales Promotion 
of Jewelry.” 

Well-experienced in all phases of jewelry 
advertising and promotion, including the 
production of several TV films and radio 
shows, Mr. Macy’s services are now of- 
fered on either a consulting or account 
executive basis. 





Wallace 25-Year Club 
Now Totals 376 Members 


Seventeen new members joined the 
Twenty-Five Year Club of R. Wallace & 
Sons Mfg. Co. during 1951, increasing its 
membership to a total of 376 employees 
who have been with the Wallace Co. for 
twenty-five years or more. Most of the 
members were on hand to welcome the 
initiates at the club’s annual meeting, cele- 
brated recently at Waverly Inn, Cheshire, 
Conn. 

John W. Leavenworth, Sr., chairman of 
the Wallace board of directors, presided 
at the event and Malcolm Wallace, secre- 
tary of the ccmpany, presented the Twenty- 
Five Year Club pins. Entertainment was 
provided by the Tuckers of Boston. 

Guests of honor at the head table in- 
cluded W. L Ingraham, holder of Wal- 
lace’s longest active service record (6] 
years) now retired on pension, and Albert 
J. Brooks, a veteran of 60 years as a Wal- 
lace employee, the longest service record 
of those still active in the company. 





New Supplement Features 
Round-up of Retail Copy 


“Copy Cues,” a new monthly supple- 
ment to Fashion Review Service, pub- 
lished by Metro Associated Services, Inc. 
of New York, makes its first appearance 
with the February, 1952, issue of the widely 
used ad mat service, it was announced 
by William Schak, general manager. 

“Copy Cues” will feature a comprehen- 
sive round-up of the best retail copy 
hunches, selected by Metro’s own copy 
staff, from advertising appearing in news- 
papers in all parts of the country. 





Seventeen Article Sparks 
Interest in Table Settings 


The “Fearless Modern,” the “Old-and- 
New Girl,” the “Flower Fragile” young 
lady—what kind of table would each one 
set? Seventeen magazine, in its January 
issue, showed the linen, silver, glassware 
and china that might be the choice of 
each. The double-page spread paired 
three well-rounded sample table settings 
with composite character sketches to help 
all forward-looking young women visualize 
their future homes. 

“Look to your personality and tastes 
when you set your table,” advised the 
color-illustrated article, just as you decide 
what hairdo suits your face, what clothes 
you look best in. 





The article succeeded in creating a 
good deal of interest among the young 
women readers. 
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A New Zippo Guarantee 


The Zippo Manufacturing Co., Bradford, 
Pa., has announced a guarantee on their 
new white oak display. To its dealers, 
Zippo says, “Your display is guaranteed 
against damage in shipment. If your dis- 
play is damaged, do this: fill out the 
attached label with your address, place it 
on the box over the old label, and return 
to the concern in Providence, R. I., who 
manufactured these new displays (express 
collect).” The return guarantee slip tells 
the dealer he will receive a new display 
promptly. 

Incidentally, the guarantee, which is 
placed on the back of the display contains 
a “once-over-lightly” of ail the selling 
features of a Zippo lighter and a price 
list. This makes it easy for the clerk 
behind the counter to merchandise a Zippo. 

The display piece is manufactured in 
light oak, with a burgundy background 
to set off the lighters. There is a clasp 
in the rear of the display which makes 
it pilfer-proof. The display measures 6 in. 
x 9 in. 


Elgin American Sponsors 
Radio and Television Shows 


Frank Sinatra and Tallulah Bankhead 
shows will push the 1952 Elgin American 
Valentine promotion. Elgin American has 
signed up “The Big Show,” starring Tal- 
lulah Bankhead on NBC radio network Sun- 
day evening February 10. The push will 
switch to television Tuesday night, Febru- 
ary 12, when the firm will sponsor a por- 
tion of the Frank Sinatra show on CBS 
network. 





Allen B. Gellman, left, president of EI- 
gin American, and Frank Rogers, general 
sales manager, display the merchandise 
that will be plugged on radio and TV. 


New Booklet Issued 
Aids Production Planning 


In these days of increased concern over 
material shortages, manufacturers of metal 
products are being called upon to use much 
imagination in stretching their allotments 
in order to keep up production and so to 
reduce unit costs 

Because of the many inquiries it has 
received recently, the American Silver Co., 
Inc., has published an informative booklet 
to assist firms in planning their production 
in the face of cutbacks. The booklet is 
mainly concerned with thin-gauge metals 
and various clad-metals. 
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New Haven's Dick Tracy 
Watch Still ‘Firing’ Away 





The Dick Tracy animated wrist watch 
has aroused a good deal of interest on the 
part of dealers, it is reported by the New 
Haven Clock and Watch Co. A _ unique 
mechanism permits the revolver, which is 
attached to the second hand, to “fire” 120 
times a minute. A colored dial adds to 
the juvenile appeal of the watch. The 
band is of genuine leather and the price 
is $6.95 plus tax. 


Telechron Announces Results 
Of Electric Clock Contest 


Results of the Telechron electric clock 
$15,000 Consumer Contest, which climaxed 
the firm’s large fall advertising-sales pro- 
motion campaign, were recently announced. 
Some 1007 prizes in either cash or Tele- 
chron clocks were awarded at the close of 
the contest, which was conducted on a 
nation-wide basis to stimulate consumer 
interest in Telechron electric clocks avail- 
able at local retailers. 


Those entering the contest were asked 
to complete the following statement in 25 
words or less: “I want a Telechron electric 
clock in my (name of room) because... .” 
Contestants wrote their statements on ofh- 
cial entry blanks which they obtained free 
of charge from their Telechron clock 
dealers. 


The top three winners received cash 
awards of $2500, $1000, and $500, respec- 
tively. In addition to the major cash 
awards, four 4th prizes consisting of Tele- 
chron electric clocks for every room in the 
house (8 assorted clocks, each set having 
a $100 retail value) were distributed. The 
remaining winners received electric clocks 
ranging in value from $6.95 to $20. 





G.E. Introduces 
Portable Electric Fan 


An unusual, new portable electric fan 
which may be used as a ventilator as 
well as a circulator has been announced 
by the General Electric Co. 

According to Robert Orr, general man- 
ager of the vacuum cleaner and fan de- 
partment, the all-purpose fan is a brand 
new design. The entire mechanism is 
enclosed in a two-tone gray rectangular 
plastic case mounted on a wide rectan- 
gular base. 

The fan, designated Model A-1 carries 
a fair trade price at $34.95 and may be 
used as a desk or table fan, a window 
ventilator or a floor circulator. 





Ronson Filling Orders 
On New Sales Handbook 
Ronson Art Metal Works, Inc., js 


presently filling thousands of requests for 
extra copies of its newly published sales 
handbook, “Tested Words That Sell.” 4 
sample copy of this booklet was mailed 
to Ronson retailers throughout the country. 

Ronson dealers, it is reported, are find. 
ing in the handbook such a valuable col. 
lection of sound, simple practical selling 
ideas that they want extra copies for each 
of their salespersons. Many letters ey. 
press a desire for additional copies to he 
used to break-in new full-time and tem. 
porary holiday personnel. The Ronson or. 
ganization is prepared to fill all such 
requests without charge. 

Also, an exhaustive survey was recently 
conducted for Ronson by a leading inde. 
pendent research organization. The ques. 
tion asked was: “What brand of lighter 
would you most like to receive as a gift?” 
These were the _ percentages favoring 
Ronson: 77 per cent of hostesses, 78.1 per 
cent of fathers, 80.1 of college seniors, 
85.7 of brides-to-be, and 76 per cent of 
sportsmen. Business executives picked 
Ronson four to one. 


Advertising Merit Award 
Presented to Elgin Watch 

The Art Directors Club of Chicago re- 
cently presented a merit award for ad- 


vertising to Elgin National Watch Co. 
for its “Hands Across the Table” ad. A 





four-color, full page presentation prepared 
by Young and Rubicam, it appeared i 
the September 29 issue of The Saturday 
Evening Post and in Life for October 19. 


Watch Care Booklet 
Prepared by Gemex 


Gemex is now offering, free to dealers, 
a new folder, “How to Care For Your 
Watch,” with excellent tips for watch 
owners. 

This informative booklet gives a descrip- 
tion of watch accuracy and nine points in 
the care of a watch. It recommends choos: 
ing a competent watchmaker and explains 
why watches need a jeweler’s attention 
periodically to maintain accuracy. 

In addition, there is a special section on 
“How to Pick the Right Watch.” 

For further information, write (Gemex 
Company, 1200 Commerce Avenue, Union, 
New Jersey. 
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Irving Klampert, president of Irving 
Klampert Co., New York, announces the 
appointment of Rube Krongold as sales 
representative. Mr. Krongold will travel 


the southern territory. 


Appointment of two new field represen- 
tatives for Elgin National Watch Co. has 
heen announced by W. D. Evans, general 
sales manager. 

Wilson L. Peck has been placed in 
charge of the district headquartering at 
Scranton, Pa., while Lawrence Straker 
of Seattle is the new representative in the 
Idaho-Montana territory. 


Say 





LAWRENCE STRAKER 
Elgin Watch 


WILSON L. PECK 
Elgin Watch 


Aaron Berg was recently named south- 
ern representative for Wilberg Jewelry 
Corp... New York. Mr. Berg replaces 
Jerome Kantor. Arthur Halpert succeeds 
Mr. Berg as eastern and southeastern rep- 
resentative. 


Joseph Klein, partner in the firm of 
Kritzer, Stern & Klein, Inc., New York 
ring manufacturers, announced recently 
his withdrawal from that company effective 
January 30th. 


JOSEPH KLEIN 


Mr. Klein is well known by retail jewel- 
ers in the eastern part of the U. S. where 
he has traveled extensively during the past 
22 years. His plans are as yet indefinite. 
Mr. Klein resides at 271 East Kingsbridge 
Road, Bronx, N. Y. 





Gold Bros., Inc., 7-11 West 45th 2. 
New York, announce that David E. Sobo 


has been appointed eastern and New York 
representative, 
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Ed Nielsen, sales manager of the Haeger 
Potteries, Inc., has announced the appoint- 
ment of Wendell A. Andresen to the 
Haeger sales staff. He will handle sales 
for Haeger in certain of its Wisconsin and 
Illinois territories. 
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SAM HALPER 
H. W. Hauptman Co. 





W. A. ANDRESEN 
Haeger Potteries 


Sam Halper, former diamond buyer 
and importer, retail store operator and 
most recently merchandise manager of 
Cramer - Tobias - Meyer Advertising, has 
joined H. W. Hauptman Co., advertising 
agency, as account executive. 





Irving J. Rabb was recently appointed 
to the sales department of the Ollendorff 
Watch Co., Inc., manufacturers of Gotham 
Watches. He will cover Chicago and the 
adjacent areas in Illinois, Indiana, Michi- 
gan, Wisconsin, and Minnesota. 


Archie Dankert has been appointed 
western representative for F. H. Noble & 


Co. 


Samuel Meyerson, president of M.F.G. 
Watch Band Co., Inc., New York, an- 
nounces the appointment of Nat F. Lam- 
pert as general sales manager. Mr. Lam- 
pert will devote himself to perfecting the 
company’s service to watch importers, job- 
bers and wholesalers handling the Admiral 
line of watch bracelets. 





E. C. MEYERHOFF 
Croton Watch Co. 


N. F. LAMPERT 
M.F.G. Watch Band 


The Croton Watch Co., 48 West 48th 
Street, New York, has announced the ap- 
pointment of Ernest C. Meyerhoff as 
sales representative. He will travel the 


states of Illinois, Missouri and east Kansas. 





Hugo H. Adrian and Paul O. Hersey 
have joined the regular sales staff of the 
Eterna Watch Co. of America, it was an- 
nounced recently by Max Templehoff, sales 
manager. Mr. Adrian, formerly with Wads- 
worth Watch Co., will cover Wisconsin, 
Michigan, Indiana, Kentucky, and western 
Ohio. Mr. Hersey will travel for Eterna in 
Alabama, Georgia, Tennessee and South 
Carolina. 


Reibling-Lewis, Inc., Providence, R. L., 
announces the appointment of Don Blank 
as sales representative in their mid-west 
territory. Mr. Blank maintains offices and 
showrooms at 29 East Madison St., Chi- 
cago. 


Donald I. Zeman, sales representative 
in Chicago, has been transferred to the 
general offices of Swank, Inc., in Attle- 
boro, Mass., for a special assignment in 
advertising and sales promotion, it was 
announced recently by J. Carlton Bagnall, 
president. 





W. G. DOSCHER 
U. S. Time Corp. 


DONALD ZEMAN 
Swank, Inc. 


Announcement of the appointment of 
William G. Doscher as Director of Mar- 
ket Research of the United States Time 
Corp., manufacturer of Timex and Inger- 
soll watches and clocks, 500 Fifth Ave., 
New York, was made recently by Joachim 
Lehmkuhl, president. 





P. H. (PHIL) ZIMMERMAN 
Schmukler & Sons 





Bernard Schmukler of J. J. Schmukler 
& Sons, 630 Fifth Ave., New York, an- 
nounces the appointment of Phil Zimmer- 
man as sales representative to handle their 
line of “Beautycrest” rings. Mr. Zimmer- 
man will travel the mid-West comprising 
Ohio, Michigan, Indiana and Kentucky. He 
formerly represented Ostby & Barton. 





Lawrence W. Sparks has been ap- 
pointed sales representative for Keystone 
Watch Case division af the Riverside Metal 
Co. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. Heavy type $5.00; additional words 20 
cents per word. 

“Help Wanted”—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 eents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words, 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tienal words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceeding month, 

Te avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r dations, 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 





ALLA AL LAPSE IESE TEAL ATLL 
Situations Wanted 











FIRST class jewelry repairer, engraver 
and stone setter; long experience; best 
references. Address “S., 2774,” care 


J C-K. 





WATCHMAKER, 39 years old, 20 years’ 
experience; reason for leaving present 
job is due to my wife’s health. Address 
“H., 2758,” care J C-K. 





WOMAN: experienced wholesale ring 
firm, take care of orders, records and 
general detail work; references. Ad- 
dress “K., 2760,” care J C-K. 





MANAGER: diamond salesman; assist 
owner; merchandiser, stylist; excellent 
background; available February. Ad- 
dress “‘V., 2800,” care J C-K. 





WATCHMAKER; experienced and reli- 
able mechanic, seeks steady job in fine 
retail store in Indiana or Midwest. Ad- 
dress “‘M., 2716,’’ care J C-K. 





JEWELRY salesman; thorough  back- 
ground in all phases of trade; veteran; 
29 years old; sing'’e; seeks good oppor- 
tunity. Address “C., 2728,” care J C-K. 





YOUNG man, age 20, wishes position; 
has some experience in manufacturing 
gold and platinum jewelry. Address 
“A, 2803,” care J C-K. 





SALESMAN desires position with retail 
store in Detroit, cash or credit; age 30; 
seven years’ experience; college educa- 
tion.. Address “W., 2750,” care J C-K. 





LADY; many years’ experience in buying, 
assorting, picking melee, also filling 
orders; highest references. Address 
“A., 2630,” care J C-K. 





SUCCESSFUL credit salesman: excellent 
diamond merchandiser; window trim- 
mer; Newark, N. J., or within easy 
commuting _ distance. Address “P., 
2765,”’ care J C-K. 


WATCHMAKER, clockmaker, jewelry re- 
pairman, salesman; B. T. S. graduate; 
20 years’ experience; best of refer- 
ences; permanent position only reply. 
Address “E., 2729,” care J C-K. 


SALESMAN; single; 30; presently em- 
ployed New York retail, desires change 
for better opportunities, retail or whole- 
sale; best references. Address “G., 
2771,” care J C-K. 








WATCHMAKER; middle age, sober, re- 
liable, years at bench; rai.road, Vach- 
eron, light jewelry repairs; South pre- 
— D. B. Giles, Box 351, Valdosta, 

a. 





YOUNG man, married, perfect knowledge 
of Spanish, can take charge or occupy 
a salesman’s position, in any part of the 
country where Spanish language is es- 
sential. Address ‘‘M., 2789,” care J C-K. 





WOMAN; experienced with ring house; 
full charge of orders, sample lines and 
general detail work; references; at 
present employed. Address “J., 2759,’ 
care J C-K. 





AVAILABLE; 30 years’ experience lead- 
ing credit jewelers; sales management, 
promotions; age 46; temperate climate 
preferable. Address Circular 237, Room 
1415, Heyworth Bldg., Chicago 2. 





WATCHMAKER ; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ye concern. Address “‘C., 1035,” care 





BOOKKEEPER; full charge, general 
ledger, trial balance; experienced dia- 
monds, precious stones, manufacturing ; 
extreme:iy capable, efficient,  trust- 
worthy, personable; Manhattan. Ad- 
dress “T., 2775,” care J C-K. 





YOUNG woman, F. C. bookkeeper, with 
selling ability, thoroughly experienced 
in every phase of the diamond and 
jewelry business, seeks position with 
diamond house; excellent references. 
Address “V., 2706,’’ care J C-K. 


MANAGER-salesman; fully qualified in 
creative, aggressive and promotional 
credit jewelry operations; interested in 
profit sharing proposition; can make 
limited investment if necessary. Ad- 
dress “M., 2763,” care J C-K. 


BOOKKEEPER-accountant, female; cred- 
its, collections, financing ; expert knowl- 
edge of every phase of the jewelry busi- 
ness; highly capable executive with 
most outstanding record. Address “B., 
2767,” care J C-K. 


PAWNBROKER, manager, buyer; 20 
years’ experience; 36 years old; col- 
lege degree (night); wants interesting 
connection, preferably profit sharing, 
may be other line. Address “W., 2801,” 
care J C-K. 


EXPERIENCED diamond assorter, ring 
picker, offering excellent references, 
ambitious, trustworthy and adaptable, 
desires connection with reputable 
jewelry concern. Address “T., 2625,” 
care J C-K. 




















GENERAL manager; one of country’s 
largest and finest retail jewelry stores; 
long record of increasing sales and net 
profit by modern merchandising and 
dignified sales promotion; minimum 
$9,000. Address “G., 2417,” care J C-K. 





MANAGER; 14 years’ experience in credit 
jewelry business, thorough knowledge 
in sales, collections, promotions, win- 
dow trimming and personnel supervi- 
sion: go anywhere; minimum guarantee 
$7,000. Address “H., 2552,” care J C-K. 


DIAMOND buyer; successful mer- 
chandiser, expert buyer of diamonds 
and mountings; will increase turn- 
over of progressive jobbing or chain 


outfit. Address “*A., 2834,” care J 








YOUNG man; many years’ experience 
buying, selling, inventory, correspon- 
dence: offering excellent references; 
capable, trustworthy, desires connection 
with reputable wholesale watch or 
jewelry firm. Address “V., 2776,” care 
J C-K. 





THOROUGHLY capable man with com- 
plete knowledge of every phase of re- 
tail credit jewelry business; presently 
connected in executive capacity, desires 
to make a change; able to take com- 
oo charge. Address “T., 2816,’’ care 

J C-K. 


BOOKKEEPER, head, office manager. 
long, heavy experience in jewelry bys. 
ness; competent all phases office pro- 
cedure, including production depart. 
ment; top references; seeking executive 
— Address “D., 2768,” Care 





ttt LLL, 

MANAGER-salesman, retail store, de. 
Sires position in Long Island or miq. 
town Manhattan; has complete know). 
edge of repairs, estimating; 30 yearg 
experience in buying diamonds, jewelry 
and silverware. Address “C., 2805” 
care J C-K. 








PRODUCTION manager and _ polishing 
foreman, 15 years’ association with a]! 
phases of watch case, ring and brace. 
let manufacturing, desires to connect 
with New York firm that can use my 
experience in any manner; references, 
Address “C., 2713,’ care J C-K. 








COMPETENT watchmaker; 30 years’ ex. 
perience ; honest, dependable, clean hab. 
its, wishes employment with reliable 
jeweler; salary or piece work; five-day 
week; New York or vicinity. Address 
“K. L.,” care Carl Lieberman, 116 Nas. 
sau St., New York 7, N. Y. 








YOUNG, energetic salesman, with fine 
background in both cash and credit 
sales; can handle repairs and special 
order work; capab!e of trimming win- 
dows; desires position in Metropolitan 
——_ Address “A., 2806,” care 
J C-K. 








MANAGER; over 14 years’ experience in 
cash and credit stores; good salesman, 
buyer, window trimmer and understand 
credit and collections, desires to asso- 
ciate with a firm where interest in 
business is extended instead of bonus, 
Address “G., 2551,” care J C-K. 





ALL around clock man, jeweler and set- 
ter, knows all angles in selling, apprais- 
ing; 25 years’ experience buying dia- 
monds and jewelry; window trimmer; 
prefers Long Island or Manhattan; 
ety week. Address “B., 2804,” care 





YOUNG man, experienced salesman, pre- 
cious, semi-precious’ stones, pearls; 
large following; expert gem. testing, 
gem identification; advanced gemologl- 
cal training, seeks position with fine 
New York wholesale or retail firm. Ad- 
dress “Y., 2751,” care J C-K. 





WATCHMAKER; desires position with 
established concern, or one doing work 
for the Armed Forces; will on'y accept 
position in first class shop where they 
do good watch repairing; have own 
tools and good references. Address 
“P., 2718,” care J C-K. 








YOUNG man, married, perfect knowledge 
of the Spanish language, with a back- 
ground of many years in Latin America, 
seeks a position with a company to take 
charge of connections with Spanish 
speaking countries and represent them 
? oe Address “L., 2788,” care 








YOUNG woman, familiar with all details 
of manufacturing and jobbing opera- 
tions, knows buying, selling, merchan- 
disin®, advertising, packaging, corre- 
spondence, showroom, office details, 
bookkeeping, gold room, etc.; can 
manage office, act as executive secre- 
tary. Address “F., 2772,” care J-CK. 








WATCH production expediter; capable, 
efficient executive with promotional 
background, desires connection wi 
New York watch manufacturing im- 
porter ; thorough knowledge every phase 
from casing to shipping, also billing and 
general purchases. Address “F., 2681, 
care J C-K. 








STORE manager, with past experience of 
managing some of the best known chain 
and privately owned stores; full 
knowledge of all phases of cash and 
credit business, including window trim- 
ming, sales promotion merchandising, 
collections and personnel; references. 
Address “P., 2741,” care J C-K. 
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SITUATIONS WANTED—Continued 





CHAIN stere executive; experienced ad- 
ministrator, buyer, store Supervisor, Ca-~ 
pable promotional and advertising man, 
now employed, desires proposition with 
better financial possibilities; starting 
salary $10,000 plus arrangement; only 
rep'ies from well rated firms consid- 
‘ered. Address “B., 2727,” care J C-K. 





— 


MANAGER-salesman, 11 years’ experi- 
ence every phase of modern retail 
credit store operation, possessing not 
only the “know how” of properly con- 
summating a sale, but also estimating 
watch, jewelry repairs and special or- 
der work; a top notch producer ; family 
man: age 37; go anywhere. Address 
“N., 2790," care J C-K. 





——— 


WATCHMAKER desires permanent posi- 
tion in Florida; age 34, trained and ex- 
perienced to do top work; have all hand 
and power tools, including Watchmas- 
ter; can do ring sizing and repairs; 
excellent at all retail sales; well recom- 
mended: free to travel; now in State 
for interview. Address “S., 2745,” care 
J 





CHIEF designer, with nationally known 
jewelry manufacturing firm is now 
available; greatly experienced with 
every merchandising and _ factory 
problem; outstanding creative abili- 
ties, very practical man; wouid as- 
sume position of responsibility, de- 
signing and producing with aggres- 
sive and well established concern. 


Address “D., 2782,” care J C-K. 





EXPERT diamond cutter, fully experi- 
enced in all branches of diamond in- 
dustry; an American gentleman and 
veteran; enjoying good health, reputa- 
tion and appearance; available for any 
period mutually agreeable on salary or 
percentage basis, in your reputable or- 
ganization, together with my equip- 
ment, if desired, where the exploitation 
of the promotional value of public, prac- 
tical diamond cutting exists. Address 
“E., 2689,” care J C-K. 





MANAGER; 40 years of age, single; cur- 
rently employed in cash and credit 
jewelry store as manager; experienced 
in all phases of jewe'ry store manage- 
ment, buying, merchandising, promo- 
tion, personnel display, etc., with pres- 
ent firm past 10 years: desires to make 
change, will locate anywhere; good sal- 
ary and future primary objective; ex- 
cellent references, good personality, 
appearance and morals. Address “P., 
2709,” care J C-K. 


(ee 





MANAGER, excellent salesman; 39 years 
old; married; personab'e; 19 years’ di- 
versified experience; thorough knowl- 
edge promotions, advertising, buying, 
window store trims, credits and collec- 
tions, etec., with outstanding New York 
and New Jersey retail credit chains: 
now residing New York City: will re- 
locate for a proposition with a good 
future; excellent background; finest 
jon Address “N., 2717,” care 


EEE 





WATCHMAKER, or watchmaker and 
manager of repair department; thor- 
oughly trained in the management of 
repair department of a large store; 20 
years’ general experience in the retail 
Jewelry business, but specialize in fine 
watch repairing; am now head watch- 
maker, and manager of repair depart- 
ment of one of the best stores in the 
country; can be available soon; sober 
and denendable: best of references. Ad- 
dress “R., 2719,” care J C-K. 


WATCHMAKER and jeweler, American, 
desires position with established reli- 
able firm in the South; I have 20 years’ 
experience on the finest kind of work, 
Patek-Philippe, Vacheron, International, 
chronographs, R.R. inspection, etc., re- 
pairing and duplicating all types of 
parts; well educated and above the 
average in ability; at present in charge 
of a five-man shop for one of the finest 
Southern jewelers; would consider leas- 
ing or buying repair department; pres- 
ent employer aware of this advertise- 
ment. Address “J., 2777,” care J C-K. 





SALESMAN, executive organizer; well 
known and highly respected per- 
sonality; thoroughly versed in every 
department of the jewelry industry; 
close contacts with retailers through- 
out Metropolitan New York and en- 
virons; can handle sales or execu- 
tive post with distinction; at present 
in retail credit operation; looking 
for worthwhle opportunity and per- 
manent proposition with top notch 
outfit, wholesale or retail; will travel 
if necessary; age 43; married; per- 
sonable; certified gemologist. Ad- 


dress “V., 2817,” care J C-K. 








Lines Wanted 





‘WANT: a diamond ring line with loose 


sizes, for Midwest and South. Address 
“F.., 2548,” care J C-K. 





WATCH line wanted in 14K white, with 
diamonds. Address Circular 238, Room 
1415, Heyworth Bldg., Chicago 2. 





SALESMAN; experienced, wants top line 
for Pennsylvania, New Jersey, Dela- 
ware and Maryland. Address “D., 2769,” 
care J C-K. 





WESTERN representative wants manu- 
facturer’s line, watch cases, bracelet 
and attachments in platinum or 14K 
gold; commission basis. Address “P., 
2703,” care J C-K. 





SALESMAN; familiar all types of mer- 
chandise, seeking reputable line to 
wholesalers; extensive following in New 
York City and throughout East. Ad- 
dress “P., 2814,” care J C-K. 








DIAMOND importer’s mounted 14K ring 
line wanted, to large consumers in 25 
States; will give full attention out of 
Chicago or New York. Address “D., 
2547,” care J C-K. 





PACIFIC COAST salesman, well known 
and established, desires line 14K 
jewelry, genuine stones, or platinum 
line for fine stores. Address “F., 2608,” 
care J C-K. 





SALESMAN; Pacific Coast; has called 
on the trade for over 20 years, has very 
fine following, desires platinum or gold 
line, or a prestige line of watches. Ad- 
dress “G., 2609,” care J C-K. 





SALESMAN; 25, single; familiar with 
nationally advertised merchandise and 
watches; one year with top watch 
house; two years traveling southwest 
and New Jersey for jobber. Address 
“P., 2818," care J C-K. 





SALESMAN ; large following with whole- 
salers, material houses, chain and 
watch importers in Ohio, Michigan, 
Pennsylvania, New York State, City 
and the East, is seeking an additional 
line. Address “P., 2791,” care J C-K. 





MANUFACTURERS’ representative wants 
well made, highly styled gents’ mount- 
ing line to sell to jobbers in Chicago and 
Mid-West; experience six years. Ad- 
dress Circular 235, Room 1415, Hey- 
worth Bldg., Chicago 2. 


PACIFIC Coast representative, 15 years 
Western territory, good following, 
desires well established manufae- 
turer’s line; high moral references; 
available February 1. Address “S., 
2798,”’ care J C-K. 





AMBITIOUS top salesman desires con- 
nection with top jewelry firm; six 
years’ experience; must have top line; 
desires to travel Mid-western States; 
neat appearance and pleasing person- 
ality; references. Address “V., 2748,” 
care J C-K. 








V.P.—‘“‘Smokestacks’; young, imagina- 
tive salesman interested joining aggres- 
sive manufacturer desirous increasing 
sales and profits through creative sell- 
ing to new and undeveloped distribution 
channels; immediate availability. Ad- 
dress “‘A., 2766,” care J C-K. 





SALESMAN; well known with excellent 
reputation and large following 
amongst retailers in the Metropoli- 
tan area, wishes side line or one 
line; have previously sold watches, 
diamonds and jewelry. Address “A., 
2726,” care J C-K. 


MANUFACTURERS’ representative wants 
gold and gold filled earring line, gold 
filied costume jewelry line, or any fast 
moving items sold to wholesalers, for 
Middle West and Southern territory; 
can produce volume business. Address 
Circular 236, Room 1415, Heyworth 
Bldg., Chicago 2. 


SALESMAN; Chicago resident; exten- 
sively covering Midwest States; long, 
successful sales background; depart- 
ment, jewelry stores, gift trade; strong 
following jobbers and catalogue houses; 
desires established manufacturer’s line ; 
A-1 proposition only. Address “R., 
2813,’’ care J C-K. 


PACIFIC Coast diamond broker would 
like to connect with a loose diamond 
importer; at present carrying a dia- 
mond platinum watch line to job- 
bers and chain stores; excellent trade 
references and bank; handled loose 
diamonds for the past 25 years. Ad- 
dress ““R., 2792,” care J C-K. 


WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 


AVAILABLE, immediately; expe- 
rienced sales representative cover- 
ing Denver west, with strong follow- 
ing among well-rated stores, seeks 
modernly designed, tailored, solid 
metal costume jewelry line or other 
smartly styled predominantly metal 
jewelry; potential volume, substan- 
tial earnings, permanent connection 
desired; territory covered by car 
three times a year; carry other non- 
conflicting line for six years. Ad- 


dress “C., 2756.” care J C-K. 
ATTENTION ring manufacturers; 


available at once; experienced top 
notch salesman covering Oregon, 
Washington, Idaho, past 10 years 
by car, well known to the entire 
jewelry trade, with strong following 
among best rated stores, seeks po- 
tential volume line, national adver- 
tising or nationally known; looking 
for permanent connection with sub- 
stantial earnings; affiliation with 
America’s largest stone ring manu- 
facturers for several years; highest 
references. Address “B., 2755,” 


eare J C-K. 


(Continued on page 234) 
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Side Lines 








oo 


EXPERIENCED salesman, with follow- 
ing to the better stores out of town, to 
carry an outstanding gold line of watch 
cases; state full particulars. Address 
“F’.., 2692," care J C-K. 





IF you can use a side line, on commisgion 
basis, of a very fine line of wedding 
rings, mountings, write in detail and 
state territory, experience, etc. Address 
“Q., 2746,” care J C-K. 





AN outstanding line of jewelry, featuring 
costume jewelry that will please you 
and your accounts, also leading name 
brands; Mid-west and Southern States 
open; commission. Address “B., 2675,” 
care J C-K. 





PLATED silverware; growing company 
with distinctive line needs salesman to 
cover Ohio and all or any of New York, 
Pennsylvania, Indiana, Illinois; also 
need salesman in Far West. Address 
“G., 2810,’ care J C-K. 





SHORT costume jewelry line, including 
several nationally advertised specialty 
numbers; can be handled very easily 
with excellent results; volume pro- 
ducer; commission. Oleet Manufactur- 
ers, 305 E. 47th St., New York City 17. 





AVAILABLE as side line; pocket size 
tray of fast se'ling, beautifully designed 
baguette, and round semi-set, white 
gold ladies’ sets; good only for the 
finer stores; all territories. Address 
“E., 2581,” care J C-K. 





SALESMAN, with retail jewelers’ follow- 
ing, calling on the better stores, to take 
on a popular priced fine platinum dia- 
mond set ring line, also mountings, as 
a non-conflicting side line, not cast; will 
pay a liberal commission. Address “E., 
2680,” care J C-K. 





SALESMAN; promotional lines; book of 
leather watch straps $36.50; hand set 
rhinestone pins and necks, gold filled 
jewelry, pearls, men’s jewelry, bands; 
tremendous buyers acceptance with our 
small sample line. Address ‘“M., 2826,” 
care J C-K. 





SALESMEN, with following, to carry 
complete side line of diamond rings, 
with magnificent catalogue, for New 
York branch of international jewelry 
firm; please give details and references 
3 bang letter. Address “S., 2815,’ care 





WELL known manufacturer of ladies’ 
and gents’ 14K mountings, selling 
mounted and unmounted goods. desires 
an experienced salesman to take over 
active accounts on the Eastern Sea- 
board: on commission basis. Address 

~ “L., 2761," care J C-K. 





SALESMAN; to represent a manufac- 
turer of wedding rings, mountings, dia- 
mond engagement rings; must have a 
non-conflicting line; strictly commis- 
sion basis; state territory and how 
many years you have traveled. Address 
“L., 2724,” care J C-K. 





SALESMAN wanted, with following 
among jobbers and chain stores, to rep- 
resent manufacturer of ladies’ 14Kt, 
gents’ 10Kt stone rings, diamond 
mountings and crosses; also 14Kt cuff 
links; on commission basis: for Chi- 
cago; also man for Pacific Coast. <Ad- 
dress “F., 2683,” care J C-K. 


JEWELRY salesman; well known ring 
manufacturer has opening for volume 
producing salesman with following 
among jobbers and large users, from 
Boston to Washington, D. C., New York 
City excluded; no objection to _ side 
lines: commission basis. Address “K., 
2822,” care J C-K. 








JEWELRY salesmen, covering small 
towns New York State and New En- 
gland States; profitable side line avail- 
able; high quality compact leather bill- 
fold line; old established manufactur- 
ers; high commission rates; full par- 
ticulars, references, first letter. Hugo 
Bosca Co., Inc., Springfield, Ohio. 


COUNTRY’S oldest exclusive manufac- 
turer of ladies’ and men’s 10 and 
14K stoneset and signet rings, de- 
sires salesmen with following «mong 
retail jewelers; New England, East- 
ern and New York to Illinois terri- 
tory; commission basis. Address 


“H., 2812,” care J C-K. 


MANUFACTURER of beautiful, gold 
filled jewelry line, seeks top notch sales- 
men with following among retail jewel- 
ers; exceptional opportunity for large 
earnings; straight commission basis; 
give full detail in strict confidence re 
past experience, territory covered and 











references. Address “L., 2738,’’ care 
J C-K. 
THREE protected territories open; 


rare opportunity, by distributor of 
one of the industries’ most exten- 
sive filled and silver ring lines to 
jewelry, pawn, specialty and depart- 
ment stores; two additional affili- 
ated lines also available if desired; 
give full details in first letter. Ad- 
dress “H., 2686.’ care J C-K. 


SALESMAN, to represent manufacturer 
of popular priced gold jewe'ry consist- 
ing of crosses, cuff links, neck chains, 
anklets, charms and religious medals; 
with following among retail and depart- 
ment stores in New England States, 
New Jersey and Pennsylvania; com- 
mission basis; give full details in first 
letter. Address “C., 2677,’’ care J C-K. 


SALESMAN wanted to carry popular 
priced fast moving line of men’s and 
ladies’ luggage; commission basis; 
top earnings available as we have 
active accounts established national- 
ly; please give full details and ref- 
erences in first letter. Supreme Suit 
Case Co... 1271 W. 9th St., Cleve- 
land, Ohio. 


EXPERIENCED salesman with estab- 
lished following, to call on jewelry, 
gift, sport, novelty, pawn, general mer- 
chandise, and related stores, to sell 
Swiss guaranteed watches, clocks, 
bracelets, leather watch straps, watch 
supplies and watch/clock repair service 
for well known, long established com- 
pany backed by extensive nationwide 
trade advertising: straight commission, 
drawing after proven ability: state in 
confidence in first letter qualifications, 
nast experience, territory, references. 
Modern ‘Technical Supply Co., 55 
J ae West 42nd St., New York 18, 
|, Sie gf 


SALESMEN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses plus 
allied promotional items: need sales- 
men for both East and West Coasts; 
top opportunity for good men; write 
present connections and full particu- 
lars. Jake Levin & Son, 12th & Wal- 
nut Bldg., Kansas City, Mo. 




















Help Wanted 





WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





FIRST class watchmaker wanted: Five 
references and age in your first letter 
Address “G.E. 123 P., Box 2685,” care 
J C-K, 





DIAMOND cutter for industrial work. 
advise qualifications and pay expected 
yxy letter. Address “A., 2673,” care 








A-1 jewelry repairman who 
stones; good place to work; Ohio: 
salary open. Address ‘“B., 2579,” care 
J 








YOUNG lady, interested in working with 
diamonds, for industrial diamond firm: 
knowledge typing; good opportunity. 
Worth 2-5285, New York City. 





TO enlarge business, well established an- 
tique jewelry conver, needs salesman 
for out-of-town tiade; must have fol- 
ee a Address  “N.Y., 2708,” care 








WANTED ; diamond setter and all around 
jewelry repair man; Midwest location: 
steady employment; good salary; old 
established firm. Address ‘“T., 2799," 
care J C-K. 








JEWELER-engraver; first class, experi- 
enced, for fine old established store; 
good hours and salary ; congenial work- 
ing conditions; attractive city. Carpen- 
ter-Matthew, Asheville, N. C 





JEWELER, who possesses creative ability 
and capable of taking charge of a smal] 
shop; give information in detail; post- 
tion has a wonderful future. Address 
“K., 2723,” care J C-K. 








PRECIOUS stones salesman, experienced, 
with New York following, to carry com- 
plete line of stars, rubies, sapphires, 
emeralds, ete.; excellent opportunity. 
Address “K., 2698," care J C-K. 





STONE ring salesman, to represent manu- 
facturer in Missouri, Kansas, Oklahoma 
and Texas; side line permitted; write 
giving all pertinent facts and experi- 
ence. Address “F., 2582,’ care J C-K. 


SALESMAN for one of Bridgeport’s lead- 
ing credit jewelry stores; excellent 
working conditions and opportunity; 
state qualifications and salary desired. 
Lenox Jewelers, 1046 Main St., Bridge- 
port, Conn. 


WATCHMAKER, experienced; five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
wD Address “R., 2165,” care 


EXPERIENCED top salesman for Tre- 
fined high type credit jewelry store in 
El Paso, Texas; big salary; excellent 
future for right person; send latest 
photo and letters of qualifications and 
~~ Address “P., 2830,” care 














SALESMAN, to travel Pennsylvania ter- 
ritory for the largest Ohio costume 
jewelry house; only a man who has es- 
tablished territory with department 
store connections; draw; wonderful op- 
portunity. Mack Henfield & Son, Scho- 
field Building, Cleveland, Ohio. 


EXPERIENCED salesmen wanted to 
handle live-wire promotional sterling 
hollowware line: territories open: New 
England, New York State, Middle West 
and Far West. Louis Rifkin Silver- 
smiths, Inc., 339 Fifth Ave., New York 
City, Room 503. 














WANTED: young man, experienced in 
selling and window display; good sal- 
ary and steady employment in retail 
jewelry located in Northwestern Ohio ; 
give references and full detail of ex- 
perience and training in first letter. Ad- 
dress “‘M., 2700,” care J C-K. 








WELL estab'ished watch importer inter- 
ested in representative with or without 
side line, for Southeast or Southwest 
territory ; splendid opportunity for eX- 
perienced salesman with good following , 
high commission; write giving all _de- 
tails. Address “T.., 2824,” care J C-K. 
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WANTED, all around jewelry repairman 
for retail store; good salary, steady 
employment; watchmaker able to do 
jewelry repair will do; give full detail 
on experiance and references in first 
letter; store located in Northwestern 
Ohio. Address “L., 2699,” care J C-K. 





eeeee—E———————————_—_—_—_—_—_ 


JEWELER, with factory experience, who 
is able to do his own stone setting; give 
information in detail, experience, where 
in the past employed and salary ex- 
pected; wonderful opportunity for a 
capable man. Address “J., 2722,” care 


J C-K. 


ee 


OPENING primarily for watchmaker, 
jeweler and engraver, but if a fine 
workman in any of that classification 
should contact us with satisfactory ref- 
erence, etc., stating salary required, we 
would probably be able to work out 
something. Vosatko’s, Midland, Texas. 











FIRST class watch salesman; New York 
Metropolitan area; must have excellent 
connections with department and chain 
stores buying offices; to represent im- 
porter of popular priced Swiss watches ; 
write giving full particulars. Address 
“C., 2781,” care J C-K. 





SALESMEN to represent well established 
wholesale jewelry and silverware house 
in several Southern States; excellent 
opportunity for right men; all corre- 
spondence strictly confidential. Jack 
Goldstein, U. S. Jewelry Co., Baltimore 
& Liberty Sts., Baltimore, Md. 





WANTED manager; only qualified men 
with actual jewelry store management 
need apply; high type southern install- 
ment chain has the job with the oppor- 
tunity, have you the qualifications? 
Salary and profit-sharing plan. Address 
“E., 2222,” care J C-K. 





SALESMEN; Middle West, South, East, 
to carry a well known manufacturer’s 
line of ladies’ diversified diamond set 
gold rings, exclusively made in our own 
factory; liberal drawing; no objection 
to a non-conflicting other line. Address 
“K., 2613,” care J C-K. 


WATCHMAKER; must be experienced 
and do high quality work; should 
be of neat appearance and good 
personality; front position along 
with other watchmaker; high grade 
store 45 years in same family man- 
agement. M. Meyer, Marion, Ind. 








WATCHMAKER-engraver; workman ca- 
pable taking in work and handling 
watch repairs and light engraving, in 
active store handling top silver lines; 
good salary for properly qualified 
worker with experience; Southeast 
or « al Address “A., 2778,’ care 


(es 





WATCH salesman, with good retail fol- 
lowing, wanted in Pennsylvania, New 
York State, and New England (existing 
accounts will be turned over) by estab- 
lished importer with complete, low 
priced fine Swiss watch line; commis- 
sion basis; no objection to non-conflict- 
ing line. Address “J., 2821,” care J C-K. 








SALESMAN; with following among the 
retail stores, to sell our line of ladies’ 
and gents’ 14K birth stone rings, 10K 
military rings, diamond mountings, 
dinner rings, 14K cuff links and 
crosses; drawing against commission; 
all territories open. Address “E., 2682,” 
care J C-K. 








SALESMEN; by manufacturer of Lily 
White domestic line pearls; all terri- 
tories; no experience necessary; popu- 
larly priced, handsomely boxed and 
tagged; easy under arm sample roll; 
15% commission, plus bonus plan; state 
territory, references. “CK,’’ P. O. Box 
365, Church St. Sta., New York 7. 


SALESMAN to represent 


nationally 
known ring concern, diamond and 
colored stones, with following in 
Texas, Oklahoma, Arkansas, Ken- 
tucky and Tennessee; have follow- 
ing too; all replies held in strict con- 
fidence. Address “E., 2784,” care 
J C-K. 





SALESMEN, with following, by long es- 


tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
car; drawing against commissions; ref- 
erences. Address “R., 2622,” care J C-K. 





SALESMAN, with following among de- 


partment stores, to represent large 
watch importer, to promote sales of 
popular priced Swiss watches; ex- 
cellent opportunity for large earn- 
ings; no objection to non-conflicting 
side line. Address *“*D., 2679,” care 
J C-K. 





REPRESENTATIVES wanted; we are ex- 


panding our sales organization, and 
have openings for sales representatives 
to handle a fast selling line of imported 
binoculars, opera and field glasses; sell- 
ing to jewelry stores and pawnshops; 
give full details and territory first letter. 
Address “B., 2712,” care J C-K. 





WATCH salesmen, experienced; drawing 


against commission; state references, 
years experienced, territory ; Southeast- 
ern States, Southwestern States, Middle 
Pacific, Northwestern States; _ state 
whether you have a non-conflicting or 


exclusive line. Address “K., 2737,” care 
J C-K. 





WATCHMAKER, to take complete charge 


of watch repair department, Toledo, 
Ohio; permanent position, pleasant sur- 
roundings ; must be thoroughly capable 
and well qualified; top salary and/or 
commission; a rare and genuine op- 
portunity for the right party. Address 
“S., 2721,” care J C-K. 





A NATIONALLY known diamond ring 


house has several territories open 
for active salesmen with established 
following; very liberal drawing 
against commission; all information 
kept in strict confidence; our sales- 
men know of this ad. Address “G., 
2309.” care J C-K. 





SALESMAN wanted for Michigan, Ohio, 


Indiana, Illinois: this lucrative well es- 
tablished territory has been traveled by 
us for over 35 years; complete line of 
rings and mountings; commission and 
drawing account; only experienced 
jewelry men will be considered. Good- 
man & Co., 42 Washington St., Indian- 
apolis 4, Ind. 





STORE manager to take complete 


charge of old established credit 
store; 100% location; guarantee 
plus percentage of volume; requires 
an experienced man who can pro- 
duce good volume business; replies 
confidential. Goodman & Co., 42 
bt Washington St., Indianapolis 4, 
nd. 





SALESMAN, retail jewelry ; good, perma- 


nent opportunity to a responsible man 
about 35; should have a complete 
knowledge of watches, diamonds, silver- 
ware, special orders; should be able to 
properly consummate a sale and be a 
right hand man to manager: located 
active section Maiden Lane, New York 
City. Address “R., 2819,” care J C-K. 








WATCHMAKER; to take complete 


charge of shop in retail jewelry store 
employing six watchmakers; must 
be an experienced salesman to han- 
dle all service and adjustment; we 
want a top watchmaker with a pleas- 
ing personality; liberal salary, also 
bonus and ideal working conditions. 
Address “J., 2586,” care J C-K. 





EXPERIENCED salesmen, with estab- 


lished following among retailers, wanted 
by large manufacturer of outstanding 
gold filled jewelry line; exceptional op- 
portunity for large earnings; straight 
commission basis; give full details and 
references in first letter; replies strictly 
confidential. Address “N., 2739,” care 





WANTED; salesman with following to 


represent distributor of nationally ad- 
vertised flatware, clocks, electrical ap- 
pliances, jewelry and other lines for 
Maryland, District of Columbia, Virginia, 
West Virginia, North Carolina and 
South Carolina ; drawing account 
against commission: answer, giving ex- 
perience. Address “G., 2694,” care J C-K. 





JEWELRY managers wanted; we have 


a large group of stores over the 
country und are interested in ob- 
taining top flight jewelry men cap- 
able of managing stores; good salary 
and profit sharing arrangement; 
give full details about yourself, age 
and previous experience; _ replies 
confidential. Address ‘“‘K., 2617,” 
eare J C-K. 





WATCHMAKER, for largest and most 


beautiful store in Martinsburg, W. Va., 
store closes at 5 PM except Saturdays; 
completely equipped, including Watch- 
master cleaning machine; permanent 
position for experienced first class me- 
chanic only; no pressure, just good 
quality week’s work: state in first let- 
ter experience and salary desired. Write, 
Melart Jewelers, 405 R. I. Ave. N.E., 
Washington 2, D. C. 





FORTY year old wholesaler of na- 


tionally advertised watches, clocks, 
silver, and jewelry, needs salesman 
to cover Maine, New Hampshire, Ver- 
mont and Northeastern Massachu- 
setts; financial arrangement com- 
mensurate to ability of individual; 
all replies to be held confidential; 
state background in first letter. Ad- 
dress *“*J., 2635,” care J C-K. 





COSTUME jewelry salesman wanted for 


Baltimore and South to Florida terri- 
tory; resident man with established 
territory; traveling by car, to repre- 
sent leading firm, to call on depart- 
ment stores, specialty shops and gift 
stores; territorial rights and attractive 
commission; no objection to non-con- 
flicting line; give full particulars in 
first letter; state lines now carried and 
— Address “G., 2786,” care 
-K 





SALESMAN, with following in Florida, 


Georgia, North Carolina, South 
Carolina, Virginia, to represent old 
established manufacturer of fine 
gold and platinum mountings, watch 
eases and watch attachments; firm 
has substatial number of accounts 
in this territory; good opportunity 
for right man. Address “V., 2599,” 
eare J C-K. 





RESIDENT salesmen, with following 


among jewelry, department stores and 
jobbers, for exclusive new _ line of 
sterling silver cutlery and serving pieces, 
popular priced for profitable sales pro- 
motion; open territories: New wngland, 
New York State, Midwest and South; 
drawing account against commissions ; 
excellent opportunity with established 
manufacturers; write giving full par- 
ticulars and territory covered. Am- 
bassador Cutlery, 398 South St., New- 
ark 5, N. J. 








(Continued on page 236) 
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SALESMAN, with good following in 
Middle West, to represent well 
known manufacturer of fine plati- 
num and gold mountings, watch at- 
tachments and watch eases; firm has 
1000 active accounts in Middle West; 
opening made possible through re- 
tirement of salesman; excellent op- 
portunity for top-notch man. Ad- 
dress “R., 2598.” care J C-K. 





SALESMAN wanted; manufacturer of 
nationally known diamond ring line, 
wants an experienced and aggressive 
salesman, with good following of his 
own, to cover the States of Texas, Okla- 
homa and adjoining territory; we have 
well established accounts among the 
retail jewelers in this territory, afford- 
ing an excellent opportunity for the 
right man; liberal commission; give 
full details, experience and territory in 
first letter; all inquiries held confiden- 
tial. Address “R., 2744,” care J C-K. 





SALESMEN, with following among re- 
tail jewelers in Midwest, also for 
Southern territory, to represent well 
known firm manufacturing com- 
plete line of rings, diamond mount- 
ings and stone rings, excellent op- 
portunity for capable salesman; 


A NATIONALLY known importer of 


highest quality English plated and 
sterling hollowware has vacancies 
for two experienced traveling sales- 
men, one for Southern and one for 
New England with Midwest terri- 
tories; full particulars of experience, 
territory covered, age, etc.; appli- 
cations will be treated in strict con- 
fidence; our salesmen know of this 
advertisement. Address “G., 2757,” 


eare J C-K. 





SALESMEN; two, for Midwest terri- 


tory and New England, with good 
following among wholesale jewclers 
and jobbers to represent a well estab- 
lished manufacturer of an excellent 
line of men’s and ladies’ low-priced, 
gold filled and stainless steel watch 
attachments; generous commission; 
no objection to carrying non-con- 
flicting side lines; please give full 
details; replies confidential. Address 


“B., 2779,’ ’care J C-K. 





WATCHMAKING and engraving may 


now be learned advantageously by 
home study; to meet the demand to 
learn these trades at home in spare 
time, the Kansas City Schvol of 
Watchmaking has adapted its out- 
standing courses in watchmaking 
and engraving to home study train- 
ing. Write for information: Kan- 
sas City School of Watchmaking, 
Dept. C, Admiral & Tracy, Kansas 
City 6, Mo. 


WELL established, modern jewelry store 
in Central Florida; ideal location; ex. 
cellent repair business; nice fixtures; 
clean stock; $12,500. Address “R. 
2773,’ care J C-K. ‘ 








OUTSTANDING value in good location, 
modern jewelry store in lower West. 
chester, N. Y., excellent opportunity for 
watchmaker, with or without stock. Ad. 
dress “E., 2770,” care J C-K. 








THIRTY-THREE year old established 
watch jewelry store; clean stock, con- 
stant work; for sale, $12,000 cash: 
principals only. J. Krauss, 206 Clifton 
Ave., Lakewood, N. J 








THE most beautiful jewelry store in the 
South for sale, with stock or without 
stock; 100% location, on Lincoln Road, 
Miami Beach, Florida; retiring from 
business because of ill health. Address 
“B., 2835,” care J C-K. 





es 


MODERN jewelry store, West Texas oil 
town; new (fixtures, franchises, all 
nationally advertised merchandise; 
health, reason must sell; inventory and 
fixtures, $20,000. Robinson’s Jewelers, 
Box 656, Crane, Texas. 


LOOKING for a store, suburb of Buffalo, 
N. Y.; I have one, most anyone could 
handle; handicapped watchmaker; side- 
walk level; good parking; reason for 
selling member of family must change 
climate; further details, Address “F,, 
2785,” care J C-K. 








RETIRING; for sale well established, 
modern jewelry store, since 1913 on the 
North Shore of Long Island; three 
large defense plants, 15,000 population; 
fine repair trade; low overhead, good 
location; will sell with or without stock. 
Address “P., 2707,” care J C-K. 












































commission with drawing account. ane. ilies timate lib a 
. ; , established jewelry store; . 
i satshs, | 
ggg — Manufacturing | carmesMEN; two good territories open; sissippi college town about 4000 popu- 
Ov, . adison St., Chicago, nationally advertised Dason Diamond lation; 100% location; several indus- 
Til. Rings, stone rings; A: Missouri, Kan- tries; plenty repairs ; low rent, lease; 
sas, Nebraska, Iowa, Wisconsin, North exclusive franchises ; reduce stock to 
and South Dakota; B: South Carolina, suit buyer. Address “G., 2733,” care 
Georgia, Florida, Alabama, Mississippi; J C-K. 
SALESMEN wanted; experienced sales- C: Montana, Idaho, Wyoming, Utah, 
men with established following, wanted Colorado; first rate opportunity for MR. WATCHMAKER;:;: here is a chance 
by a nationally known company; this is man to carry one of America’s most for you to take over a store that is a 
a rare opportunity to affiliate with a extensive stone ring lines, and an ex- “sure shot”; you must be able to turn 
well financed company to sell the first cellent line of fast-moving diamond out good watch work: stock can be cut 
nationally advertised line of diamond rings, all manufactured by ourselves; to your size by taking out large dia- 
rings featuring diamonds with a we are known for providing dealers monds: Finger Lakes Section. Write, 
patented cutting; prefer men with some with more sales-help material than any Fred Roese. Penn Yan, N. Y 
knowledge of gemology; applications other manufacturer; if you have a car , . 
are invited from experienced men who and live on one of the territories, write 
are accustomed to large earnings; apply in detail and complete confidence ; OLD established, reputable and profitable 
by letter only with complete resumé; manufacturers since 1894. Davidson & jewelry store; most famous street in 
all inquiries confidential. The Multi- Sons Jewelry Co., Inc., 20 W. 47th St., New York City; cash and credit; low 
Facet Co., 666 Fifth Ave., New York 19, New York 19, N. Y. rent ; clean a es ee - 
. me proximately ; ; good opportunity 
for _ageressive merchant. Address “T,, 
OUR client seeks additional salesmen; 2705," care J C-K 
SOUTHEASTERN representative; long old, established diamond house is , ‘al 
established manufacturer of gold, interested in well introduced travel- a | nS ee ee ee 
gold filled and sterling staple and ing salesmen with good following payrolls: store is air-conditioned; have 
sesteme foweley. cilline divect te who wish to add line of diversified major lines exclusively; will require 
better retail sanwes h ; it f diamond rings to sell to jewelers in went hs a poe corre tg ce wel 
a eens o small towns; car desirable; gener- yey een AS 2808.” care J OK? 
seven Southeastern States now avail- eal . - 
bl / ous and prompt commissions to suit- 
ate to Om experienced and com- able men, covering one or part of | WELL established stone house for sale; 
petent man of highest calibre; give the following territories: Northwest, fine stock precious and semi-precious 
complete experience, details in first West Coast, Middle West, New En- ease nth ee ae — oars a 
4 e e ° Ss es s bed 
letter; replies strictly confidential. gland States, Middle East; please fice lock, stock and barrel; opportunity 
Address “H., 2734,” care J C-K. write experience, age, references, of a lifetime for someone to walk into 
lines now carried and all other de- = Some. _ Address “J., 2736, 
tails to, Labow Advertising Agency, oe — 
SALESMEN wanted; Eterna has profit- Inc., 67 W. 44th St., New York 18 siete 
able territories open for experienced N. Y. } OLD — firm <a 
watch salesmen who have good follow- wholesale an Pons rece: ne: taaeee 
ing among the better retail jewelers, diamonds and full general line; : 
i , i : in Southwest; in perfect financial con 
to sell our nationally advertised line of ; ; oo 
al i -windi dition; founder retiring; will trade for 
Eterna-Matics the first self-winding LPAI SES ITEIIN La LI RRR SEH Be dat : : : - all com- 
watch on ball bearings for men and substantial real estate in part; ali com 
women; one, Texas, Oklahoma, Louisi- munications confidential. Address N,, 
ana, Arkansas and Mississippi: two, For Sale 2827,” care J C-K. 








Missouri, Kansas, Nebraska, Iowa, North 














and South Dakota ; three, West Virginia, Stores, Stocks and Businesses OPPORTUNITY for chain or credit op- 
Pennsylvania, New Jersey and New erator ; Chicago jewelry store; excellent 
York State, excluding Westchester location; established 22 years; 36 ft. 
County, Long Island and greater New front; four windows; at transfer corner, 
York; liberal commissions. Write to, FOR SALE, store in Central Florida; air- reasonable rent; lease; fine clean stock, 
Max Templehoff, Sales Manager, Eterna conditioned; Pittsburgh glass front; plenty of repair work; about $35,000. 
Watch Co. of America, Inc., 580 Fifth low rent: owner must leave: $5,000. Address Circular 239, Room 1415, Hey- 
Ave., New York 19, N. Y. Address “V., 2725,” care J C-K. worth Bldg., Chicago 2. 
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——————— 


MODERN credit jewelry store; fully 
equipped, air conditioned, electrically 
heated; real opportunity to acquire go- 
ing business in industrial suburban 
South Tennessee city ; it will take about 
$20,000; reason for selling, owner 
drafted into service. Reply: M. L. 
Levine, 616 Market St., Chattanooga, 
Tenn. 





———~- 


MUST sell; Navy town near San Fran- 
cisco; terrific location; modern, com- 
pletely equipped store situated between 
chains; with or without small stock 
and receivables; can be negotiated; 
uniquely low, no-percentage, long lease. 
Wire, write or phone, Nelson’s Jewelers, 
419 Georgia St., Vallejo, Calif. Phone 
2-3424. 





_- 


WILL sacrifice; no reasonable offer re- 
fused; jewelry department, on _ the 
premises of Atlantic City’s fastest grow- 
ing department store; all nationally 
advertised watches, flatware and novel- 
ties; clean stock; four show cases, three 
wall cases; rental, low percentage basis ; 
outside interests, reason for selling. Ad- 
dress “R., 2704,” care J C-K 





OWNER leaving town, offers desirable 
corner jewelry store in Cincinnati, 
Ohio; completely equipped, air-con- 
ditioned, etc., with or without stock; 
good lease; all best lines; fine repu- 
tation; always a money - maker; 
splendid opportunity. Write, wire 
or phone. Seghers, 365 Miracle Mile, 
Coral Gables, Fla. 





WATCHMAKER’S tools, few watches, 
clocks, attachments, Hermes engraver, 
Paulson electronic, materials; for sale 
about $2,000, all cash; young watch- 
maker desiring to start in small New 
Jersey town, able mix with refined mid- 
dle class; place available; valuable 
cooperation offered by reputable watch- 
maker giving up business. Address “‘A., 
2711,” care J C-K. 





YOUNG watchmaker’s dream; modern 
jewelry store, also modern flat, seven 
rooms; new fixtures; I am going into 
another line of business; this store is 
doing well, one of the hottest spots in 
upper Michigan; will take at cost of 
inventory; all salable merchandise, no 
junk, good lines; must sell; inventory 
with all material, lock, stock and bar- 
rel; going out of jewelry business; can 
give better reason for selling ; come and 
see. Address “D., 2714,” care J C-K. 





JEWELRY store in Newport, Rhode 
Island; established nearly 100 years; 
excellent watch repair business; lo- 
cated on main street near Naval land- 
ing, in city of 35,000 plus large Naval 
establishment ; recently designated head- 
quarters for destroyer fleets; owner re- 
tiring, offers three story building, fix- 
tures, tools, stock and good will for 
$22,000; high grade stock, fine sterling 
Sales; prestige name for gift sales in 
a 75,000 population trading area. Ad- 
dress “F., 2732,” care J C-K. 


For Sale 


Tools, Equipments 








USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Og W. Fifth St., Los Angeles 

, Calif. 


(ees 


WATCHMASTER timing machine; used 
very little; called back into service; 
will sacrifice at substantial saving; 
write for details. R. E. Comer, 112 S. 
Easton Rd., Glenside, Pa. (Near Phila- 
delphia, Pa.) 














Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTIONS: successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
9200 Blackstone Avenue, Chicago 
15. 





M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phones 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





COLMES' BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 





AUCTIONEER: 10. successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





WANTED; aggressive promotional minded 
individual to affiliate with credit chain 
in Middle South; have 100% location 
in a highly industrial city of 80,000; 
nominal investment to proper party who 
can stand rigid investigation as to back- 
ground. Address “N., 2740,” care J C-K. 





CASH buyers and liquidators of jewel- 
ry stores, wholesalers, manufactur- 
ers; we will buy outright or run a 
dignified auction or sale; for more 
money for yourself contact us im- 
mediately; interview arranged at our 
expense. Kanigel & Schechter, 32 
W. 47th St., N. Y. C. Plaza 7-6614. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the last two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





AUCTIONEER, Louis Lenhoff; has 
conducted successful jewelry, art, 
oriental rug, furniture, and antique 
auctions for outstanding stores, gal- 
leries all over America and Canada 
the past 25 years; I have a guaran- 
teed method; will go anywhere at 
my expense; you may have list of 
firms for whom I have conducted 
sales only recently; no obligation. 
Write, wire, phone Louis Lenhoff, 
3010 W. Chicago Blvd., Detroit 6, 
Mich. Phone Tyler 60439. 


ROBERT E. JONES Sales Co., auc- 
tioneers, appraisers, liquidators for 
estates, trustees, stores; special sales 
conductors for reducing stock, rais- 
ing cash, etc.; sales in over 500 
stores in U. S. and Canada. 702 E. 





185th St., Telephone KE 1-8683 
Cleveland, Ohio. We buy surplus 
stock. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 


CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience ; your reply held in strict 
confidence; references: Dun & 
Bradstreet: Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave.. Memphis, Tenn. Phone 
5-0660. 


I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 


AMERICA’S foremost jewelry auc- 
tioneer; records show we have often 
obtained by auction $50,090 and 
more than was offered by stock 
brokers; recent sales: Ohio, Cali- 
fornia, Illinois, South Dakota, Ne- 
braska, Texas, Oklahoma and Iowa; 
double page writeup by a leading 
trade journal of our two group sales 
made for six leading jewelers St. 
Louis, Missouri, 1932-33 will be sent 
you; conducted 10 auctions with 
more than $2,900,000 in actual cash 
results; an auction service for jewel- 
ers who care; the trade long ago 
definitely gave us their emphatic 
avowal of leadership; safest ap- 
proach in securing right auctioneer 
is through references; we have them, 
hundreds of them; interested only 
in legitimate money raising or close- 
outs. Write or wire, Thomas J. 
Faussett, Howell, Mich. Phone 721. 
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Wanted to Purchase 





CASH for broken expansion bands, scrap, 
watches or movements. Joseph Rubin- 
sky, 333 Washington St., Boston, Mass. 
Room 523. 





TWO day Marine chronometers; send de- 
scription and price. Joseph A. Kuhn, 
Sr., 4604 Main Ave., Baltimore 7, Md. 
Box 7574. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. . P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





B. C. Jewel Box, Lafayette, Georgia, will 
be interested in purchasing one or two 
established Southern jewelry stores, in 





good locations, in average Southern 
cities. 
WANTED; established jewelry store in 


town up to 40,000; Eastern or South- 
eastern States; family man; thoroughly 
experienced; highest references; to oc- 
cupy August 1; write full particulars; 
confidence respected. Address “N., 
2764,’ care J C-K. 





SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of 
payment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc.; Diamond Jewelry Co., 668 M. 
& M. Bldg., Houston, Texas. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense: references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 








COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
~ 7 Huron St., Lake Ronkonkoma, 





KNOW your vibrator; -mail direct; 
same day service; vibrating, staffing, 
jeweling. Hairspring Vibrating Co., 
406 32nd St., Union City, N. J. 

HAIRSPRING vibrating; Swiss specialist, 
25 years’ experience; send balance 
wheel, balance bridge, stud, collet; quick 


service. Louise Chetelat, 2062 Kimball 
St., Brooklyn, N. Y 





CASH in; send us your watch move-: 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





BOSTON, Mass.: guaranteed trade watch 
repairing; chronographs a_ specialty; 
excellent service; electronic timing; 
prices on request. Charles L. Birdsall, 
603 Jewelers’ Bldg., 373 Washington St. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1773 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





HIGH grade watch repairing: all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, IIl. 





SOUTHERN States trade watch repair- 
ing from family of excellent watch- 
makers; prompt service, work guar- 
anteed, good reputation; Watch- 
master Timing; reasonable prices. 
J. W. Trudell, 117 Glendale Drive, 
Miami Springs, Fla. 





EXPERT watch repairing for the trade; 
reasonable prices; prompt service; 
all work guaranteed; out-of-town 
and mail orders solicited; price list, 
references on request. A. Guarino, 
P. O. Box 42, Fordham Station, New 
York 58, N. Y. Mu-7-6865. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 








ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 


St., Shillington, Pa. 





JEWELRY hub cutter; highly experi- 
enced; will do homework for a few 
- manufacturers. W. Kraus, 71 Van Ness 
Terrace, Maplewood, N. J. 





JEWELRY and watch repairing; special 
order work for the trade; prompt ser- 
vice -and reasonable prices. <A. T. 
—- 444 Third Ave., New York, 
NM. =. 





COLORED STONES; direct importers 
at your service; replacing, recatting 
encrusting, repolishing, drilling: 
specializing in diamond melee, Ru. 
tile (Titania), all sizes; cameos, aj] 
colors and _ sizes; also cultured 
pearls, genuine pearls, synthetic al] 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame. 
thyst, topaz, etc.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 








DIAMOND repairing’ specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 19, 
oh Recutting and repairing, diamond 
cutter. 





—— 


SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal! 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished: 
right prices, prompt service monthly 
billing; we specialize on mail orders: 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous: send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 


lumbus, Ohio. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; stone 
cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 





DESIRABLE office space for rent, 48th 
St., opposite Rockefeller Plaza; suit- 
able for watchmaker, stone dealer or 
sales representative. Call Circle 7-1492, 
New York. 








Miscellaneous 











TAXES, accounting and bookkeeping ser- 
vice; no business too small; for de- 
pendable and prompt service at a rea- 
sonable fee. Write, “K., 2787,” care 
J C-K. 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 


—_,, 
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RIGHT IN YOUR OWN BACK YARD 


The public never creates a style or trend. Neither does 
an industry, nor any person or group within it. What is 
often considered as the setting of a new trend by some 
individual designer or manufacturer is merely an acci- 
dental happenstance or the result of astute recognition of 
an existing public desire and the providing of that which 
meets the “need.” 

For example, no designer successfully “decrees” that 
women’s hemlines will be higher, unless there already 
exists a widespread female desire for shorter skirts. And 
it is significant that such desire on the part of women is 
usually most intense when competition for the male is 
most acute—during periods of shortage in the available 
supply of men or a reduction of quality in such supply— 
as in wartimes. For us to here continue along this line 
might lead us into a biological dissertation and away from 
our point. That is, that no businessman should look in 
paralyzed awe at another who has “introduced a success- 
ful style;” but he should be alert to the possibilities of 
his success in the satisfaction of other existing needs of 
the public. 

We have often heard jewelers speak with envy (and 
bitterness) of the silverware competition they suffer from 
door-to-door sales organizations. They look at these sales 
groups as having created a trend in the merchandising of 
silverware. Nothing could be further from the truth. 
Historically these concerns recognized an existing public 
need. More people wanted plated and sterling flatware, 
than were being sold it by existing outlets. So, these sales 
organizations took their wares into the homes of the 
people, where the silver looked its best. They also visited 
with the young girls in their offices where they were earn- 
ing money while living with the hopes of marriage. 

These house-to-house companies did not create a public 
demand—it was lying there uncultivated all the time— 
they merely recognized an existing public desire, and met 
that need with direct action. 

Subsequently, retail jewelers sprang to life in that de- 
partment of their business and with their superior facili- 
ties reduced the direct-selling threat to “just another 
source of competition.” The fact remains that it scared a 
lot of retail jewelers, and the deplorable thing was that it 
would never have come into being, if the merchants had 
recognized the desires of the public and had gone out to 
meet these existing needs which the house-to-house people 
proved were tremendous. 

Similarly, there exist today many equally profitable, 
unworked mines in the field of public desires. There are 
plenty of opportunities right in the jewelry field, oppor- 
tunities requiring no addition to departments already 
existing in the average jeweler’s store. 

A case in point. is colored stone and signet and emblem 
rings—a class of jewelry too long and too consistently 
ignored by most jewelers. Look about you at the un- 
adorned hands of men. Consider that these same men 
have the means to buy rings and that most of them have 
an unsatisfied desire for them. True, they might express 
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the feeling that rings are effeminate. But such a spurious 
“reason” was unmasked during the recent war when 
brides were made happy by double ring ceremonies. Also, 
metal watch attachments were once regarded as effemin. 
ate. But men had a desire for them. Therefore, when the 
war (and the efforts of a few merchandisers) gave them 
the courage to publicly satisfy their desire, they bought 
to the extent of $100 million a year. So, regardless of what 
superficial excuse might be made by the ringless man, the 
fact remains that he can be sold a ring of some type. 
What is more, they provide an ideal suggestion for those 
who are in search of a gift with a wide price range and a 
high personality value. And this is no generalization. It 
is only within the past forty years that colored stone, 
signet and emblem rings have lost their position on the 
hands of American men. For no good reason either. 
Except that jewelers have not been aggressive and pro- 
moted the existing desire which men have for them. Thus, 
men’s rings have lost their style importance, are no longer 
an indispensable part of the wardrobe of the well- 
groomed man. 

For centuries they were. From the days of the Romans, 
when gold rings were the sign of free men and slaves 
were only permitted to wear iron ones, rings have been 
sought by men as symbols of wealth or authority. They 
have also been worn with pride as identification of the 
wearer's association with a select profession, trade, or 
fraternal group. 

Now as we said, no individual nor industry can “create” 
a style trend. But as we also said, any alert and aggressive 
manufacturer or retailer can capitalize on a public desire 
by promoting a product which meets a need. 

Today there is a great unsatisfied desire for rings. And 
something is about to be done which will give the public 
a reason to satisfy that desire. Next month the Jewelry 
Industry Council begins a year-round promotion to bring 
colored stone, signet and emblem rings back to the hands 
of American men and women—to restore them to their 
former position of style and volume importance. 

This continuing promotion is not something for you 
to just “support”—it is something for you to “ride with” 
and the sooner you start to roll in line with systematic 
plans, the sooner we'll all enjoy the profits from this long 
neglected range of jewelry store products. The sooner 
too, will men and women feel impelled to satisfy their 
desires for a wardrobe of appropriate rings. 

The March issue of JC-K will bring you 24 pages of 
articles devoted to this promotion, will show you how the 
plan is designed to operate and how you can cash in 
profitably on the nationwide interest it should develop. 

In the meantime, prepare your stock with a worthy 
selection. 
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EncuantMent! A fresh, new pattern for Spring i 
Brides . .. by Oneida’s market-wise master designers | 
... finished as only Oneida craftsmen do it! 

See ENCHANTMENT* . . Judge these features for vourself:) 
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Extra silver on most-used pieces 
Beautifully balanced, flawless finish 
Exclusive Contour*® knife 

Retails at $69.75 for the complete 70-piece 
service and handsome anti-tarnish chest. 


Write to Wm. A. Rogers, Limited, Oneida Ltd., Successor, Oneitg 
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SILVERPLATE 


ONEIDA LTD., SILVERSMITHS 
* Trade Marks of Oneida Ltd. 
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